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1998  TROPHY  AWARDS 


This  Year's 
Winners'  Circle 
for  Excellence 
in  Journalism 


At  Hearst  Newspapers,  we  recognize  the  importance  of 
bringing  the  best  stories  and  photographs  to  our 
readers  around  the  country.  To  encourage  and  reward  the 
journalists  who  produce  this  outstanding  work 
for  our  metropolitan  and  community  newspap)ers,  we 


The  Chief  Plaque  For  Overall  Writing  Excellence 
Metro:  Houston  Chronicle 
Community:  Midland  Reporter-Telegram  (Texas) 

The  William  Randolph  Hearst,  Jr,  Prize  For  Enterprise  Excellence 

Seattle  Post-Intelligencer 

The  John  Randolph  Hearst  Memorial  Trophy  For  Overall  Photo  Excellence 

Houston  Chronicle 

Citation  For  Photographic  Excellence 
Laredo  Morning  Times  (Texas) 
Midland  Reporter-Telegram  (Texas) 


1998  METRO  GROUP  PRIZE  WINNERS 

Spot  News  -  Staff,  Beaumont  Enterprise 
The  Jasper  Slaying 

Enterprise  -  Andrew  Schneider  &  Mike  Barber,  Seattle  Post-Intelligencer 
The  Wenatchee  sex  abuse  allegations 

Features  -  Paul  Grondahl,  Albany  Times  Union 
“Love  and  Hope" 

Business/Finance  -  Bob  Sablatura,  Houston  Chronicle 
FDIC's  case  against  Charles  Hurwitz 

Editorials  -  Staff,  Beaumont  Enterprise 
The  Jasper  Slaying 

Columns/Commentary  -  James  T.  Campbell,  Houston  Chronicle 

‘Driving  While  Black’ 

Sports  -  Staff,  Houston  Chronicle 
The  McGwire/Sosa  homer  derby 

Heads/Captions  -  Phil  Brown,  Albany  Times  Union 
‘This  is  hell  after  it  freezes  over’ 

Art/Graphics  -  B.C.  Oren,  Houston  Chronicle 
The  Space  Station 

Page  Design  -  Staff,  Albany  Times  Union 
Fatal  shootings  at  the  U.S.  Capitol 

News  Photography  -  Smiley  N.  Pool,  Houston  Chronicle 
Crowd  reaction  to  the  Jasper  slaying 

Feature  Photography  -  Dan  Delong,  Seattle  Post-Intelligencer 
Child  jumping  off  stair  with  her  shadow  in  the  background 

Sports  Photography  -  Kerwin  Plevka,  Houston  Chronicle 
Boxer  smoking  a  cigarette 


sponsor  contests  throughout  the  year.  From  these  1998  COMMUNITY  GROUP  PRIZE  WINNERS 

finalists,  the  overall  winners  are  selected  by  a  panel  of  Edwardsviiie  intelligencer  oiiino^) 


distinguished  Judges.  We  are  proud  to  honor  the  Enterpnse  -  staff,  Midland^Repo^ejl^Telegrarn^CTexa^s] 

Hearst  Journalism  of  Distinction  Award  winners  for  1998.  Features  -  Patti  Lambert,  Midland  Daily  News  (Michigan) 

Sexuai  Abuse 


METRO  JUDGES: 

Helen  Thomas,  WTiite  House  Correspondent  for  UPI; 

George  Langford,  Public  Editor  for  the  Chicago  Tribune; 
John  Watson,  Professor  of  Journalism  at  American  University. 

COMMUNITY  JUDGES: 

Nathan  Glasser,  former  editorial  page  Editor,  New  York 
World-Journal-Tribune;  Valerie  Greco,  freelance  feature 
writer;  Max  McCrohon,  former  Editor,  Los  Angeles 
Herald-Examiner;  C.  Eranklin  Morse,  former  editorial 
cartoon  artist,  Hearst  Newspapers;  Christopher  Callahan, 
Associate  Professor,  University  of  Maryland. 


Editorials  -  Jim  Servatius,  Midland  Reporter-Telegram  (Texas) 
‘Jury's  Findings  Need  Action’ 

Columns/Commentary  -  Myra  Salcedo,  Midland  Reporter-Telegram  (Texas) 

‘AIDS  Day’ 

Sports  -  Bill  Tucker  &  Roy  Gilmore,  Edwardsville  Intelligencer  (Illinois) 

‘Baseball  Commemorative’ 

He<Kis/Captions  -  Michael  Journee,  The  Jasper  NewsBoy  (Texas) 

‘You've  Got  Talove  Her’ 

News  Photography  -  Sonya  Campbell,  Hardin  County  News  (Texas) 

‘Hunt  Ends’ 

Feature  Photography  -  J.  Michael  Short,  Laredo  Morning  Times  (Texas) 

‘Peyote  Ritual ‘ 


Sports  Photography  -  Tim  Fischer,  Midland  Reporter-Telegram  (Texas) 

‘McArthur?  Whoever’ 


1998  COMMUNITY  SERVICE  AWARDS 

Metro:  Seattle  Post-Intelligencer 
Houston  Chronicle 

Community:  Laredo  Morning  Times  (Texas) 
Southside  Sun  (Texas) 
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A  Sounii 
Investment 


Twenty-five  years  ago,  the  St.  Petersburg  Times 
Scholarship  Fund  invested  in  Vanessa  Williams’ 
dream  of  a  career  in  journalism.  At  the  Unity  ‘99 
convention  next  month,  she  will  lead  the  nation’s 
largest  assembly  of  African-American  journalists 
into  the  next  century  as  president  of  NABJ. 

Since  1953,  the  St.  Petersburg  Times  Scholarship 
Fund  has  invested  millions  of  dollars  to  help 
bright  young  people  pursue  their  goals.  That 
group  includes  St.  Petersburg  Times  Executive 
Editor  and  Deputy  Chairman  Paul  Tash, 
Washington  Post  Rio  de  Janeiro  Bureau  Chief 
Stephen  Buckley  and  New  York  Times  Pulitzer 
Prize-winner  Isabel  Wilkerson. 

The  scholarship  said  people  believed  in  me  and 
cared  about  encouraging  an  inquisitive  young 
journalist  to  give  it  her  best,”  said  Vanessa,  who 
covers  city  government  for  the  Washington  Post. 

We  at  the  Times  are  proud  of  our  support  of 
young  scholars  and  the  promise  they  bring  to 
journalism.  As  you  can  see,  it’s  an  investment 
with  an  unlimited  potential  for  growth. 

^tPetersiburg  ^imes 

Florida’s  Best  Newspaper 
www.sptimes.com 
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Advocate,  sisters 
still  alternatives 

The  Hartford  Advocate  and  four  sister 
papers  recently  bought  by  The  Hartford 
Courant  will  stay  in  the  Association  of 
Alternative  Newsweeklies  (AAN)  for  at 
least  another  year.  AAN  executive  director 
Richard  Karpel  says  the  association  delayed 
a  decision  on  whether  to  kick  out  the  alter¬ 
natives  at  its  annual  convention  in  late  May. 
He  says  the  group’s  bylaws  don’t  cover  how 
to  deal  with  alternatives  that  are  bought  by 
mainstream  newspaper  companies. 

Karpel  says  a  membership  subcommit¬ 
tee  will  review  the  bylaws  in  the  coming 
year  with  legal  counsel  and  make  a  rec¬ 
ommendation  to  the  full  membership  at 
the  next  annual  convention.  Also  affected 
could  be  three  alternatives  bought  this 
year  by  Times-Shamrock  Communica¬ 
tions  of  Scranton.  Pa.  They  are  The  Metro 
Times  in  Detroit,  the  Orlando  (Fla.) 
Weekly,  and  the  San  Antonio  Current. 

“Some  expressed  strong  sentiments 
that  papers  owned  by  dailies  shouldn’t  be 
part  of  the  organization,’’  Karpel  says, 
adding:  “1  think  the  majority  would  agree, 
there’s  no  reason  to  rush  into  this.” 

—  Lucia  Moses 

No  combat  pay 
in  Colombia 

What  would  you  have  to  pay  a  Colom¬ 
bian  reporter  to  work  in  the  country  free- 
press  groups  consider  the  most  violent 
and  dangerous  for  Journalists  in  the  entire 
Western  Hemisphere? 

Try  $180  a  month. 

According  to  the  Journalists  Protection 
Committee  of  Colombia  (CPPC  for  its  ini¬ 
tials  in  Spanish),  fully  80%  of  newspaper 
and  radio  reporters  can  expect  that  salary. 
Another  15%  of  Journalists  —  mostly 
reporters  on  medium-sized  papers  and  on- 
air  TV  reporters  —  earn  about  $1,000  a 
month  while  television  anchors,  news 
directors  and  some  newspaper  executives 
make  up  the  3%  of  Journalists  who  are 
paid  at  least  $5,000  monthly.  In  the  top 
tier,  1%  make  at  least  $10,000  a  month 
and  another  1  %,  including  publishers  and 
editors  of  the  nation’s  biggest  paper,  earn 
at  least  $20,000  a  month. 

That  may  seem  meager  compensation 
for  working  in  a  country  where  Journalists 
face  physical  attacks,  kidnapping,  and 
becoming  “disappeared”  from  a  spectrum 
of  violent  groups  ranging  from  left-wing 


I  guerrillas  to  right-wing  militias  and  nar¬ 
cotics  traffickers.  CPPC’s  frequent  updates 
on  attacks  or  threats  against  Journalists 
often  begin  with  the  heading  “Don’t  shoot 
—  I’m  a  Journalist!”  Still,  CPPC  says 
Colombian  universities  turn  out  20,000 
new  Journalism  graduates  every  semester. 
CPPC  maintains  a  Web  site  at 
http://www.angelfire.com/co/prensalibre/in 
dex.html.  —  Mark  Fitzgerald 

U.S.  makes  U-turn 
on  freedom  road 

FREEDOM  OF  THE  PRESS!!  I 


U.S.  sponsorship  of  a  controversial 
Organization  of  American  States  (OAS) 
declaration  on  freedom  of  expression  — 
hurriedly  withdrawn  by  Washington, 
D.C.,  after  critics  noted  how  it  would 
actually  limit  media  freedom  —  appears 
to  have  increased  the  Inter  American 
Press  Association’s  (lAPA)  influence  on 
free-press  issues. 

An  lAPA  delegation  met  with  ambas¬ 
sadors  of  member  states  as  the  OAS 
opened  its  General  Assembly  in  Guate¬ 
mala  City  June  7.  The  OAS  representa¬ 
tives  from  such  countries  as  the  United 
States,  Colombia,  Argentina,  and  Chile 
“agreed  to  collaborate  with  the  lAPA  in 
resolving  problems  facing  the  press  in  the 
Americas,”  an  association  statement  says. 

lAPA  president  Jorge  Fascetto  says  the 
U.S.  representative  to  the  OAS,  Victor 
Marrero,  told  him  Washington  had  with¬ 
drawn  the  draft  Inter-American  Declara¬ 
tion  on  Freedom  of  Expression  “to  allow 
the  lAPA  to  contribute  to  clarification  of 
the  issue. 

“We  are  pleased  that  both  the  United 
States  and  the  majority  of  countries 
attending  this  assembly  have  come  out  in 
defense  of  the  same  principles  that  are  at 
the  core  of  the  lAPA  mission,”  says  Fas¬ 
cetto,  president  and  publisher  of  El  Dia  in 
La  Plata,  Argentina. 

For  a  while,  free-press  advocates  wor¬ 
ried  that  the  OAS  might  endorse  a  mea¬ 


sure  including  amendments  inserted  by 
Mexico  and  Peru  that  would  require  Jour¬ 
nalists  to  provide  “truthful  information” 
and  obey  the  “ethical  norms”  of  Journal¬ 
ism.  Other  proposed  amendments  empha¬ 
sized  the  “obligations  and  responsibili¬ 
ties”  of  the  press  to  be  “subject  to  certain 
restrictions  previously  set  by  national  leg¬ 
islation  and  international  obligations.” 

The  United  States,  which  wrote  and 
introduced  the  draft  last  year,  withdrew  the 
amended  document  after  a  May  25  editori¬ 
al  in  The  New  York  Times  said  it  “seems  to 
endorse  laws  that  let  governments  set  stan¬ 
dards  for  fairness  and  truth  in  reporting.” 

Other  papers  were  equally  harsh  in 
their  editorials  about  the  proposed  decla¬ 
ration:  The  Miami  Herald  said  the  modi¬ 
fications  made  its  title  “a  cynical  irony,” 
and  the  Chicago  Tribune  added,  “Before 
the  resolution  on  press  freedoms  comes 
up  again  at  next  year’s  OAS  annual  meet¬ 
ing  in  Canada,  the  American  delegation 
ought  to  be  required  to  read  the  U.S. 
Constitution.  And  be  quizzed  on  it.  Just  to 
be  sure.”  —  Mark  Fitzgerald 

Draw  your  own 
conclusions 

After  more  than  a  year  of  Journalistic 
self-examinations  about  Monicagate  and 
The  Cincinnati  Enquirer'^  retracted 
Chiquita  investigation,  what  have  we 
learned?  Not  much.  Judging  by  the 
remarks  made  stories  at  last  week’s 
Investigative  Reporters  and  Editors 
national  conference  in  Kansas  City  by 
two  Journalists  close  to  the  stories: 

The  Lewinsky  matter?  “The  first  and 
most  important  lesson  is  that  there  really 
are  no  lessons,”  says  Newsweek'?.  Michael 
Isikoff,  who  owned  the  story  when  it 
broke.  “1  mean  that  in  the  sense  that  the 
story  was  Monica  and  Linda  and  Starr 
and  the  whole  saga  was  first  of  all  a  story. 
We  get  in  real  trouble  when  we  try  to 
extrapolate  some  lesson  from  the  particu¬ 
lar  events  of  a  single  story.” 

Chiquita?  ‘Try  not  to  take  too  many 
lessons  from  the  Chiquita  banana  case 
because  it  is  such  a  bizarre  case,  such  an 
anomaly.  It’s  not  too  often  that  a  reporter 
commits  a  felony  in  the  pursuit  of  the 
story,”  says  Mark  Braykovich,  the 
Enquirer's  former  database  editor  who  is 
now  assistant  managing  editor  for  busi¬ 
ness,  projects,  and  computer-assisted 
reporting  at  the  Akron  Beacon  Journal. 

—  Mark  Fitzgerald 
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Civic  Journalism  is 


About  being  part  of  the  comnnunity. 


As  civic  journalists,  we  think  about  the  places 
we  live  and  what  journalism  can  do  for  the 
places  we  live. 

An  example  is  the  Akron  Beacon  Journal's 
reporting  on  school  funding.  Now,  when  you  say 
"school  funding,"  people's  eyes  blur  because  nobody 
understands  it.  But  our  reporters  and  editors  said,  "We 
are  going  to  own  this  issue."  And  they  did  an 
outstanding  job  of  explaining  how  Ohio  funds  it 
schools. 

The  legislature  needed  to  reverse  its  school 
funding  formula  after  the  Ohio  Supreme  Court  ruled  that 
relying  on  property  taxes  had  created  too  much 
inequality.  It  was  important  to  illuminate  the  problems 
and  also  seek  solutions.  The  paper  was  very  specific 
about  what  the  solutions  could  be;  How  education 
funding  could  be  changed  and  what  the  results  of 
various  plans  would  be. 

The  reporters  showed  that  a  proposal  to  reduce 
dependence  on  property  taxes  was  a  sham  that  would 
actually  increase,  not  decrease,  school  funding 
disparities. 

It  was  a  difficult  but  important  story  for  the 
community.  In  the  end,  that's  what  civic  journalism  is: 
It's  all  about  the  community. 


Jan  Leach 

Vice  President  and  Editor 
Akron  Beacon  Journal 


The  Pew  Center  for  Civic  Journalism  is  pleased  to 
present  this  message,  another  in  a  series  on  how 
journalists  are  trying  to  improve  news  coverage  by 
involving  citizens  -  and  improve  the  community 
through  their  work.  For  more  information,  call 
202-331-3200. 


Pew  Center  for  Civic  Journalism 


Jan  Schaffer 
director 


Jack  Nelson 
chairman 


1101  Connecticut  Ave.,  NW,  Suite  420 
Washington,  DC  20036 
www.pewcenter.org 
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Pressing  the  cops 

New  York  news  media  win  pledge  from  mayor 


by  Allan  Wolper 

Gabe  Pressman,  president  of  the  New 
York  Press  Club,  held  aloft  a  draft 
lawsuit  listing  57  of  Mayor  Ru¬ 
dolph  Giuliani’s  sins  against  the  press,  and 
claimed  a  First  Amendment  victory  for  the 
city’s  journalists. 

“We  can  declare  victory  in  our  long 
struggle  to  get  the  police  to  respect  the 
rights  of  the  press  in  the  streets  of  New 
York,”  Pressman  shouted  to  cheering  report¬ 
ers  at  the  Press  Club’s  annual  dinner. 

Pressman  was  referring  to  Giuliani’s 
soon-to-be-announced  order  asking  police 
officers  to  stop  confiscating  press  cards 
and  allow  reporters  access  to  news  and 
crime  scenes. 

“Reporters  have  more  freedom  in  the 
Gaza  Strip  and  Hebron  than  they  do  in  New 
York  City,”  says  Pressman,  who  recently 
returned  from  an  assignment  in  the  Middle 
East  for  WNBC-TV. 

Sources  say  that  the  details  of  the  agree¬ 


ment  will  be  included  in  the  pay- 
check  envelopes  of  patrolmen 
and  read  aloud  at  the  start  of  their 
eight-hour  shifts. 

Pressman  hopes  his  victory 
speech  convinces  Giuliani  and 
his  police  department  to  treat 
reporters  with  respect  —  a 
pledge  they  broke  after  arrest¬ 
ing  a  reporter  for  The  New  York 
Times  in  1997.  Rudolph 

Joseph  Lelyveld,  executive 
editor  of  the  Times,  sent  a  strongly  worded 
protest  to  Police  Commissioner  Howard 
Safir  and  Giuliani  after  the  reporter,  Julia 
Campbell,  was  taken  away  in  handcuffs. 

Safir  later  dropped  the  charges  and  Joined 
the  Times  in  a  statement  that  both  sides  said 
would  lead  to  “good  relations  between  the 
police  and  members  of  the  press.” 

The  unfiled  lawsuit  Pressman  waved  at 
the  cheering  reporters  last  week  was  put 
together  by  a  coalition  that  included  The 
New  York  Times,  the  New  York  Daily 


News,  The  Associated  Press,  Long  Island, 
N.Y.-based  Newsday,  and  the  New  York 
Press  Club. 

The  threat  of  a  suit  vanished  after  Daily 
News  co-publisher  Mortimer  B.  Zucker- 
man  met  secretly  with  Giuliani  and  Safir 
to  negotiate  a  settlement  with 
Giuliani. 

The  other  members  of  the 
coalition  reacted  angrily  to  Zuc- 
kerman’s  unauthorized  meeting 
with  the  mayor  and  told  the  Daily 
News  publisher  they  no  longer 
supported  a  lawsuit. 

Floyd  Abrams,  the  First 
Amendment  attorney  who  has 
been  handling  the  recent  negotia¬ 
tions  with  City  Hall,  tells  E&P 
the  agreement  with  the  mayor  will  be  final¬ 
ized  sometime  next  week. 

“This  kind  of  behavior  from  police  is 
new  in  the  history  of  New  York,”  says 
Abrams.  “Police  have  never  been  so  con¬ 
fining  and  repressive  in  their  dealings  with 
the  press.” 

When  asked  whether  he  thought  that  the 
agreement  would  end  police  harassment  of 
the  press  in  New  York  City,  Abrams  laughed 
and  said:  “Getting  this  done  is  like  working 
out  a  settlement  in  Kosovo.” 


Giuliani 


Camera  damage  lessened 

Judge  cuts  jury  award  to  ex-reporter  on  Ramsey  case 


by  David  Noack 

A  Boulder,  Colo.,  District  Court  judge 
has  reduced  —  by  almost  half  —  the 
damage  award  that  the  Daily  Camera 
must  pay  a  former  reporter  who  sued  the 
paper  for  defamation  and  invasion  of  privacy. 

The  Camera  was  originally  ordered  to  pay 
$1 15,000  after  a  jury  in  March  sided  with  ex¬ 
reporter  Alii  Krupski,  24,  who  claimed  the 
newspaper  defamed  her  in  a  lawsuit  and  in  its 
news  reports  on  the  lawsuit.  The  paper  now 
has  been  ordered  to  pay  $60,000. 

In  a  post-trial  hearing  June  3,  Judge  Mor¬ 
ris  Sandstead  ruled  that  the  jury’s  verdict  was 
partly  inconsistent  with  instructions  on  dam¬ 
ages,  and  he  lowered  the  award  by  $55,000. 
A  motion  to  reduce  the  jury  award  was  made 
by  lawyers  for  the  Camera  and  its  parent 
company,  Scripps  Howard  Newspapers. 

Sandstead,  however,  decided  not  to  rule 
on  the  Camera's  lawsuit  against  Krupski  for 
replevin,  the  legal  demand  for  return  of  prop¬ 
erty,  which,  in  this  instance,  is  comprised  of 


notes  and  papers  dealing  with  the  JonBenet 
Ramsey  murder  case.  Krupski  was  the 
paper’s  lead  reporter  on  the  story. 

The  Camera  originally  filed  suit  against 
Krupski  saying  that  when  her  employment 
ended  in  late  1997,  she  took  documents  relat¬ 
ed  to  the  Ramsey  case  with  her. 

Krupski  eventually  fired  back,  filing  a 
lawsuit  against  the  newspaper. 

Attorney  James  England,  who  represents 
Krupski,  says  he  didn’t  expect  the  jury  award 
to  be  reduced.  “We  provided  an  explanation 
of  how  the  verdict’s  answers  by  the  jury 
could  be  reconciled  and  read  consistently,” 
says  England. 

Sandstead  said  he  could  not  decide  who 
legally  owned  the  Ramsey  documents.  The 
newspaper  says  it  has  recovered  copies  of 
most  of  those  documents.  The  issue  of  who 
owns  the  documents  in  question,  the  papers 
and  notes  that  Krupski  took  from  the 
Camera's  offices,  was  not  resolved. 

“The  judge  said  he  was  unable  and  unwill¬ 
ing  to  find  that  the  Camera  owned  those  doc¬ 


uments.  It  wasn’t  resolved  who  owned  them. 
It’s  possible  that  nobody  owns  them  or  that 
the  reporter  and  the  paper  equally  own  them. 
He  did  not  resolve  [the  issue).  What  he  did 
say  was  that  the  Camera  did  not  own  them,” 
says  England. 

He  says  Krupski  is  still  unemployed  and 
looking  for  work.  In  court  papers,  Krupski 
has  indicated  she  has  submitted  resumes  to 
Arthur  Anderson  Consulting,  the  Public- 
Relations  Society  of  America,  and  the  Uni¬ 
versity  of  Denver,  among  others. 

Attorney  Laurin  Quiat,  who  represented 
the  newspaper,  declined  to  comment  on  the 
award  being  reduced. 

The  only  issue  left  to  decide  in  the  case  is 
how  much  of  Krupski’s  attorney  fees  the 
Camera  will  be  required  to  pay,  along  with 
$17,000  in  court  costs.  England  says  attor¬ 
ney’s  fees  are  typically  not  recoverable  in  lit¬ 
igation  unless  there  is  a  contract  or  statute. 

“Usually,”  he  says,  “everybody  pays  their 
own  attorney’s  fees,  and  the  loser  typically 
doesn’t  pay  the  winner.  There  are  a  few  kinds 
of  claims  where  the  loser  is  required  to  pay 
the  winner,  and  in  this  [case]  we  argued,  and 
the  judge  agreed,  that  the  outrageous  conduct 
that  the  Camera  had  been  found  by  the  jury 
to  have  engaged  in  was  a  proper  basis  for  the 
Camera  to  have  to  pay  Alli’s  fees.”  ■■ 
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Hoax  suckers  SF  media 

SF  Weekly  protest  prank  cons  police  and  press 


by  Joe  Strupp 

In  San  Francisco,  protests  are  as  common 
as  crab  feeds  on  Fisherman’s  Wharf.  So 
when  one  of  the  city’s  alternative  news¬ 
papers  recently  promoted  a  rally  to  protest 
the  plight  of  wealthy  yuppies  taking  over  the 
city’s  working-class 
Mission  District,  few 
considered  it  unusual. 

And  when  about 
200  people  showed 
up  for  the  June  6 
event  with  picket 
signs  and  bullhorns, 
local  police  and 
reporters  treated  the 
scene  like  any  other 
protest  in  the  city 
known  for  progres¬ 
sive  activism  and 
outspoken  causes. 

All  in  all,  every¬ 
thing  seemed  normal. 

Except  that  this 
protest  was  a  fake.  The  entire  event  had  been 
orchestrated  by  the  alternative  SF  Weekly 
newspaper,  which  arranged  the  scam  to 
show  how  the  local  press  fails  to  check  the 
facts  of  some  stories. 

“It  was  meant  to  hold  up  a  mirror  to  San 
Francisco  so  that  it  can  see  itself  a  little  bet¬ 
ter,”  says  John  Mecklin,  editor  of  SF 
Weekly,  which  is  owned  by  New  Times,  Inc. 
“It  wasn’t  meant  to  hurt  anyone.” 

But  the  reaction  from  local  news  organiza¬ 
tions  that  were  duped  by  the  hoax  —  includ¬ 
ing  the  San  Francisco  Examiner,  which  ran  a 
Page  One  advance  days  before  the  rally  — 
ranged  from  annoyance  to  anger  when  word 
spread  that  the  event  was  a  put-on. 

Editors  criticized  the  alternative’s  joke  as 
an  unprofessional  act,  while  journalism 
scholars  say  the  stunt  demeans  the  profession. 

“It’s  a  dumb  thing  to  do,”  says  Jerry 
Roberts,  managing  editor  of  the  San  Fran¬ 
cisco  Chronicle,  which  covered  the  protest  as 
part  of  an  overall  story  on  Mission-District 
gentrification.  “They  need  to  decide  what 
business  they  are  in.  If  they  are  in  the  news 
business,  they  should  be  about  the  truth.” 

Keith  Woods,  who  teaches  news  ethics  at 
the  Poynter  Institute  for  Media  Studies  in 
St.  Petersburg,  Fla.,  says  any  deception  is 
out  of  place  for  a  newspaper. 


“There  are  things  that  are  very  clearly 
wrong  here,”  says  Woods.  “The  organiza¬ 
tion  damages  its  credibility  by  printing  any¬ 
thing  that  is  not  true.  It’s  damage  done  with 
no  real  clear  benefit.” 

The  stunt  started  with  the  June  2  issue  of 
SF  Weekly,  one  of  two  citywide  alternative 
tabloids  published 
each  Wednesday.  It 
included  a  false  ad¬ 
vertisement  for  an 
upcoming  rally  to 
protest  “hate  crimes” 
against  wealthy  pro¬ 
fessionals  who  have 
been  moving  into  the 
Mission  District  in 
recent  years. 

The  SF  Weekly  ad 
named  a  time  and 
place  for  the  rally, 
saying  it  was  being 
organized  by  several 
groups,  such  as  the 
Safe  Parking  for 
Utility  Vehicles  Working  Group  and  Live- 
Work  Owners’  Fairness  Team,  that  turned 
out  to  be  bogus.  The  item  also  included  a 
phone  number  to  call  for  more  information, 
which  connected  callers  to  an  SF  Weekly 
answering  machine  with  a  message  from 
one  of  the  newspaper’s  associate  editors 
portraying  himself  as  an  organizer. 

“It  was  meant  to  show  how  knee-jerk 
and  press-release-driven  the  mainstream 
media  is  here,”  Mecklin  says.  “Anyone  with 
a  J-school  education  could  have  figured 
out  that  this  was  a  prank  if  they  just 
checked  it  out.” 

As  the  false  protest  date  approached. 
Mecklin  says  he  was  sure  that  someone 
would  figure  out  the  hoax,  but  the  media 
continued  to  advance  the  story.  The 
Examiner  ran  a  Page  One  preview  of  the 
rally  June  4,  and  KGO  Radio  conducted  a 
live  interview  June  5  with  SF  Weekly  asso¬ 
ciate  editor  David  Pasztor,  posing  as  a 
protest  organizer. 

On  the  date  of  the  protest,  the  event 
received  coverage  from  both  the  Chronicle 
and  Examiner,  as  well  as  several  radio  and 
TV  stations,  although  the  Examiner’s  story 
hinted  that  the  event  might  have  been  staged. 
On  June  7,  SF  Weekly  admitted  its  prank  on 
its  Web  site  (www.sfweekly.com). 


NEWS 

PowerAdz.com 
promotion  grant 

PowerAdz.com,  the  company  that 
helps  newspapers  set  up  Web  sites,  is  giv¬ 
ing  back  a  little.  The  Rensselaer,  N.Y.- 
based  firm  will  spend  $1  million  to  help 
new  clients  promote  their  sites  via  in- 
house  advertisements  in  the  clients’  news¬ 
papers. 

The  company  says  the  first  250  par¬ 
ticipating  newspapers  will  get  grants  of 
$3,000  to  $5,000  to  pay  for  print  ads. 
PowerAdz.com  will  provide  rebrandable 
ad  slicks  and  other  marketing  materials 
for  the  campaign,  which  will  be  intro¬ 
duced  at  this  week’s  NEXPO,  the  news¬ 
paper  technology  conference,  in  Las 
Vegas. 

“We  want  local  newspapers  to  build 
their  brand,”  PowerAdz.com  chairman 
Robert  Godgart  said  recently.  He's 
encouraging  his  newspaper  clients  to 
heavily  promote  their  online  efforts  in 
their  local  communities. 

“It’s  no  secret  that  newspapers  that 
actively  and  regularly  promote  their  Web 
sites  in  print  attract  more  consumers, 
demonstrate  a  commitment  to  the  success 
of  their  online  advertisers,  and  generate 
more  revenue  from  their  Internet  opera¬ 
tions,”  says  Lamonte  Rhoades, 
PowerAdz.com’s  vice  president  of  chan¬ 
nel  alliances. 

PowerAdz.com  has  over  700  newspa¬ 
per  affiliates  across  the  country. 

Journal  Comm, 
to  buy  TV  station 

The  broadcast  arm  of  Journal 
Communications,  the  parent  of  the 
Milwaukee  Journal  Sentinel,  has  agreed 
to  buy  NBC  affiliate  KMIR-TV  in  Palm 
Springs,  Calif.,  from  Desert  Empire 
Television  Corp.  The  $28. 1  million  deal  is 
expected  to  close  by  fall. 

The  affiliate  will  be  the  fourth  in  the 
growing  Journal  Broadcast  Group.  The 
division  has  been  in  an  acquisition  mode, 
buying  radio  stations  in  the  past  three 
years.  KMIR  is  the  first  television  station 
that  Journal  Broadcast  has  bought  in  15 
years. 

Separately,  Journal  Communications 
announced  that  through  its  weekly  and 
shopper  division.  Add  Inc.,  it  will  launch 
seven  community  newspapers  in 
Wisconsin  on  July  15. 

—  Richard  Kirchen 
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Court  lets  NBC 
keep  police  video 

NBC  News  will  not  have  to  turn  over  a 
videotape  made  by  “Dateline”  producers  for 
a  story  about  the  Louisiana  state  police  that 
never  aired,  a  federal  appeals  court  ruled  last 
week. 

The  June  1  decision  reverses  a  previous 
ruling  ordering  the  network  to  make  the  tape 


available  to  an  Hispanic  couple  who  are 
suing  a  Louisiana  deputy  sheriff. 

The  Second  U.S.  Court  of  Appeals  ruled 
last  September  that  NBC  must  give  up  the 
videotape,  which  reportedly  shows  an  officer 
pulling  over  a  car,  says  The  Associated  Press. 
The  tape  was  made  during  a  “Dateline” 
investigation  into  allegations  that  police  were 
pulling  over  cars  based  on  a  driver’s  race, 
nationality,  or  out-of-state  plates. 

Lawyers  for  NBC  argued  that  the  First 


Amendment  provided  “qualified  privilege” 
on  material  reporters  receive  from  nonconfi- 
dential  sources.  The  lower  court  disagreed, 
and  the  ruling  drew  criticism  from  news  out¬ 
lets,  which  complained  that  it  would  set  a 
precedent  for  lawyers  to  obtain  reporter’s 
unpublished  notes  and  video  in  the  future. 

But  the  court  vacated  its  decision,  de¬ 
claring  that  it  needed  to  rehear  the  issue.  A 
new  hearing  date  has  not  been  set. 

“We’re  looking  for  further  illumination  of 
the  issue  from  the  Court  of  Appeals.”  says 
NBC  attorney  Susan  Weiner.  “Certainly, 
from  the  journalist’s  perspective,  the  law  in 
the  circuit  court  prior  to  this  decision  has 
appeared  to  recognize  greater  protection  for 
journalists’  work  products,  notes  and  tapes.” 

The  latest  decision  also  helped  to  reverse 
a  previous  contempt-of-court  order  against 
The  Wall  Street  Journal  on  an  unrelated  mat¬ 
ter.  The  Journal  case  involved  a  subpoena  for 
a  reporter’s  notes  related  to  a  securities  action 
brought  about  by  stockholders  of  Centennial 
Technologies  Inc.  But  the  contempt  order 
was  changed  based  on  the  NBC  decision. 

—  Joe  .Stnipp 

AP  names 
international  editor 

Sally  Jacobsen,  an  economics  and  foreign 
affairs  specialist  for  The  Associated  Press, 
has  been  named  international  editor  of  the 
wire  service,  according  to  AP  vice  president 
and  executive  editor  William  Aheam. 

Jacobsen.  52,  has  been  with  AP  since 
1976  and  will  replace  Thomas  Kent,  who 
leaves  the  post  to  become  deputy  managing 
editor  of  AP.  In  her  new  role,  Jacobsen  will 
oversee  AP  writers  and  editors  in  more  than 
100  bureaus  outside  of  the  United  States. 

Jacobsen  started  her  career  with  AP  in 
Baltimore  and  also  covered  banking  in 
Washington,  D.C.,  before  becoming  AP’s 
chief  economic  correspondent.  She  was  a 
reporter  in  Mexico  City  from  1985  to  1988, 
and  also  reported  from  Brussels  for  seven 
years  covering  the  European  Union  and 
NATO. 

Serving  as  Jacobsen’s  deputy  will  be  AP 
veteran  N icolas  B .  Tatro.  —  Joe  Stnipp 

Times,  Journal 
go  SoftBook 

SoftBook  Press,  Inc.  will  offer  daily  news 
from  The  New  York  Times  and  The  Wall  Street 
Journal  interactive  editions  in  electronic 
book  format  through  its  SoftBook  Reader 
system,  officials  say. 
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For  ABC  News ... 
‘The  Price  Is  Right’ 


But  ‘checkbook  journalism’ 

by  Mark  Fitzgerald 

When  ABC  News  paid  $16,000  to 
a  friend  of  one  of  the  presumed 
Columbine  High  School  killers 
in  Littleton,  Col.,  many  in  the  press  won¬ 
dered  what  it  was  buying:  the  homemade 
music  video  and  other  footage  of  alleged 
gunman  Dylan  Klebold  —  or  the  exclusive 
interview  with  the  1 8-year-old  it  identified 
as  Klebold’s  best  friend? 

The  payment,  revealed  in  The  New  York 
Times  May  31,  had  many  at  the  Investi¬ 
gative  Reporters  and  Editors  (IRE)  nation¬ 
al  conference  June  3-6  wondering  if  jour¬ 
nalism  is  now  at  another  critical  juncture. 
To  many,  the  payment  represented  the  en¬ 
trance  of  a  big-name,  mainstream  news 
organization  into  the  murky  waters  of 
checkbook  journalism. 

“It’s  checkbook  journalism.  If  you’re 
paying  for  the  tape  to  get  the  interview  — 
it’s  checkbook  journalism,”  says  Bob 
Greene,  the  retired  assistant  managing 
editor  of  Long  Island,  N.Y.-based  News- 
day  who  is  often  considered  the  “Father 
of  IRE.” 
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arouses  IRE  at  conference 

ABC  News  says  that’s  not  the  case  at 
all.  In  its  first  response  to  the  payment  rev¬ 
elation,  it  said  there  was  no  connection 
between  the  payment  for  the  videos  and 
the  interview  with  Klebold’s  friend,  Nath¬ 
an  Dykeman. 

In  the  report  airing  on  “Good  Morning 
America”  May  24,  an  ABC  reporter  said 
the  network  had  “obtained  the  rights  to  his 
[Dykeman’s]  home  video.” 

Even  as  IRE  was  meeting  in  Kansas 
City,  Mo.,  ABC  was  changing  its  policy  to 
require  reporters  to  make  an  on-air  disclo¬ 
sure  of  any  financial  arrangement  from 
“an  unusual,  non-news-gathering  source,” 
as  a  spokeswoman  put  it. 

It  is  the  practice  itself  that  is  wrong, 
says  James  Neff,  a  former  columnist  for 
The  (Cleveland)  Plain  Dealer  who  has 
written  several  investigative  books,  in¬ 
cluding  “Mobbed  Up,”  a  biography  of  for¬ 
mer  International  Brotherhood  of  Team¬ 
sters  president  Jackie  Presser. 

“When  money  transfers  to  the  subject 
of  an  interview,  that  is  wrong.  I  would 
never  do  that,  and  in  the  classes  I  teach,  I 
say  that  is  wrong,”  says  Neff. 

“I’ve  sold  exclusive  video  footage  I 
have  gathered  on  a  project,”  he  notes,  “and 
I  have  no  problem  with  that.  But  it  is  a 
very  different  story  when  you  are  [selling] 
and  you  are  the  subject  of  the  interview.” 

Greene,  who  now  teaches  journalism  at 
Hofstra  University  in  Hempstead.  N.Y., 
says  he  is  somewhat  optimistic  that  the 
practice  will  not  spread. 

“I  don’t  think  so  because  everybody  is 
screaming  and  shouting  about  it,”  he  says. 
The  reaction  to  the  incident,  Greene  says, 
reminds  him  of  the  furor  when  The  New 
York  Times  and  NBC  News  used  the  name 
of  the  woman  who  accused  William 
Kennedy  Smith  of  rape  in  a  widely  report¬ 
ed  case  in  Florida,  arguing  it  was  justified 
because  her  name  had  been  disclosed  by 
The  Globe,  a  supermarket  tabloid. 

“Everybody  shouted  and  screamed 
then.  The  Times  and  NBC  did  it  once,  and 
then  nobody  did  it  again.  This  can  go 
either  way  —  it  will  go  backwards  or  it 
will  go  forward  because  everybody  says 
everybody  does  it. 

“I’m  inclined  to  think  that  sanity  will 
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prevail,”  Greene  says.  One  big  reason: 
“They  don’t  have  the  budget  anymore! 
ABC,  CBS  —  they’re  all  cutting  back.  I 
can’t  imagine  anyone  in  the  networks 
wanting  to  go  into  checkbook  journalism.” 

Mainstream  newspapers  are  not  likely 
to  be  the  targets  for  those  with  stories  to 
sell,  Greene  and  other  IRE  members  say. 
“Most  of  the  people  who  go  around  hus¬ 
tling  this  stuff  are  going  to  go  to  the  Globe 
or  the  [National]  Enquirer,  where  they  can 
get  the  real  money  for  it,”  Greene  says. 

Print  reporters  are  likely  to  be  spared 
the  pressure  for  two  other  reasons,  says 
Neff,  now  director  of  Ohio  State  Univer¬ 
sity’s  Kiplinger  Fellows  program.  “I 
would  say  there  is  almost  no  problem  in 
print,  because  that  is  such  a  taboo.  I  don’t 
see  them  coming  to  newspapers  because 
we  don’t  need  this  kind  of  thing.  1  feel 
sorry  for  TV  because  they  do  need  com¬ 
pelling  pictures,”  Neff  says. 

Public  repulsion  can  eliminate  certain 
TV  practices,  some  broadcasters  at  the 
conference  noted.  The  best  evidence  of 
that  is  the  virtual  disappearance  of  the 
“ambush  interview,”  in  which  camera 
crews  chase  after  news  subjects  who  clear¬ 
ly  do  not  want  to  talk. 

“We  started  to  feel  there  was  a  real 
backlash  to  it,”  says  Julie  Kramer,  senior 
producer  for  WCCO-TV  in  Minneapolis. 
“People  began  to  feel  sympathetic  towards 
the  people  being  chased.” 

“I  think  they’re  sort  of  passe  now,”  adds 
Eric  Engberg,  CBS  News  correspondent  in 
the  network’s  Washington,  D.C.,  bureau. 
A  reporter  a  couple  of  decades  ago,  he 
says,  “could  do  a  lot  of  things  expecting 
the  public  to  applaud  him  because  he  was 
fighting  against  evil. 

“We  are  not  the  heroes  anymore,” 
Engberg  says.  “The  public  views  us  as 
bullies  and  know-it-alls,  people  who  throw 
their  weight  around  unfairly  —  and  in  cer¬ 
tain  instances  we  have  behaved  that  way.” 

For  investigative  journalists  writing 
for  newspapers  and  other  print  media,  the 
pressure  to  whip  out  the  checkbook 
rarely  comes  from  people  like  the  pre¬ 
sumed  Littleton  shooter’s  friend,  says 
author  Neff. 

“Where  we  are  being  held  up  and  asked 
to  pay  for  information  is  from  the  state 
and  federal  government  agencies  who  are 
privatizing  all  these  data.  Those  are  the 
real  pirates,”  says  Neff. 


See  www.mediainfo.com  for  more 
IRE  coverage,  including  a  set  of 
tools  that  reporters  use  to  deal  with  M/VI-' 
the  volatile  reporter/source  relation¬ 
ship  of  the  1990s.  ^ 
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number  of  students  who  benefitted  from  it. 
Supporters  argue  this  figure  is  inflated. 

Most  of  the  money  went  to  pay  a  full-time 
business  manager,  editor,  and  administrator 
and  part-time  assistant  editor. 

As  many  as  40  journalists  have  worked  on 
it  at  one  time,  but  the  staff  had  dwindled  to 
12  this  past  session,  says  Doug  Bell,  who  is 
copy  desk  chief  at  The  Denver  Post  and  was 
the  Reporter's,  longtime  assistant  editor.  He 
blames  a  waning  interest  in  print  media 
among  J-school  students  nationwide. 

Metro  State,  with  about  17,500  students, 
had  to  cut  $1  million  out  of  its  budget  be¬ 
cause  of  a  drop  in  enrollment  last  year, 
Thomas  says.  The  cuts  represent  almost 
1.5%  of  the  college’s  $70-million  annual 
operating  budget.  Although  enrollment  has 
since  stabilized,  the  current  year’s  state  fund¬ 
ing  is  based  on  enrollment  in  the  previous  fis¬ 
cal  year,  which  runs  July  1  to  June  30.  The 
state  provides  about  60%  of  the  college’s 
funding;  the  rest  comes  from  tuition. 

Other  savings  came  from  trimming  eight 
administrative  jobs,  postponing  computer 
purchases,  and  cutting  the  publications  bud¬ 
get. 

Supporters  say  the  paper  can  be  run  for  far 
less  than  $130,000  if  salaries  and  student 
stipends  are  cut.  During  a  recent  recruiting 
trip  to  nearby  colleges.  Bell  says,  several  stu¬ 
dents  indicated  an  interest  for  next  year. 

Students  at  the  Reporter  worked  under 
editors  who  hold  them  to  professional  stan¬ 
dards,  supporters  say.  In  1996,  the  Reporter 
fought  successfully  to  get  access  to  public 
officials’  e-mail  messages.  This  year,  it 
reported  on  the  Columbine  High  School 
shootings’  impact  on  the  Legislature. 

“It’s  a  transforming  experience,”  Bell 
says.  “I’d  put  these  graduates  up  against 
ones  from  any  journalism  school  in  the 
country.” 

More  state  money  could  come  in  next 
year,  but.  even  then,  Thomas  says  it  would 
likely  go  to  other  programs  that  benefit  a 
greater  number  of  students.  “The  issue  is,  if 
it’s  going  to  continue,  it  needs  to  be  self-sup¬ 
porting,”  she  says. 

That  will  be  difficult.  The  Reporter  had 
a  hard  time  selling  ads  because  of  its  short 
publication  schedule  and  niche  appeal.  It 
raised  a  token  amount  from  selling  stories 
to  Colorado  weeklies,  but  abandoned  that 
this  year  because  too  few  students  were 
staffing  the  paper.  Bell  says. 

Former  and  current  students  also  plan  to 
seek  outside  funds  and  appeal  to  lawmakers, 
some  of  the  paper’s  biggest  fans.  “We’re 
going  to  look  at  other  ways  to  fund  it  firom 
outside,”  Hurley  says.  “We  really  don’t  want 
to  let  the  Capitol  Reporter  die.” 
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Denver  college  paper 
gets  financial  boost 


by  Lucia  Moses 

A  journalists’  group  is  the  first  to 
answer  a  call  to  help  save  a  Denver 
college  newspaper  that  was  deep- 
sixed  as  a  result  of  budget  cuts. 

The  Capitol  Reporter  printed  its  last  issue 
in  May  after  Metropolitan  State  College 
decided  it  wasn’t  cost-effective.  Students  and 
alumni  have  banded  together  to  try  to  save 
the  paper,  which  is  the  only  one  devoted 
exclusively  to  covering  the  Colorado 
Legislature.  It  was  widely  read  by  lawmak¬ 
ers,  lobbyists,  and  bureaucrats. 

The  Society  of  Professional  Journalists’ 
Colorado  chapter  voted  June  9  to  give  the 
paper  $5,000  to  start  an  endowment  and 
hopes  other  donors  will  pitch  in  the  rest  of 
the  money.  The  college  says  it  cost  $130,000 
to  produce  the  paper  this  past  semester,  but 
supporters  of  the  paper  say  they  can  do  it  for 


around  $50,000. 

Deborah  Hurley,  a  Metro  State  journalism 
professor  and  head  of  the  SPJ  chapter,  says 
the  paper  provided  a  service  to  the  public  as 
well  as  being  a  training  ground  for  aspiring 
journalists.  “We’ll  let  the  fund  grow  to  the 
point  where  the  Capitol  Reporter  will  reap 
the  benefits  from  the  proceeds,”  she  says. 

Gerald  Grilly,  president  and  publisher  of 
The  Denver  Post,  says  the  Post  also  is  look¬ 
ing  at  how  it  can  help. 

Founded  in  1990,  the  free  weekly  was 
published  during  the  legislative  session, 
which  runs  from  January  to  May.  The 
Reporter's  student  journalists  worked  under 
paid  editors  and  earned  college  credits. 

“It’s  the  closest  thing  we  cna  really  get  to 
a  real-world  experience,”  says  Hurley. 

Metro  State  spokeswoman  Debbie  Thom¬ 
as  says  the  paper  cost  $130,000  to  operate 
last  semester,  too  much  considering  the  small 
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Media  must  keep 
eagle  eye  in  check 


by  David  Noack 

U.S.  Supreme  Court  has  ruled 
y  that  a  Montana  couple  subjected  to 
iS  CNN  cameras  during  a  raid  on  their 
ranch  by  federal  agents  can  sue  the  news 
network. 

The  nation’s  top  court  rejected  an 
appeal  by  CNN  over  whether  the  all¬ 
news  cable  channel  should  stand  trial 
for  going  along  with  U.S.  Fish  and 
Wildlife  Service  agents,  who  were  in¬ 
vestigating  allegations  that  the  couple 
had  killed  eagles. 

This  court  action  comes  a  little  more 
than  a  week  after  the  high  court  ruled  that 
news  media  “ride-alongs”  violated  the 
Fourth  Amendment’s  privacy  protections. 
That  decision  means  that  law-enforce¬ 
ment  officials  can  now  be  sued  if  they  let 
reporters  and  camera  crews  into  a  private 


residence  while  they  are  conducting  an 
arrest  or  a  search.  News  media  personnel 
can  still  go  on  “ride-alongs,”  but  they 
can’t  enter  private  property  to  witness 
what  goes  on.  The  decision  did  not 
address  the  issue  of  news  media  liability. 

In  a  1992  ruling,  however,  the  court 
made  it  easier  to  sue  private  citizens  who 
are  accused  of  acting  with  government 
agents  to  violate  someone’s  rights. 

The  court  said  then  that  private  citizens 
do  not  have  “qualified  immunity”  when 
violating  a  right  that  was  not  yet  clearly 
established  because  “the  public  interest 
will  not  be  unduly  impaired  if  private 
individuals  are  required  to  proceed  to 
trial.” 

The  Montana  case  was  sparked  by  a 
1993  raid  by  federal  agents  at  the  ranch  of 
Paul  and  Erma  Berger.  One  of  the  gov¬ 


ernment  vehicles  used  in  the  raid  had  a 
small  CNN  camera  on  its  hood,  and  a  fed¬ 
eral  agent  was  wired  with  a  hidden  CNN 
microphone.  A  CNN  crew  also  video¬ 
taped  parts  of  the  search. 

The  lawsuit  against  CNN  sought  civil 
damages  for  violations  of  the  Fourth 
Amendment  right  to  privacy  and  an 
injunction  against  the  further  airing  of  the 
illegally  obtained  video  footage  and 
sound  recordings. 

Paul  Berger  was  acquitted  on  three 
felony  charges  of  killing  at  least  one 
eagle,  but  convicted  on  one  misdemeanor 
charge  of  improperly  applying  a  pesticide 
to  sheep  carcasses  with  the  intent  to  kill 
predators.  Following  the  conviction, 
CNN  aired  parts  of  the  search.  The  couple 
sued  the  news  network  and  the  federal 
agents,  claiming  an  invasion  of  privacy. 
The  lawsuit  was  dismissed  by  a  federal 
judge,  but  a  U.S.  appeals  court  reinstated 
the  legal  action. 

The  appeals  court  described  the  raid  as 
a  “joint  enterprise,”  with  CNN  having  a 
written  agreement  with  the  agents  autho¬ 
rizing  the  airing  of  the  footage  on  an  envi¬ 
ronmental  program.  Hi 
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regim^m  North  ivorea  against  the  nei^. 

,  boM^ountries.  Beijing  reacted  angrily  to  reports 
«4iroT'entagon  was  (^hsidering  allowmg^aiw£ 
cess  to  upgraded  Iratriot  missiles,  which  would 
deployed  underrhe  TMD.  The  Beijing  government 
regards  Taiwan  as  a  renegade  province  and  has  threa 
ened  to  recover  it  by  force.  A  Pentagon  reporff  tf^ 
month  said  “China  is  engaged  in  an  intense  bj 
'f  ballistic  and  missile  force':  ’'hi  gi\i 
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renegade  \re-ni-gacl\  n:  one  who  has  deserted  a  cause, 
principle  or  allegiance  for  a  hostile  one. 


Thorough  Journalists  Do  Not  Rely  on  Misleading  Characterizations 

What  is  inept  about  explaining  Beijing’s  actions  toward  Taiwan  by  saying,  “Beijing  considers 
Taiwan  a  renegade  province”? 

It  perpetuates  a  historical  fallacy  that  hinders  understanding  of  a  complex  current  issue  instead 
of  clearly  and  accurately  reporting  the  facts  behind  today’s  news: 

•  Fact:  The  Republic  of  China  was  founded  in  1912  after  the  collapse  of  the  Ch’ing 
dynasty,  which  ceded  Taiwan  to  Japan  in  1895.  Japan  then  surrendered  Taiwan  to 
the  ROC  in  1945. 

•  Fact:  The  ROC  government  has  exercised  sole  jurisdiction  over  Taiwan  since  1945. 

Four  years  later,  it  lost  control  of  the  mainland,  and  the  People’s  Republic  of  China 
was  proclaimed. 

•  Fact:  The  ROC  government  relocated  to  the  remaining  territory  under  its 
jurisdiction — the  Taiwan  Area  in  1949.  Beijing  has  threatened  to  take  Taiwan  by 
force  but  has  never  succeeded. 

So  who  should  be  calling  whom  the  “renegade”?  The  authorities  in  Beijing — not  Taipei — divided 
China  in  1949,  and  nothing  has  changed  since. 

Uncritically  quoting  the  use  of  an  incongruous  label  such  as  “renegade  province”  to  describe 
Taiwan  glosses  over  failure  to  articulate  the  cmcial  complexities  of  the  issue. 

Clarify  the  story  by  saying,  “Beijing  wants  to  bring  Taiwan  under  its  rule.”  It  is  clear,  succinct 
and  accurate.  Isn’t  that  the  essence  of  balanced  and  objective  coverage? 


For  further  information,  contact: 

Taipei  Economic  and  Cultural  Office  in  New  York 
Tel:  (212)  373-1800  http://www.taipei.org 
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Press  mulls  an  appeal 

Sealing  of  Columbine  autopsy  reports  may  prompt  action 


by  David  Noack 

The  Denver  Post  and  the  Denver  Rocky 
Mountain  News  are  deciding  whether 
to  appeal  a  judge’s  order  sealing  the 
autopsy  reports  of  15  people  killed  in  April 
during  the  widely  reported  shooting  rampage 
at  Columbine  High  School  in  Littleton,  Colo. 

Judge  Henry  E.  Nieto’s  ruling  was  issued 
May  28  in  response  to  a  Joint  petition  by  the 
Jefferson  County  coroner,  the  district  attor¬ 
ney,  and  members  of  the  victims’  families. 
The  petitioners  argued  that  disclosing  the 
autopsy  reports’  contents  would  harm  the 
investigation,  inflict  pain  on  the  families, 
and  contribute  to  a  media  frenzy  that  would 
delay  the  healing  process  in  the  community. 
The  petition  was  filed  May  26. 

Members  of  the  families  of  12  of  the  13 
victims  Joined  the  petition  to  keep  the  re¬ 
ports  sealed.  Relatives  of  1 0  of  the  victims 
appeared  in  court,  and  six  of  the  family 


THE  NEWSPAPER  MANAGER 


Software  Systems  for  Better  Management 


Circulation  •  Advertising  •  Accounting  •  Inventory 


RO.  Box  347,  Millbrook,  NY  12545 
Tel.:  (914)  677-6150 
Fax:  (914)  677-6620 


1  6  EDITOR  t  PUBLISHER  /  JUNE 


members  testified.  During  the  court  pro¬ 
ceedings,  the  Judge  allowed  lawyers  for  the 
parents  of  Dylan  Klebold,  one  of  the  pre¬ 
sumed  killers,  to  also  Join  in  the  request. 

It’s  not  clear  when  the  news  executives 
will  make  a  decision  on  an  appeal.  They 
can  appeal  to  either  a  midlevel  appellate 
court  or  the  Colorado  Supreme  Court.  The 
newspapers  are  trying  to  balance  upholding 
the  state’s  open  records  law  with  not 
appearing  to  seek  the  autopsy  reports  sim¬ 
ply  to  publicize  gory  details  of  the  killings. 

The  Post  and  the  News  —  along  with  16 
other  news  organizations,  including  Reu¬ 
ters,  the  Los  Angeles  Times,  The  Wash¬ 
ington  Post,  The  New  York  Times,  and 
Newsday  —  had  asked  the  county  coroner’s 
office  for  access  to  the  reports. 

Under  state  law,  autopsy  reports  are  pub¬ 
lic  records,  but  they  can  be  sealed  if  a  Judge 
determines  that  allowing  the  information  to 
become  public  would  do  “substantial” 
harm  to  the  public  interest. 

John  Temple,  editor  of  the  Denver  RtK'ky 
Mountain  News,  says:  “We  respect  the  par¬ 
ents’  point  of  view.  ...  But  we  believe  the 
public  interest  would  be  best  served  in  a 
case  of  such  public  importance  by  inform¬ 
ing  the  public,  and  we  would  treat  the  per¬ 
sonal  details  with  discretion.  That’s  not  why 
we  wanted  the  autopsies,  for  some  prurient 
interest.  But  the  questions  of  how  the  vic¬ 
tims  died,  and  where  they  died,  and  whether 
speedier  response  could  have  saved  them 
are  of  vital  public  importance.  The  nation  is 
debating  it.  Congress  is  debating  it,  and  peo¬ 
ple  should  be  debating  based  on  facts,  and 
know  what  really  happened.”  He  says  that  if 
there  is  not  going  to  be  a  criminal  prosecu¬ 
tion,  the  autopsies  should  be  made  public. 

“1  don’t  understand  at  all  how  we  can 
argue  that  [the]  Eric  Harris  and  Dylan 
Klebold  autopsies  aren’t  in  the  public  inter¬ 
est,”  says  Temple.  “These  are  the  [presumed] 
killers.  How  did  they  die?  Did  one  .shoot  the 
other?  The  13  victims  you  could  at  least 
understand  —  there  is  a  lot  of  pain.  But  the 
killers,  that  makes  no  sense,  and  purely  as  a 
matter  of  law  and  as  a  matter  of  what’s  in  the 
public  interest,  we  respectfully  disagree.” 

Tom  Kelley,  attorney  for  The  Denver 
Post,  says  the  Judge  was  “fighting  off 
tears,”  and  it  was  clear  that  he  wanted  to  do 
something  for  the  families.  “He  realized  he 
had  a  problem  in  that  he  had  to  find  some 
harm  to  the  public  interest  not  envisioned 

12.  1999 


by  the  [state]  General  Assembly  when  they 
declared  autopsy  reports  open.  So  he  said 
that,  in  this  case,  it’s  like  all  of  us  have  lost 
a  child,  all  of  us  are  going  through  a  public 
grieving  process.” 

Kelley  says  a  key  issue  in  deciding 
whether  to  appeal  is  to  avoid  appearing 
insensitive  to  the  concerns  of  the  fami¬ 
lies  and  seeking  the  right  of  access  under 
the  law. 

“That  has  been  very  much  on  our  minds 
before  we  went  out  there  to  appear  and 
oppose  this.  . . .  The  case  is  too  important, 
and  there  are  too  many  unanswered  ques¬ 
tions,”  says  Kelley. 

Marc  Flink,  an  attorney  representing 
the  News,  says  the  Judge  tried  to  balance 
the  needs  of  the  parents  and  family  mem¬ 
bers  of  the  people  killed  with  the  public’s 
right  to  know. 

“I  think  this  case  is  unusual.  There  have 
been  other  decisions  of  the  state  courts 
sealing  autopsy  reports.  [In]  the  Jon  Benet 
Ramsey  case  [in  Boulder,  Colo.,]  ...  there 
was  a  protracted  period  where  the  autopsy 
was  sealed  and  then  released  in  piecemeal 
fashion. ...  In  that  circumstance,  the  injury 
[in  releasing  the  autopsy  report]  was  to  the 
investigation  of  the  crime  [in]  that  there 
would  be  certain  facts  in  the  autopsy  that 
only  the  killer  or  those  close  to  the  killers 
would  know,”  says  Flink. 

Part  of  the  petition  from  the  coroner  and 
district  attorney  reads,  “The  release  of  the 
graphic  autopsy  reports  ...  would  serve  no 
useful  purpose;  would  add  to  the  media 
firestorm  . . .  which  these  tragic  and  unfortu¬ 
nate  events  have  created  and  continue  to 
create;  would  cause  great  emotional  harm  or 
distress  and  embarrassment”  to  the  families. 

Attorney  Michael  J.  Norton,  who  repre¬ 
sented  12  of  the  13  families  at  the  hearing 
for  free,  says  the  shooting  spree  has 
attracted  national  and  international  atten¬ 
tion  and  involves  more  than  the  families 
directly  involved. 

“I  think  it’s  a  good  decision.  I  think  it’s 
the  right  decision.  Under  the  circumstances, 
1  don’t  see  any  good  that  can  come  from  it, 
at  least  much  useful  good  that  can  come 
from  the  autopsy  reports.  1  understand  there 
are  these  questions  that  the  press  keeps  cir¬ 
culating.  I  don’t  think  for  the  benefit  of  the 
families,  the  people  that  are  involved,  or 
frankly  for  the  community,  it  serves  any  real 
useful  purpose  in  trying  to  second-guess 
‘what-if’  kinds  of  questions,”  says  Norton. 

He  considers  it  “elitist”  for  newspaper  edi¬ 
tors  to  think  they  are  the  only  ones  who  can 
read  an  autopsy  report  and  make  Judgments. 

The  Post  and  the  New’s  have  both  editori¬ 
alized  against  the  Judge’s  decision. 
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Newspaper  Partners 
rises  like  the  pheenix 


by  Lucia  Moses 

Anew  national  newspaper  advertising 
representative  firm  has  arisen  from 
the  ashes  of  Sawyer  Ferguson 
Walker,  the  ad  rep  firm  that  closed  abruptly 
in  March  amid  mysterious  money  troubles. 

Newspaper  Partners  Inc.  (NPI)  officially 
opened  for  business  earlier  this  month.  Based 
in  Los  Angeles,  it  is  staffed  by  21  former 
Sawyer  sales,  sales  management,  and  market¬ 
ing  employees,  including  four  of  five  former 
senior  vice  presidents.  The  firm’s  president  is 
Ben  Zangara,  a  former  Sawyer  vice  president. 

The  company  has  backing  from  Western 
States  Associates  of  Los  Angeles,  a  newspa¬ 
per  rep  firm  exclusively  for  Tribune  Co.,  that 
will  take  it  to  employee-owned  status  within 
two  years,  says  John  Kephart,  formerly  a 
senior  vice  president  for  Sawyer  and  now 
executive  vice  president  and  general  sales 


manager  for  NPI. 

Western  States  president  Norm  Branch- 
I  flower  says  he  was  approached  in  early  May 
by  the  former  Sawyer  executives,  some  of 
whom  he  knew  from  earlier  in  his  career, 
and  liked  their  business  plan.  “I  know  them, 
I  know  that  they’re  good-quality  people. 
They  know  their  marketplace,”  he  says. 

Sawyer’s  sudden  closing  and  the  money 
problems  that  preceded  it  haven’t  impeded 
NPI  from  gaining  the  trust  of  Sawyer’s  past 
clients,  Kephart  says.  He  says  the  firm  has 
contracts  and/or  letters  of  intent  from  14 
newspapers,  most  of  them  former  Sawyer 
clients.  “They  had  confidence  in  our  ability 
and  in  the  management  team,”  he  says. 

Founded  in  1929  as  Sawyer-Ferguson 
Co.,  Sawyer  grew  to  become  one  of  the 
nation’s  oldest  and  biggest  independent 
rep  firms.  It  suffered  from  financial  trou¬ 
bles  in  recent  years  due  to  losses  of  clients 


and  capital.  In  1995,  it  was  bought  by 
Berkeley  Acquisition  Corp.,  a  New  York- 
based  company  with  media  and  ad  indus¬ 
try  holdings.  The  sudden  closing  baffled 
employees,  who  said  the  firm  had  been 
bringing  in  new  clients  and  turned  a  profit 
the  previous  year. 

John  Power,  who  was  chairman  of 
Sawyer  from  the  time  of  the  purchase  in 
1995,  has  said  only  that  Sawyer’s  bank 
pulled  its  credit  line  without  warning.  “We 
were  bouncing  checks  to  employees  and 
vendors,  which  I  think  was  absolutely  terri¬ 
ble.”  Reached  at  home,  he  says  he  is  still 
working  with  the  bank  to  sort  out  the  matter. 

Power  says  he  didn’t  know  about  NPI 
but  says  it  has  a  chance  to  do  well,  noting 
that  Sawyer  had  been  adding  clients  when 
it  shut  down.  “I  think  there  are  some  tre¬ 
mendous  opportunities,”  he  says. 

Branchflower  says  unlike  Sawyer,  which 
had  65  clients  when  it  closed,  NPI  needs  to 
focus  on  a  smaller  clientele. 

“Today  they  should  do  a  lot  more  for 
the  advertising  community,”  he  says. 
“That’s  where  I  believe  we  need  to  be 
proactive  in  selling.  We  can’t  do  that  if  we 
have  a  large  group.” 
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Creating  Hong  Kong’s  Braille  Post 
and  Australia’s  Braille  Mail 

Ten  years  after  launch,  the  World  Wide  Web  gradually  lures 
blind  readers  from  News  Corp.’s  pioneering  editions 


by  Bob  Howarth 

Ten  years  ago  this  month  the  massacre 
of  protesting  Chinese  students  in 
Tienanmen  Square  in  Beijing  led  to 
one  small  advancement  for  blind  people  in 
Hong  Kong  and,  later,  Australia:  the  first 
Braille  newspaper  editions. 

This  is  the  story  that  has  never  been  told: 
How  Hong  Kong’s  Braille  Post  and 
Queensland  Newspapers’  Braille  Mail 
came  into  being,  and  how  the  Internet  is 
slowly  stealing  blind  readers  away  from  the 
Braille  newspapers. 

It  started  in  May  1989  when  South 
China  Morning  Post  cub  reporter  Lynda 
Chung  asked  me  if  we  could  do  a  test  with 
the  Hong  Kong  Society  for  the  Blind 
(HKSB)  by  providing  them  with  a  selection 
of  stories,  sent  as  ASCII  files  using  the 
Post's  Atex  system  two-way  communica¬ 
tion  software,  AAI. 

I  declined  the  request  at  the  time  because 


it  was  too  labor  intensive. 

Then  the  terrible  Beijing 
massacre  on  June  4  had  us 
running  editions  around  the 
clock.  The  in-depth,  exclu¬ 
sive  coverage  of  this  world 
event  by  the  South  China 
Morning  Post,  Hong  Kong’s 
leading  English  daily  and  at 
that  time  in  Rupert  Mur¬ 
doch’s  News  Corp.  stable, 
led  to  a  barrage  of  global 
requests  for  syndicated  copy 
from  other  media. 

Our  programmers  wrote  special  scripts 
to  extract  typeset  text  from  the  Morning 
Post's  CMPDON  queue,  remove  the  for¬ 
matting,  then  add  the  necessary  story  start 
and  end  information  for  translation  into 
Braille. 

The  head  of  the  HKSB’s  centralized 
Braille  printing  center,  an  extremely  gifted 
blind  computer  professional,  Fred  Leung, 


successfully  downloaded  the 
copy  and  printed  an  experi¬ 
mental  first  edition. 

Fred,  who  was  blinded  as  a 
young  child  by  falling  onto  a 
pair  of  chopsticks,  insisted 
that  our  experiment  continue. 
It  did  and  suddenly  it  was  the 
newest  daily  edition  in  the 
then  British  crown  colony. 
The  first  issues  weighed  over 
two  pounds  each  and  were 
printed  in  double-sided 
Braille  on  expensive  heavy 
paper,  then  circulated  free  of  charge,  ini¬ 
tially  to  about  30  blind  readers  by  lunch 
time. 

For  the  uninitiated,  the  system  devised  in 
the  last  century  by  blind  Frenchman  Louis 
Braille  employs  combinations  of  six  raised 
dots.  The  best  example  of  visual  Braille  can 
be  found  by  going  to  the  Royal  National 
Institute  for  the  Blind  in  London.  This  site 
(http://abbey.mib.org.uk/braille/)  will 
Braille  your  name  or  anything  you  want.  It 
also  provides  an  excellent  history  of 
Braille. 

The  Morning  Post's  copy  transfer  to  the 
Hong  Kong  Braille  printing  center  became 
more  streamlined  with  every  passing  year. 
Now  it  is  available  to  blind  readers  with 
computer  speech  synthesizers  on  the 
HKSB’s  web  site.  The  HKSB  has  further 
enhanced  its  service  to  blind  readers  by 
offering  the  text  of  the  Hong  Kong 
Chinese-language  newspaper,  Apple  Daily. 

Australia’s  first  Braille  edition,  Queens¬ 
land  Newspapers’  Braille  Mail,  came  about 
as  a  result  of  the  transfer  from  Hong  Kong 
to  Brisbane,  Australia.,  of  one  of  Mur¬ 
doch’s  leading  lieutenants,  John  Cowley. 

Cowley  rose  to  fame  in  the  mid-1980s 
when  Murdoch  sent  him  from  his  Sydney, 
Australia,  base  to  the  new  Wapping  site  in 
London.  There,  as  general  manager,  he 
oversaw  the  big  breakthrough  in  wresting 
control  of  production  from  Britain’s  mili¬ 
tant  Fleet  Street  print  unions,  which  led  to 
computer  output  by  journalists. 
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From  Wapping,  Cowley  moved  to  Hong 
Kong  and  enthusiastically  supported  the 
founding  of  the  world’s  first  daily  English 
Braille  edition  at  the  Morning  Post.  When 
Murdoch  moved  Cowley  to  take  over  as 
chief  executive  of  his  Bribane  operations, 
JC  (as  he  is  known)  asked  why  Australia 
didn’t  have  a  Braille  edition  for  blind  read¬ 
ers  as  a  community  service. 

We  soon  started  one,  with  John  Cowley 
in  Brisbane  and  me  still  working  in  Hong 
Kong.  I  later  took  over  officially  as  editor 
of  this  edition  when  1  left  Hong  Kong  in 
early  1992  to  head  editorial  support  in 
Queensland. 

One  difference  is  that  Queensland  News¬ 
papers’  Braille  Mail  (our  two  major  publi¬ 
cations  are  the  broadsheet  Courier-Mail  and 
tabloid  Sunday  Mail)  is  a  monthly  compila¬ 
tion  of  both  publications’  best  reading. 

The  hard-copy  Braille  edition  is  format¬ 
ted  into  Braille  by  a  blind  volunteer.  Bob 
Nelson,  who  works  full  time  as  freedom  of 
information  officer  for  a  state  government 
department.  He  then  sends  the  text  to  Hong 
Kong  as  an  e-mail  attachment  for  Braille 


printing  by  the  HKSB. 

Queensland  Newspapers 
sends  a  monthly  cash  donation 
to  the  Hong  Kong  blind  char¬ 
ity  to  cover  costs.  Some  40 
copies,  each  weighing  more 
than  two  pounds,  are  then  air¬ 
freighted  free  of  charge  back  |  ^ 
to  Brisbane  by  Ansett 
International  Airlines.  (Mur¬ 
doch  currently  has  a  half  stake 

in  the  airline;  John  Cowley’s 
.  „  •  .1  ■  Bob  Howarth 

brother  Ken,  conveniently,  is 

chairman). 

Final  distribution  is  done  by  the 
Queensland  Braille  Writing  Association  to 
its  blind  readers. 

However  —  and  a  long  pause  here:  The 
most  popular  form  of  delivery  to  date  is  the 
Internet,  using  simple  e-mail  text  attach- 


In  1993,  I  was  made  an  honorary 
“blindie”  by  the  Queensland  Blind  Associ¬ 
ation’s  Computer  Users  Group  after  we 
started  delivering  the  edition  via  a  bulletin 
board  run  by  the  blind  computer  users.  This 
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then  became  less  popular  as 
more  and  more  blind  people 
started  using  the  Net. 

In  the  past  year  the  biggest 
advancement  has  been  the 
development  of  effective 
screen  readers,  such  as  JAWS 
(Job  Access  With  Speech), 
version  3.3,  for  Windows  and 
the  continuing  development  of 
Web  sites  that  are  friendly  to 
users  with  disabilities.  (Check 
'  your  web  site’s  friendliness  by 

trying  this  address: 
http://cast.org/bobby/.) 

The  May  1 999  edition  of  our  Braille 
Mail  went  to  about  38  readers  via  the  Net, 
including  a  devoted  subscriber  in  Santiago, 
Chile.  This  reader.  Dr.  Andrew  Hart,  last 
year  became  the  first  totally  blind  person  in 
Australia  to  be  awarded  a  PhD  in  mathe¬ 
matics  and  is  currently  persuing  post-doc¬ 
toral  research  at  the  Universidad  de  Chile. 

My  favorite  memory  of  editing  a  Braille 
newspaper  takes  me  back  to  1 99 1.  Flying 
across  the  Pacific  to  Hong  Kong  from  a 
user  group  conference  in  Denver,  I  noticed 
a  blind  passenger  up  in  front  and  asked  the 
flight  attendant  if  the  man  would  like  a 
paper  to  read.  The  attendant  looked  snooti¬ 
ly  at  me  and  said:  “I’m  sorry,  he’s  blind.”  1 
replied  that  I  knew  that  and  handed  her  my 
much-thumbed  copy  of  the  Braille  Post  to 
pass  on.  1  still  treasure  the  look  on  that 
guy’s  face  when  he  realized  what  he  had 
been  handed. 

The  story  of  Braille  newspapers  is  a  bit 
like  normal  newspapers:  How  much  of  a 
threat  is  the  Internet? 

We’ll  always  need  hard  copy  Braille, 
much  as  we’ll  always  need  printed  newspa¬ 
pers.  And  when  every  blind  reader  has  a  PC 
with  a  speech-to-Braille  printer  and/or 
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large-print  reader  application,  our  hardcopy 
circulation  probably  will  drop  —  Just  like 
normal  newspapers,  really.  !■ 
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your  identity  with 
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customers  and 


community. 


GSI  Media  Group 


Editorial  technology  manager  at 
Queensland  Newspapers,  Howarth 
(howarthb@qnp.newsltd.com.au)  won 
the  Atex  Newspaper  User  Group’s 
Special  Achievement  Award  in  1991 
for  helping  establish  the  Braille  Post. 
In  1994,  Queensland  Newspapers’ 
Braille  Mail  won  the  International 
Newspaper  Marketing  Association’s 
best  community  project  award. 


t/  . 
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1240  Huron  Hoad  •  Cleveland,  Onio  44115  •  216-363-00001  •  216-363-13001-  •  www.gsiarcn.com 


Copies  of  the  Braille  newspapers  will 
be  available  for  examination  at  Editor 
I  <*  Publisher’s  Nexpo  booth,  #2539.  X  \ 
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"Our  GEOMAN  presses  really  went  in  smoothly!" 


Mike  Monscour. 


IlllIVu  lilUlluuUUIa  “MAN  Roland  delivered  as  promised 
on  our  GEOMAN  installation:  on  budget — and  ahead  of 
schedule,  so  we  were  on  edition  six  weeks  early! 

“The  Demoaal  and  Chronicle  chose  MAN  Roland  because  they 
offered  the  production  flexibility  we  needed.  The  16  instaUed 
units — four  1 -color,  eight  4/1  color,  and  four  4/4  towers — allow 
us  to  run  the  GEOMAN  as  three  five-unit  or  two  eight-unit 
presses,  depending  upon  our  daily  production  requirements. 

Plus  MAN  Roland  continues  to  provide  the  ongoing  support 
we  require. 

“The  results  have  been  nothing  less  than  phenomenal!  The 
Democrat  and  Chronicle  (Rochester,  New  York),  a  Gannett 
newspaper,  was  recently  inducted  into  the  NAA/IFRA  Color 
Quality  Club.  That  is  the  best  evidence  of  the  GEOMAN’s 
world-class  print  quality.  Best  of  all,  that  quality  has  impressed 
readers  and  advertisers  alike.” 

Mike  Monscour 
VP  of  Production 
Democrat  and  Chronicle 
Gannett  Newspapers 


For  more  information  on  MAN  Roland  GEOMAN  presses,  call 
MAN  Roland  Inc  .  800  East  Oak  Hill  Drive. 

Westmont,  Illinois  60559  1(800)  854.1617  or 

•s  (630)  920.2000  Fax;  (630)  920,2457 
Internet:  wv/w.manroland.com 


MAN 


Great  impressions  start  with  us! 
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lAPA  demands 
action  in 

Mexican  murders 


in  the  murder  have  given  different  versions 
of  what  happened  when  they  encountered 
True  in  the  mountains. 

Zedillo  assured  the  lAPA  delegation  that 
federal  authorities  were  doing  all  they  could 
in  the  True  case,  Express-News  editor  and 
lAPA  board  member  Robert  Rivard  said 
after  the  meeting. 

The  delegation  also  urged  Mexico  to  cre¬ 
ate  a  special  unit  to  investigate  the  murders 
of  journalists  in  Mexico. 


The  lAPA  delegation  also  questioned 
Zedillo  and  attorney  general  Jorge  Madrazo 
Cuellar  about  the  investigation  into  the 
murder  last  December  of  Philip  True, 
Mexico  City  bureau  chief  for  the  San 
Antonio  Express-News. 

True’s  case  is  riddled  with  contradic¬ 
tions  and  inconsistencies.  Separate  autop¬ 
sies  by  state  and  federal  authorities  reached 
significantly  different  conclusions  about 
how  he  died.  Two  Huichol  Indians  arrested 


Mexico  must  do  more  about  the 
numerous  unsolved  murders  of  journal¬ 
ists,  Inter  American  Press  Association 
(lAPA)  leaders  said  in  a  June  2  meeting 
with  Mexican  President  Ernesto  Zedillo 
and  other  government  officials. 


Gannett  breaks 
ground  on  new 
headquarters 


Will  You  Profit 
From  Change? 


Employees  of  the  future  at  Gannett  Co. 
headquarters  and  USA  TODAY  won’t  have 
to  leave  the  office  to  exercise,  eat,  shop,  or 
bank.  The  future  digs  for  1 ,800  employees  at 
Gannett ’s  corporate  offices  and  the  flagship 
paper,  now  underway  in  McLean,  Va.,  will 
have  tennis  courts,  a  credit  union  branch, 
general  store,  and  two-story  health  club, 
among  other  amenities. 

The  two  towers,  designed  by  architecture 
firm  Kohn  Pedersen  Fox,  will  sport  glass 
fins,  illuminated  glass  elevator  shaft,  and 
glass  exterior  that  will  appear  to  change 
color  when  viewed  from  different  angles. 
Gannett  corporate  offices  and  USA  TODAY 
are  now  housed  in  leased  office  tower  space 
in  nearby  Arlington,  Va.,  but  the  lease 
expires  in  2001  and  rents  are  due  to  increase, 
a  USA  TODAY  spokeswoman  says.  The  pro¬ 
ject,  whose  cost  Gannett  hasn’t  disclosed, 
should  take  two  years  to  complete. 

—  Lucia  Moses 


commerce  bu^ness 

newspapers.  One  that 
integrates  print  &  voice  &  inter¬ 
net  solutions  to  attract  a  new  segment  of 
small  business  advertisers,  and  generate 
incremental  revenue. 


Newspapers  recognize 
the  need  to  evolve  into 
“information  companies” 
to  protect  and  grow  their 
business.  That’s  a  given. 

The  hard  part  is  making  a 

profit  at  it.  ^ 

At  New  Horizons  Team'”,  we  can  help 
you  identify  the  right  business  and 
revenue  modei  for  a  profitable  evolution 
now,  not  down  the  road.  Especially,  if 
you  publish  a  small  or  medium  size 
newspaper.  We  have  experience  at  it. 

We  were  an  early  innovator  in  voice 
technology  and  revenue  models.  And, 
we  were  the  first  newspaper-owned 
company  to  help  other  newspapers  pub¬ 
lish  telephone  directories  as  a  new  rev¬ 
enue  stream. 


Our  first  “C-Commerce”  offering  is  a 
multi-media  business  directory,  with  a 
print  revenue  model.  We’ve  proven  our 
products  work.  Now  we’d  like  to  show 
you.  After  all,  if  it’s  proven  in  Pottsville, 

It’ll  play  in  Peoria,  Portland,  Petoskey, 
Piccayune,  etc... 

Call  us  today  for  more  information  on  our 
revenue  generating  products. 


PR  Newswire  buys 
UK  news  service 


Electronic  news  release  and  Internet  com¬ 
pany  PR  Newswire  has  acquired  UK-based 
world  news  distributor  Two-Ten  Com¬ 
munications  from  the  Press  Association  for 
$27.2  milion. 

PR  Newswire  president  Ian  Capps  says 
the  deal  will  allow  his  company  to  give  its 
media  and  financial  customers  more  inte¬ 
grated  coverage  of  Europe,  the  Middle  East 
and  Africa. 

PR  Newswire,  owned  by  the  UK-based 
United  News  &  Media  conglomerate,  deliv¬ 
ers  news  for  33,000  companies  to  more  than 
22,000  media  outlets  and  675,000  investors. 
Two-Ten  distributes  news  of  more  than 
10,000  organizations  to  135  countries. 
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voice  Division  Commerce  Division 
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Advertising  Manager,  Western  Region 
Heritage  Newspapers 
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Hew  York  Post  plant  project’s 
on  schedule  for  2000  start-up 

Five  years  after  the  Post's  newsroom  moved  to  a  Midtown  Manhattan  skyscraper, 
its  pressroom  will  move  even  farther  uptown,  to  a  new  plant  in  the  South  Bronx 

by  Jim  Rosenberg 

When  new  presses  roll  in  the  new 
century  at  the  new  plant  of  the 
New  York  Post,  all  three  of 
Gotham’s  city  wide  dailies  will  be  printed 
on  color  offset  presses  in  modem  plants. 

Its  old,  offset-converted  Midtown  press¬ 
es  shipped  to  the  Philippines,  The  New 
York  Times  now  prints  in  the  city’s  bor¬ 
ough  of  Queens  and  in  Edison,  N.J.  The 
Daily  News  prints  in  a  Jersey  City  water¬ 
front  plant  just  across  the  Hudson  River. 

So  when  Post  printing  moves  from 
South  Street  to  the  South  Bronx  —  from 
a  72-year-old  building  on  the  East  River 
that  once  housed  Hearst’s  Journal- 
American  to  a  brand-new  structure  on  a 
former  train,  bus,  and  impounded-auto 
yard  near  the  Harlem  River  —  it  also  will 
mark  the  end  of  daily  newspaper  printing 
in  Manhattan. 

Like  the  Times  and  the  News,  however, 
the  Post  will  keep  its  editorial  and  busi¬ 
ness  offices  in  Manhattan.  In  fact,  they 
moved  several  years  ago  to  the  Midtown 
headquarters  of  News  Corp.’s  other  Rupert  Murdoch’s  news  outlets  in  the  eral  manager,  Richard  R.  Hawke.  “But 
North  American  businesses  —  among  United  Kingdom  and  Australia.  we  made  it  clear  from  the  start  that  we 

them.  Fox  (news  and  entertainment)  and  Also  like  its  local  daily  competitors,  consider  ourselves  a  New  York  newspa- 

News  America  (printing  and  publishing),  the  Post  “did  receive  some  incentives,”  per,  and  our  intention  was  to  remain  in 

as  well  as  the  New  York  bureaus  of  says  the  paper’s  vice  president  and  gen-  the  city.” 

Still,  Hawke  concedes  that  “had  we 
received  an  order-of-magnitude-better 
offer  from  somewhere  else,  we  would 
have  had  to  consider  it. 

“But  we  made  it  clear  upfront  that  this 
was  not  a  bidding  war.  If  we  could  be 
made  reasonably  whole  relative  to  what 
had  been  given  to  our  competition  —  and 
we  asked  for  no  more  than  anything  that 
was  granted  to  them,  we  didn’t  ask  for 
anything  special  —  then  we  fully  wanted 
to  stay  in  the  city.” 

Though  he  did  “not  want  to  comment 
on  the  specifics  of  what  we  received,” 
Hawke  allows  that  “they  were  in  no  way” 
superior  to  the  tax  relief  and/or  energy 
incentives  offered  to  or  received  by  the 
Times  and  News. 
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Artist’s  rendering  of  the  New  York  Post’s  new  production  and  distribution  plant,  now 
under  construction  in  the  South  Bronx,  just  across  the  river  from  Manhattan. 
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Courtesy  of  McClier  Corp. 


You’re  about  to  make 
your  newspaper  website  one 
beautiful  revenue  machine. 

From  the  nation's  leading  provider  of  newspaper  infrastructure  comes  the 
next  step  in  online  editorial  +  content  +  revenue  +  advertising  opportunities. 
Zwire.'  The  new  totally  integrated  newspaper  engine  that 
handles  e-v-e-r-y-thing  from  front  page  to  back. 

So,  whether  you  need  an  industrial  strength  engine  to  power  your  Internet 
classifieds,  auto,  real  estate,  auctions  or  yellow  pages,  or  everything  from  A-Z, 
you  can  now  join  over  700  newspapers  who  wear  these  all  the  time. 

For  a  complete  demonstration,  visit  NEXPO,  Booth  3175  in  the  Las  Vegas 
Convention  Center,  or  Booth  800,  Hotel  Vancouver,  at  the  NAA  Classified 
Conference.  Want  a  demonstration  now?  Call  800/373-3547  today. 

PowerAdz.coiti' 

Powering  the  ^Generation. 

96  Thompson  Hill  Road  •  Rensselaer,  NY  12144  •  800.373.3547  •  www.PowerAdz.com 

7^'  m  CarMBM  ThM\^  y|.  engine 


NEWS 


says  the  competing 
Daily  News  can 
occasionally  expe¬ 
rience  trying  to  get 
papers  across  the 
water  to  its  main 
markets  in  the  bor¬ 
oughs  of  Manhat¬ 
tan,  Brooklyn,  and 
Queens.  In  fairness, 
funneling  traffic 
over  bridges  that 
join  three  boroughs 
can  often  be  as  slow 
as  squeezing  traffic 
through  the  tunnels 
and  bridges  that 
link  the  city  to  New 
Jersey. 

More  optimistic. 

Post  production  di¬ 
rector  David  O’Neill 
calls  it  “a  really, 
really  good  location 
for  distribution  pur¬ 
poses.” 

The  same  might 
be  said  for  deliv¬ 
eries.  A  two-track 
freight-rail  spur  will 
wind  under  a  pas¬ 
senger-train  bridge 
and  around  the  back 
of  the  new  building  to  deliver  the  news¬ 
print.  The  newsprint  warehouse  and  the 
mailroom  will  occupy  opposite  sides  of 
the  pressroom. 

The  site  is  subleased  from  Harlem 
River  Yard  Ventures,  a  Galesi  company 
that  holds  a  long-term  lease  to  the  state- 
owned  property.  Commercial  property 
broker  Insignia/ESG,  which  negotiated 
the  lease  for  News  Corp.,  has  ‘‘been 
involved  with  our  corporation  in  multiple 
locations,  both  on  leases  and  purchases, 
over  many  years,”  says  Hawke. 

After  removing  underground  storage 
tanks  and  some  asbestos  from  old  pipes, 
“we  received  a  clean  bill  of  health  from 
the  Environmental  Protection  Agency,” 
says  Michael  Luciano,  senior  manager  in 
McClier  Corp.’s  New  York  office. 

Though  News  Corp.  did  not  disclose  its 
total  investment  in  the  project,  Chicago- 
based  McClier  was  awarded  a  $60-million 
design-build  contract.  The  site’s  poor  soil 
conditions  require  that  the  structure  be 
supported  on  a  pile  foundation. 

Late  last  month,  the  piles  were  in,  the 
pile  caps  and  two  press  pads  were  poured, 
and  much  of  the  steel  already  was  up  on 
the  main  center  section  —  the  300-foot- 


Long  in  the  works  and  announced  last 
fall,  the  project  will  put  the  latest  print¬ 
ing  and  packaging  equipment  into  a 
437,000-square-foot  plant  on  a  16-acre 
parcel  situated  at  one  of  the  busiest 
places  on  the  planet.  Near  a  point  of  land 
at  the  confluence  of  the  East  and  Harlem 
rivers,  the  former  rail  yards  sit  within 
sight  of  passenger  and  freight  rail  lines 
and  a  maze  of  local  roads  and  highways 
radiating  to  the  northern  suburbs  and 
across  several  bridges  to  the  city’s  other 
boroughs  and  to  suburbs  in  Long  Island 
and  New  Jersey. 

While  calling  South  Street  “a  good 
location  now  for  distribution”  and  having 
equal  regard  for  the  rail  yards  “...  in 
terms  of  being  able  to  go  in  all  direc¬ 
tions,”  Hawke  says  he  thinks  little  will 
change  with  respect  to  operating  sched¬ 
ules  or  deadlines.  “In  terms  of  delivery,” 
he  says,  “I  don’t  think  it’s  going  to  make 
much  difference.  It’s  as  good  as,  maybe 
slightly  better  than,  what  we  have  now, 
but  not  appreciably.” 

Hawke  does  note,  however,  that  the 
new  “centrally  located”  site  should  not 
be  subject  to  the  sort  of  bottlenecks  he 
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Post  production  director  David  O’Neill  talks  with  McClier  Corp. 
senior  manager  Michael  Luciano  at  new  plant  site. 


long,  73-foot-high  press  hall  —  of  the  new 
facility.  The  entire  plant  will  measure 
approximately  500  feet  by  450  feet. 

“Steel  started  up  May  3,  and  half  the 
pressroom  is  framed  already,”  Luciano 
said  late  last  month.  As  work  progressed 
on  the  steel  skeleton  around  90  feet  of 
open  space  between  vertical  supports,  he 
remarked,  “there’ll  be  no  columns  in  the 
pressroom  itself.”  Within  that  90-foot 
space,  workers  framed  out  the  central 
space  devoted  to  the  quiet  rooms  as 
ground  on  either  side  of  the  press  hall  was 
being  prepared  for  the  paper  storage  and 
packaging  areas. 

Work  at  the  site  began  last  November, 
when  a  Metropolitan  Transit  Authority 
bus  depot  was  razed.  It  should  be  com¬ 
pleted  by  November  of  next  year.  Be¬ 
tween  then  and  now,  “we’ll  be  ready  to 
receive  presses  January  1,  2000,”  says 
Luciano. 

Those  presses  will  come  from  Goss 
Graphic  Systems,  Westmont,  111.  Earlier, 
as  a  division  of  Rockwell  International,  it 
sold  the  offset  presses  used  by  The  New 
York  Times  and  the  Daily  News.  Decades 
before,  as  the  Goss  Printing  Press  Co.  and 
as  a  subsidiary  of  Miehle-Goss-Dexter,  it 
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I  believe  if  we  make  our  decisions  based  on 
what  is  in  the  best  interest  of  our  clients,  it  will 
prove  to  be  In  our  best  interest  in  the  long  run. 

Dario  D.  D.  DiMare,  AIA 
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The  new  client  across  town  needs  to  review  their 
contract  status,  ad  schedules  and  insertion  rates. 


In  15  minutes. 


Relax.  VisionShift*',  Geac’s  exciting  new  line  of  newspaper  business  software,  lets  you  take  your 
office  with  you.  With  a  graphical  user  interface,  automated  ad  order  entry,  instant  quote 
creation  as  well  as  complete  rating  and  scheduling  capabilities,  you  will  have  accurate 
information  where  and  when  you  need  it.  For  more  information  on  the  most 
f'  comprehensive  suite  of  advertising,  marketing  and  circulation  software  for 
^  I  newspapers,  call  813.878.7867,  e-mail  us  at  gvsinfo@geac.com  or  see  us  on 
the  web  at  www.publishingsystems.geac.com. 
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supplied  all  three  papers’  letterpresses. 
The  four  Headliner  Mark  11  presses  that 
print  the  Post  date  from  the  1960s. 

The  new  presses  are  to  be  arranged  in 
two  lines  of  two  presses  each,  with  space 
provided  for  the  addition  of  a  third  press 
to  each  line. 

“It’s  going  to  be  the  same  work  force 
that’s  relocated  to  the  new  plant,”  says 
O’Neill.  Training  is  to  begin  “immediate¬ 
ly  prior  to  the  start-up  of  the  new  plant.” 
Starting  sooner,  he  explains,  runs  the  risk 
of  staffers  forgetting  what  they’ve  learned 
by  the  time  the  equipment  is  operable. 

“There’ll  be  a  time  when  we’re  running 
two  plants  simultaneously,”  says  O’Neill. 
One  old  letterpress  line  will  be  decommis¬ 
sioned  as  each  new  offset  press  is  brought 
into  production  —  but  only  when  the 
press  crew  is  comfortable  operating  the 
new  equipment,  O’Neill  emphasizes. 

Ba.sed  on  his  experience,  O’Neill  says 
he  anticipates  a  3V2-  to  4-month  transition 
to  full  operation  at  the  new  plant. 

General  manager  Hawke  says  the  off¬ 
set  presses  will  print  the  Post  faster  and 
provide  better  reproduction.  Their  color 
capacity,  he  says,  “is  predominantly  for 
advertising,”  though  it  will  be  available  to 
the  newsroom  “when  appropriate.” 

For  receiving  newsprint,  there  is  “room 
for  12  rail  cars  inside  the  building,”  says 


O’Neill.  The  building  also 
has  four  truck  docks  for 
newsprint  and  two  more  for 
other  materials.  Clamp 
trucks  will  transport  the 
paper  rolls  to  a  five-high 
storage  area  with  a  one- 
month  capacity  of  4,200 
rolls.  (The  Post  also  will 
make  use  of  off-site  storage 
at  a  nearby  commercial 
paper  warehou.se.) 

From  the  storage  area  to 
the  reelroom,  newsprint  roll 
handling  will  be  accom¬ 
plished  by  equipment  and 
software  supplied  by  FMC 
Corp.,  Chalfont,  Pa.,  in  a  con¬ 
tract  that  includes  products 
from  other  manufacturers. 

From  a  ready  ramp,  indi¬ 
vidual  rolls  will  be  released 
onto  four-wheel,  chain-dri¬ 
ven  cart  or  dolly  to  a 
Machine  Design  Services 
Inc.  strip-assist  station, 
which  lifts  a  roll  from  the 
cart,  weighs  it,  and  reads  the 
size,  manufacturer,  and 
other  information  from  its 
bar  code.  The  operator  then 
removes  the  kraft  wrapper. 
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Miehle-Goss-Dexter  marque  indicates  the 
Goss  Headliner  Mark  II  presses. 

indexes  the  roll  on  a  stripping  device 
using  a  pedal,  removes  the  end  caps,  and 
tapes  down  the  edge  of  the  newsprint. 

MDSI  also  makes  the  systems  that  will 
collect  used  wraps  and  caps,  printed 
waste,  and  certain  other  building  waste. 

At  the  strip-assist  station,  a  roll  will  be 
lowered  onto  a  second  cart  and  carried  to 
a  turntable  to  correct  the  wind,  if  neces¬ 
sary.  At  the  Von  Roll  semiautomatic 
paster  station,  the  same  operator  feeds  the 


tional  V-shaped  pas¬ 
ter  pattern.  Because  ’ 
the  Post  will  use 
core-tension,  core-  | 
braked  reels,  ex-  | 
plains  O’Neill,  there  i 
are  no  belts  to  i 
which  the  paster  | 
tape  may  stick  —  | 
allowing  the  simpler 
straight-across  tap¬ 
ing. 

A  third  cart  trans¬ 
fers  the  roll  from  the 
„  pre-paste  station  to  a 
I  pick-up  station  serv- 
ijing  one  of  FMC’s 
-^automated  laser- 
I  guided  vehicles. 

The  plant  will 
age  of  the  Post  s  roll-prepa¬ 

ration  areas,  each 
with  a  stripping  sta¬ 
tion  and  a  pasting  station,  as  well  as  a  near¬ 
by  laydown  area  to  stage  the  rolls  for  par¬ 
allel  presses  1  and  3  at  one  end  of  the  hall 
and  presses  2  and  4  at  the  opposite  end. 

A  dozen  FMC  ve- 

hides  will  iransport  ..yhere’S  jUS 

the  roils  from  laydown  ' 

areas  to  auto-loaders  thinCIS  WO 

at  the  press  reelstands.  ® 

Requiring  no  in-floor  SSy  ‘dO  i1 

wire  guides,  FMC’s 


“There’s  just  too  many 
things  working  that 
say  ‘do  it  now,  or 


Roll  loaders  are  bi-directional,  allow¬ 
ing  each  to  load  one  reel-tension-paster  to 
its  left  and  another  to  its  right.  With  a  roll 
in  place,  the  loader  instructs  the  RTF  to 
engage  its  chucks.  When  the  roll  is 
chucked  in  the  reelstand,  the  loader  lowers 
the  lift  that  had  supported  the  roll  and 
returns  to  its  original  position. 

“They  will  still  need  people  in  the  reel- 
room  to  monitor  the  process,  but  they 
won’t  need  as  many,”  says  O’Neill. 

FMC  also  will  supply  the  software  for  a 
newsprint  inventory  system  and,  with  one 
exception,  for  controls  of  all  roll-handling 
functions.  “We’re  going  to  let  Von  Roll 
control  that  themselves  with  PLCs,”  says 
John  Monahan,  Post  project  manager  at 
FMC.  Von  Roll’s  programmable  log<c 
controllers  will  communicate  with  the 
FMC  system. 

The  controls  are  responsible  for  more 
than  operating  the  various  equipment  and 
recording  operating  data.  For  instance,  the 
carts,  which  shuttle  barely  the  distance  of 
two  roll  widths,  possess  “encoders  for 
accurately  centering  rolls,”  which  is  espe¬ 
cially  important  at  the  pasting  station, 
says  Monahan. 

1.  The  newsprint  in- 

[  too  many  . 

'  ventory  system  will 

kino  that  controls 

"  software  to  keep  cur- 

now  or 

’  nals  from  a  reelstand 


sheet  into  the  paster  maker,  which  makes 
a  straight-across  cut  rather  than  the  tradi- 


Tracking,  and 
then  some... 

Xpance  improves  every  aspect  of  ad 
production,  from  ad  creation  through 
archiving.  No  other  production  system 
offers  you  all  this: 

•  Ad  Assignments  for  Scheduling 

•  Structured  File  Management 

•  Complete  Spec  Ad  Integration 

•  Automatic  Ad  Sizing 

•  Streamlined  Font  Management 

•  Automatic  Proof  Generation 

•  Production  Status  Reports 

•  Full  Sized  Ad  Previews 

•  Automatic  Archiving 

•  Over  200  automated  features 


See  us  at  Nexpo  '99  -  Booth  #2425 


X  pi  a  n  c  e 

d  more  dr  softtuarp  -  sofution 

613. 35M. 2912 


SGV20(X)  system  la-  W6’r6  nOt  goitig  tO  dO  inform  the 

sers  can  “detect  targets  system  when  a  roll  is 

that  are  placed  within  jt  fof  10  Of  15  yoarS.”’  consumed  or  provide 
the  building,”  says  the  diameter  of  an 

O’Neill.  By  locating  — Technology  vice  president  unspent  roll  about  to 

two  or  three  targets,  a  Barry  Mechanic  on  the  Post’s  be  returned  to  storage, 

vehicle  can  calculate  likely  adotpion  of  CTP  output  A  newsprint-track- 


its  precise  position. 

The  system  con¬ 
sists  of  the  “self-guided  vehicles”  with 
laser  scanners,  a  wireless  local-area  net¬ 
work  for  instruction  and  diagnostics,  and 
management  software  to  control  the  sys¬ 
tem.  Another  program  assists  in  recon¬ 
figuring  pathways  and  targets.  The 
robots  have  on-board  controls,  safety 
bumpers,  and  electronic  personnel  detec¬ 
tors.  Staffers  also  can  control  a  vehicle 
using  a  joystick  on  a  hand-held  device. 

A  system  with  FMC’s  new  laser  began 
operation  last  December  at  News  Corp.’s 
plant  in  Perth,  Australia;  two  others  were 
sold  to  Scandinavian  publishers.  A  few 
older-generation  laser-guided  AGV  sys¬ 
tems  are  in  newspapers,  and  FMC  has 
wire-guided  (in-floor)  systems  running  at 
The  Washington  Post  and  The  New  York 
Times’  plant  in  College  Point,  Queens. 


ing  front  end  (sold  also 
to  the  New  York  Daily 
NeH’s  and  Chicago  Sun-Times)  that  down¬ 
loads  electronic  manifests  from  paper  ven¬ 
dors  will  show  what  is  coming,  what  has 
arrived  (from  bar  codes  read  at  stripping 
stations),  and  where  date-stamped  rolls 
were  placed  (from  operator  input). 

The  newsprint  inventory  and  tracking 
system  can  generate  reports  —  for  exam¬ 
ple,  detailing  roll  use  and  performance  by 
mill.  Though  the  FMC  software  also  can 
track  web  breaks  (as  it  will  for  the  Sun- 
Times),  for  the  Post  it  will  merely  send  the 
pertinent  data  to  the  Honeywell  press  con¬ 
trol  system,  according  to  Monahan. 

US  Ink,  East  Rutherford,  N.J.,  designed 
the  plant’s  ink-handling  system  (for  which 
a  contract  was  still  pending  late  last 
month).  Stored  in  bulk,  ink  will  be  piped 
to  the  press,  with  a  recirculation  loop  for 
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black  ink  and  a  deadhead  pressurized  sys¬ 
tem  for  color  inks. 

Goss  will  build  the  Post's  10- web 
presses  using  the  basic  Newsliner  design. 
Dubbed  “Postliners”  to  distinguish  them 
from  the  original  design  sold  to  the  city’s 
other  daily  tab,  the  presses  also  will  be 
distinguished  by  their  use  of  Goss’  digital 
injector  inkers  and  couple-shaftless  drives 
that  power,  control,  and  synchronize  indi¬ 
vidual  printing  couples. 

Controls  will  be  supplied  by  Honey- 
well-Measurex,  Cupertino,  Calif.  The 
drives  will  be  made  by  the  Indramat  divi¬ 
sion  of  the  Rexroth  Corp.,  Hoffman 
Estates,  Ill. 

Other  than  O’Neill’s  assurance  of 
ample  color  capacity,  the  Post  would  not 
yet  disclose  the  size  of  the  presses  —  the 
number  of  couples  or  color  towers. 

Though  parallel,  the  two  press  lines 
will  be  staggered  slightly  so  that  their 
folders  are  not  directly  opposite  each 
other.  With  the  presses’  operating  sides 
facing  each  other,  the  quiet  room  will  be 
walled  off  between  the  two  lines. 
Prepress  and  post-press  plans 

The  fully  paginated  Post  now  transmits 
pages  from  Midtown  Manhattan  to  film 


imagesetters  on  South  Street.  “We’re 
100%  direct-to-film  now,”  says  Barry 
Mechanic,  Post  technology  and  develop¬ 
ment  vice  president.  For  pages  that  are  sent 
to  the  South  Bronx  plant,  over  T1  or  fiber 
optic  lines,  “we’re  heavily  leaning  toward 
computer  to  plate  [CTP],”  says  Mechanic. 

O’Neill,  who  puts  the  likelihood  of 
adopting  CTP  output  at  about  90%,  says 


his  paper  is  considering  plate-imaging 
systems  from  Western  Lithotech  and 
K&F  Printing  Systems,  which  differ  in 
their  optics  and  plate-type  requirements. 
“But  we’re  looking  at  other  vendors,  too,” 
he  says.  “We  should  be  in  a  position  to 
make  a  decision  by  about  August.” 

The  combination  of  the  Post's  full 
pagination  (RIP-ready  files),  move  to 


Sharper  image  in  the  new  century 


When  Manhattan  loses  its  last  gener¬ 
al-interest  daily  newspaper  printing 
operation  later  next  year,  the  change  will 
be  part  of  another,  larger  disappearing  act 
in  the  next  century. 

With  the  Omaha  (Neb.)  World-Herald, 
the  Dayton  (Ohio)  Daily  News,  The  Des 
Moines  (Iowa)  Register,  and  the  Chicago 
Sun-Times  already  going  to  offset,  when 
the  New  York  Post  moves  production  to  its 
new  plant.  The  Buffalo  (N.Y.)  News  and 
Milwaukee  Journal  Sentinel  will  be  the 
only  major  metro  dailies  still  running  let¬ 
terpress  equipment. 

The  Milwaukee  paper  is  in  the  final 


stages  of  press  selection  and  may  already 
have  chosen  a  press;  the  Buffalo  paper 
last  reported  it  was  still  shopping. 

The  Kansas  City  (Mo.)  Star  runs  Hoe 
Colormatic  presses  converted  to  offset. 

Wisconsin’s  Green  Bay  Press-Gazette, 
and  New  Yoric’s  Albany  Times  Union, 
Utica  Observer-Dispatch,  and  Syracuse 
Herald  American,  Syracuse  Herald-Jour¬ 
nal,  and  The  (Syracuse)  Post-Standard 
are  among  the  remaining  letterpress  sites. 

A  few  other  operations  have  slip-in 
flexo  units  in  their  letterpress  lines  or 
have  letterpress-to-flexo  conversions. 

—  Jim  Rosenberg 
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offset  (it  will  have  to  buy  new  platemak¬ 
ing  equipment  anyway),  and  need  for 
more  imagers  (the  greater  volume  that 
color  creates)  positions  the  paper  well 
for  a  move  into  direct  output  of  plates. 
Those  circumstances,  combined  with 
difficulty  in  justifying  the  cost  of  a  later 
conversion  to  CTP  if  the  paper  still  has 
serviceable  film  imagesetters  and  con¬ 
ventional  platemakers,  make  a  good  case 
for  platesetting. 

“That’s  why  ...  90%  is  probably  a  pret¬ 
ty  good  number,”  says  Mechanic, 
“because  there’s  just  too  many  things 
working  that  say  ‘do  it  now,  or  we’re  not 
going  to  do  it  for  10  or  15  years.’” 

Still,  he  allows  that  “anything  could 
happen.  We  still  have  to  look  at  the  eco¬ 
nomics  of  the  plate  cost.” 

With  its  pages  assembled  electronical¬ 
ly  and  output  to  an  imager  located  at  a 
remote  print  site,  the  Post  also  is  shop¬ 
ping  for  output-management  software  — 
a  system  that  can  provide  a  real-time 
report  on  the  production  status/location  of 
any  and  all  pages  to  everyone  from  edi¬ 
tors  to  press  operators. 

“I’m  looking  to  ...  find  something  that 
will  automate  the  whole  process,”  says 
Mechanic.  In  contrast  to  current  practice 


—  staffers  telephoning  others  to  inquire 
about  pages  —  he  says  his  “major  goal  is 
to  get  something  that  can  control  each 
step  of  the  process  and  then  repiort  back.” 

Though  the  paper  uses  Monotype  out¬ 
put  equipment  now  and  understands  its 
capabilities,  says  Mechanic,  it  is  not  nec¬ 
essarily  limiting  its  search  to  that  ven¬ 
dor’s  offering.  At  the  same  time,  he  notes 
that  should  the  Post  elect  to  output  direct¬ 
ly  to  plates,  page-output  reporting  need 
not  be  supplied  by  the  platesetter  manu¬ 
facturer. 

As  it  happens.  Mechanic  reports  that, 
for  its  own  output-management  system. 
Monotype  is  developing  “a  piece  that  will 
actually  drive  the  Western  Litho  comput- 
er-to-plate  machine.  So  under  that  cir¬ 
cumstance,  Monotype  can  offer  the  com¬ 
plete  system,”  in  contrast  to  simply  taking 
feedback  from  RIPs  and  imagers. 

Pending  decisions  on  type  of  output 
and  type  of  equipment  notwithstanding. 
Mechanic  says  of  the  management  soft¬ 
ware:  “We  could  wait  a  while;  we  won’t. 
Essentially,  a  contract  for  us  is  immi¬ 
nent.”  Pieces  of  the  system  related  to  a 
specific  imager,  however,  will  not  come 
until  that  equipment  is  chosen,  he  says. 

Pieces  will  be  implemented  as  they  be¬ 


come  available.  Mechanic  continues, 
because  the  Post  can  use  the  software 
now,  not  just  for  its  new  plant.  Output 
management  will  be  especially  useful 
during  the  transitional  phase,  when  the 
Post  produces  pages  on  different  equip¬ 
ment  at  two  sites. 

Though  the  Post  has  some  interesting 
plans  for  its  packaging  operations,  it  had 
not  concluded  all  its  equipment  negotia¬ 
tions.  {E&P  wilt  return  to  the  Post  later 
this  year  for  a  look  at  how  it  will  process 
printed  copies.) 

Tie  lines  to  be  supplied  by  Miami- 
based  Quipp  Systems  will  consist  of  12 
model  400  stackers  (two  live  and  one 
back-up  for  each  press),  24  bundle  turn¬ 
ers,  24  NS50  strappers  and  Viper  bot- 
tomwrappers. 

Bundles  will  pass  either  directly  to 
MDSI  extensible  boom  loaders  at  the  16 
truck-loading  positions  or  into  an  elevat¬ 
ed  Scorpion  tray  sortation  system  manu¬ 
factured  by  Charlotte,  N.C.-based  Man¬ 
tissa  Corp.  The  controlled-tipping  tray 
system  will  be  installed  by  Plant  Inte¬ 
gration  Associates,  Port  Chester,  N.Y., 
and  controlled  by  software  from  Carnegie 
Mellon  Research  Institute,  Pittsburgh  (see 
E&P,  May  22).  ■ 
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Cox  Ohio  Publishing  rolls  into  next 
century  with  automated  cart  loading 


Automating  the  transport  of  carts  that  protect  bundles  and  ease  truck  loading 
puts  an  end  to  the  last  labor-intensive  step  in  getting  papers  out  of  the  plant 


by  Jim  Rosenberg 


www.mediainfo.com 


In  its  transition  from  downtown  to  out- 
of-town  production  and  packaging,  the 
publisher  of  the  Dayton  Daily  News 
and  Springfield  News-Sun  now  assembles 
and  loads  all  inserted  bundles  at  its  new 
Print  Technology  Center  in  Franklin, 

Ohio,  about  19  miles  from  Dayton  near 
Interstate  75. 

Since  operations  began  at  the  265,000- 
square-foot  facility  April  5,  Cox  Ohio 
Publishing’s  150,592-circulation  Daily 
News  has  begun  printing  and  inserting  its 
advance  sections  there  twice  a  week. 

That’s  given  the  plant  reason  to  begin 
operating  its  automated  cart-loading  sys¬ 
tem.  Downtown,  bundles  are  manually 
loaded  onto  carts  that  are  manually 
rolled  to  trucks.  Made  by  Cannon 
Equipment  Co.,  Rosemount,  Minn.,  the  Cannon  Equipment’s  rail-mounted  carrier  (above)  shuttles  empty  and/or  loaded  carts 
loaders  are  among  the  new  plant’s  auto-  between  automated  cart  loaders  and  carts’  assigned  lanes  in  the  cart  accumulation 

mated  systems,  many  with  product-  system  (below)  at  the  Cox  Ohio  Publishing’s  Print  Technology  Center,  Franklin,  Ohio, 

buffering  features. 

“It’s  all  installed  and  we’re  running 
about  half  of  it,”  says  operations  vice  pres¬ 
ident  Stan  Richmond.  Save  for  “a  couple 
of  little  blinks  here  and  there”  during  its 
first  days  of  use,  he  adds,  “the  system  is 
working  fine.” 

According  to  Pat  Geraghty,  Cannon 
national  sales  manager,  the  remainder  of 
the  Dayton  paper’s  auto-loading  system 
will  likely  be  brought  on  line  later  this 
month. 

The  Print  Technology  Center  is  the  first 
plant  to  use  a  new  on-floor  design  (rail- 
mounted  shuttles)  of  the  Series  II  Cart 
Accumulation  System  (CAS),  which. 

Cannon  says,  “provides  dynamic  storage 
and  handling  for  empty  and  loaded  carts.” 

Cannon  has  five  automated  cart-load¬ 
ing  systems  at  North  American  newspa¬ 
pers.  The  Plain  Dealer,  in  Cleveland, 
installed  Cannon’s  (and  probably  the 

newspaper  industry’s)  first  such  system  at  lowing  “a  modification  of  their  dock  to  fit 
its  Brooklyn,  Ohio,  production  and  distri-  the  equipment  in.”  says  Geraghty.  That 
bution  plant.  retrofit,  however,  does  without  the  cart- 

South  of  Dayton,  The  Courier-Journal,  accumulation  system  with  lateral  shuttle, 
in  Louisville,  Ky.,  added  cart  loading  fol-  According  to  Geraghty,  experience  shows 


that  full  automation  requires  that  it  be 
planned  into  a  new  facility. 

Bundles  in  Louisville  move  from  the 
third  floor  to  a  ground-level  cart  system 
installed  in  what  had  been  a  earaee  before 
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ports  them  to  a  CAS-6,  then  awaits  load¬ 
ing.  At  peak  demand,  a  shuttle  can  carry 
four  carts  —  two  empty  and  two  full. 

Cannon  upgraded  all  aspects  of  the  sys¬ 
tem  for  the  Franklin  facility  —  simplifying 
it  and  reducing  cost  and  maintenance 
requirements,  according  to  Geraghty. 
Whereas  The  Plain  Dealer  in  Cleveland 
required  pits  for  its  shuttle  vehicles,  the 
Dayton  paper  uses  a  floor-mounted 
design.  The  laser-guided  vehicles  have 
“greatly  increased  the  throughput  of  the 
system,”  says  Geraghty.  The  Plain  Deal¬ 
er's  system,  for  example,  could  become 
“starved”  when,  “on  certain  runs  it  would 
be  difficult  to  keep  up  with  the  demand 
for  carts,”  says  Geraghty. 

By  itself,  the  CAS-6  indexing  buffer 
that  shuttles  carts  provides  up  to  five 
minutes  of  unattended  operation.  Were 
the  entire  system  to  be  loaded  with 
empty  carts,  the  four  loaders  would 
operate  unattended  for  more  than  90 
minutes  —  though,  in  practice,  notes 
operations  vice  president  Richmond, 
carts  are  always  being  brought  in  and 
taken  away. 

Copies  processed  through  the  plant’s 
four  Heidelberg  NP630  inserters  are 
stacked  on  four  Heidelberg  Olympians, 
strapped  and  bottom-wrapped,  then 
passed  onto  a  Cannon-supplied  conveyor. 
That  belted  incline  rises  to  a  platform 
above  the  six-foot-tall  carts. 

When  a  platform  has  four  bundles, 
stops  hold  the  bundles  in  place  while  the 
platform  withdraws,  allowing  the  bundles 
to  settle  onto  support  forks  that  reach 
through  a  cart’s  framework.  Those  forks 
lower  with  every  four-bundle  delivery 
until  the  cart  is  filled,  whereupon  the 
forks  withdraw. 

A  mechanism  under  the  cart  automati¬ 
cally  moves  that  cart,  when  full,  onto  the 
rail  shuttle,  which  conveys  the  cart  to  a 
full-cart  lane  or  column  designated  for  a 
certain  delivery  zone.  The  cart  is  then 
ejected  into  that  column  and  mechanical¬ 
ly  moved  to  the  end  of  the  column. 

At  any  time  there  ordinarily  are  400 
carts  being  filled,  another  400  being 
returned  by  truck,  and  400  more  at  the 
“branches,”  or  distribution  centers,  accord¬ 
ing  to  Richmond.  The  Dayton  Daily  News 
maintains  nine  such  branches. 

Upon  backing  into  the  plant’s  dock,  a 
driver  rolls  the  carts  out  of  the  truck  and 
pushes  them  into  a  slotted  wheel  track 
“that  pulls  the  carts  into  the  system,” 
says  Richmond. 

At  the  other  end  of  the  system,  the 


a  custom-designed,  software-driven, 
108-cart  accumulation  system  —  nine 
lanes,  1 2  carts  deep  —  that  controls  the 
movement  of  carts. 

An  automated  lateral  shuttle  connects 
the  two-way  storage  lanes  to  a  CAS-6, 
which  automates  cart  handling  through¬ 
out  loading.  Each  one-way  CAS-6  infeed 
and  exit  lane  can  hold  three  carts. 

Each  shuttle  picks  up  two  full  carts 
from  a  loader,  drops  them  off  at  a  desig¬ 
nated  accumulation  lane,  picks  up  one  or 
two  carts  from  an  empty-cart  lane,  trans- 


the  paper  switched  to  truck  leasing.  In  the 
absence  of  a  shuttle,  says  Cannon  project 
manager  Dan  McRoberts,  an  operator 
loads  empty  carts  into  a  CAS-6  and  moves 
full  carts  from  the  machine  to  the  trucks. 

National  sales  manager  Geraghty  esti¬ 
mates  that  the  cost  of  automated  cart¬ 
loading  systems  can  range  from  $200,000 
to  $250,000  a  bundling  line,  depending 
on  system  options,  the  amount  of  plant 
space  available,  and  the  size  of  the  trucks. 

The  Dayton  paper’s  plans  called  for 
integrating  each  of  four  cart  loaders  with 


^^2327  Web  Press  Corporation  Introduces. 


THE  QUAD-STACK  4»4  COIOR  PRINTWQ  UNIT 


GENERAL  DESCRIPTION 

The  CMIAD-STAOC  is  a  low  profile,  single  width,  single 
circumference  modulor  c^structed,  weooffset  printing  unit  wHh 
a  vertical  web  leod.  It  is  desigrred  typically  for  r>ewspapers, 
mogazir>es,  brochures,  books  ond  commerciol  printing  on 
uncooted  stock.  The  (^AD^TACK  is  very  cornpoct  cind  versoliie. 
It  produces  quolity  printing,  very  low  vrosle  ond  is  simple  to  operate. 


MusHomHfmo 
^  PNtUMATKimOWOffS 

OPTIONAL  itmotATwtousnno 
10^  CYCU  SPttO  ■  3i000  iph‘ 

^  VtKY  COMPACT  (r.S  ■  S.7  fUT  IN  HBOHT) 

NO  SCAffOUMNO  OP  PLATfOPMINO  NPaSSAKT 

0)0  AHACHAMU  TO  MOST  n  3/4"  ISrPmai  NOMINAll 
SINOUWmmONSAPOUNOPUNTINOPPlSSa 

'^0  Oa  PATH  HtUCAl  CUT  OtAPTPAIN 

BtAPlPSONAUPlANKirCYUNDiPS 

^  NO  PHHSTSPVAPIATION  OP  f AN-OUT 
CONTPOIS  NKSSSAPT 

^  PUNNING  aPCUMflPiNTIAl.  SPNUr  AND  SKtWINO 
ADJUSTMINTS  ON  AU  PIATt  CYUNOtPS 

*Actwil  production  ipood  doportdorM  upon  job  pofomHa. 


INTEGRATED  ROLL  STAND  UNIT 


FLOOR  UNIT 


Continued  on  page  42 


The  World’s  Weather  Authority 


385  Science  Park  Road,  ^tate  College.  PA  16803 
Call  800- 5'66-6606  •  Fax  814-235-8609  •  E-mailsales@accuwx.com 

www.accuweather.com 


Accw  Weather 
Gives  Your  Headers 
The  Best  Of  Beth 
WoHds! 


Another  first 
in  Cox  Ohio’s 
mailroom 

Having  committed  $90  million  to  the 
project,  it’s  hardly  surprising  that 
Cox  Ohio  Publishing  sought  to  exploit 
the  latest-available  technologies  to  build 
and  equip  the  Print  Technology  Center 
in  Franklin,  Ohio  (E&P,  Jan.  18,  June 
28,  and  July  5,  1997). 

Materials  and  production,  for  exam¬ 
ple,  feature  high-rise  newsprint  storage 
and  automatic  roll  loading  for  keyless 
and  shaftless  offset  presses,  with  jaw 
folders,  erected  on  a  concrete  “tabletop.” 

No  less  state-of-the-art,  Cox’s  mail- 
room  claims  two  firsts  among  North 
American  newspapers:  Cannon  Equip¬ 
ment’s  rail-mounted,  automated  cart¬ 
loading  and  cart-accumulation  system 
(see  story,  page  38)  and,  upstream  in  the 
packaging  process,  Heidelberg  Web 
System’s  line  storage  system. 

Developed  a  number  of  years  ago  by 
Swedish  post-press  systems  vendor 
Wamac.  the  line  storage  system  was 
adapted  to  U.S.  newspapers’  greater 
inserting  and  zoning  requirements  by 
Heidelberg,  which  began  manufacturing 
the  system  as  the  NP363  in  its  Dayton, 
Ohio,  plant. 

The  NP363  accepts  sections  directly 
from  the  press  or  pre-inserted  products 
transported  from  one  of  the  NP630s. 
(Heidelberg  also  supplied  the  Cox  oper¬ 
ation  with  four  model  NP630  inserters, 
gripper  conveyors,  and  four  Olympian 
stackers).  A  modular  system,  the 
NP363  can  be  expanded  in  increments 
of  two  storage  blocks  as  needs  dictate. 
Plans  for  the  Cox  facility  called  for 
space  to  hold  approximately  240,000 
newspaper  copies,  according  to  Dayton 
Daily  News  operations  vice  president 
Stan  Richmond. 

Unlike  rotary  systems  that  spool 
products  onto  moveable  wheels  or  rolls, 
the  line  storage  system  assembles  prod¬ 
ucts  into  horizontal  tiers,  stacks  the 
tiers  almost  20  feet  high  and  moves 
them  using  motor-driven  chains  and 
worm  gears. 

When  used  as  a  print  buffer,  the 
NP363  permits  the  presses  to  keep 
roiling  at  speed  even  when  inserting 
cannot  match  that  speed  or  in  the  event 
of  an  inserting  or  stacking  failure. 
Similarly,  if  a  press  run  is  interrupted, 
packaging  can  continue  by  processing 
stored  copies.  —  Jim  Rosenberg 
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Cart-loading  arrangement  between  tie  lines  and  truck  docks  at  Cox  Ohio  Publishing. 
Large  area  to  the  ieft  of  diagram  holds  gravity-tilt  storage  racks  for  inserts  on  pallets. 


indexing  machine 
extracts  carts  to  be 
loaded  and  returns 
loaded  carts  to  their 
assigned  columns. 

Ready  to  reload, 
drivers  enter  their 
route  numbers  by 
typing  into  terminals 
or  swiping  route 
identification  cards 
through  readers.  The 
CAS  then  releases 
only  the  correct  carts 
(those  bearing  the 
right  number  of  the 
right  bundles)  to 
each  truck  dock. 

“You  have  better 
control  over  what 
products  go  on  what 
trucks,  because  it’s 
more  difficult  to  make  a  mistake  with  a 
system  that  will  only  release  certain  things 
to  certain  places,”  says  Richmond.  Also,  a 
label  on  each  cart  provides  drivers  with  “a 
visual  check”  to  ensure  that  they  are  load¬ 
ing  the  correct  bundles. 


“I’ve  never  seen  one  of  these  get 
behind,”  observes  Richmond.  “1  think 
they  can  go  as  fast  as  you  can  go.”  The 
long  path  of  his  system’s  conveyors 
permits  product  to  back  up  briefly  so  that 
“minor  disturbances”  won’t  always  in¬ 


terrupt  production. 

Remarking  on 
the  system’s  “con¬ 
sistency”  in  bundle 
handling  and  place¬ 
ment,  Richmond  al¬ 
so  finds  “it  mini¬ 
mizes  the  damage” 
and  “deals  ...  fairly 
well”  with  the  foot¬ 
ball-shaped  bundles 
that  typically  result 
from  large,  heavily 
inserted  copies. 

As  the  production 
transition  proceeds, 
an  overall  packaging 
control  system  is 
being  created  for  the 
new  plant  by  linking 
information  and  con¬ 
trols  in  Heidelberg’s 
systems  to  those  in  Cannon’s.  Information 
on  products  coming  out  of  the  inserting  and 
bundling  lines  will  be  used  to  instruct  cart 
loading  and  staging  for  truck  loading  —  the 
cart-loading  system  will  know  what’s  com¬ 
ing  and  where  it’s  going.  H 
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We  own  a  newspaper? 

AT&T  acquires  Utah’s  biggest  daily  in  its  deal  with  TCI 


by  Jim  Rosenberg 

This  decade’s  media  megamergers 
placed  some  newspapers,  at  least 
temporarily,  in  the  hands  of  unlike¬ 
ly  owners. 

Soon  after  the  Walt  Disney  Co.  bought 
ABC/Cap  Cities  in  1995,  for  example, 
chairman  Michael  Eisner  said  his  largely 
entertainment-oriented  company  would 
not  spin  off  its  new  newspaper  properties. 
Almost  two  years  later,  however,  it  sold 
the  lot  to  three  newspaper  groups. 

As  first  reported  in  E&P  Interactive 
(www.mediainfo.com),  an  unintended, 
somewhat  ironic,  consequence  of  AT&T’s 
March  9  merger  with  Tele-Communica¬ 
tions  Inc.,  the  world’s  biggest  cable-TV 
operator,  put  the  phone  company  into  the 
newspaper  business.  Now,  the  question  is 
whether,  when,  and  to  whom  AT&T  will 
sell  its  very  own  metro.  The  Salt  Lake 
Tribune,  with  a  daily  circulation  of  133,561, 
and  Sunday  circulation  of  161,857. 

Unlike  Disney,  AT&T  concedes  it  has  no 
interest  in  keeping  the  newspaper  and  will 
probably  sell  it.  But  the  Tribune's  manage¬ 
ment  group,  to  whom  it  must  be  offered 
first,  has  yet  to  hear  from  the  new  owner. 

“At  some  point  now,”  says  publisher 
Dominic  Welch,  “they  have  to  call  me.” 

Whatever  else  it  may  have  accom¬ 
plished,  Ma  Bell’s  breakup  years  ago  hard¬ 
ly  calmed  a  newspaper  industry  suspicious 
of  a  new  breed  of  competitor  able  to  control 
the  network  that  would  carry  a  then-new 
type  of  “content”  —  audiotext  information. 
Newspapers  complained  ceaselessly  of  the 
danger  that  local  phone  monopolies  might 
give  preferred  treatment  to  their  own  future 
ventures  in  information  services  beyond 
directory  publishing.  Trying  to  rein  in  the 
Baby  Bells  he  helped  to  create,  U.S. 
District  Judge  Harold  Greene  was  pressed 
by  all  sides  —  telcos,  publishers,  even  a 
federal  appeals  court. 

By  the  mid-1990s,  however,  concern 
with  the  telcos  evaporated  along  with  inter¬ 
est  in  audiotext  as  a  major  future  business. 
The  Web  had  arrived,  with  its  own  new 
commercial  competitors  for  newspapers  to 
fret  about.  For  the  most  part,  local  and  long¬ 
distance  phone  companies  spent  the  decade 
distracted  by  their  own  deals. 

But  now  that  the  long-distance  successor 
to  the  original  phone  company  giant  has 


merged  with  the  cable-TV  industry  giant,  it 
not  only  has  captured  control  of  consider¬ 
able  coaxial  bandwidth  but  also  has  landed 
smack  in  the  newspapers’  core  competency: 
ink-on-paper  content. 

AT&T’s  deal  with  TCI  brought  it 


Keams-Tribune  Corp.’s  and  Utah’s  largest 
newspaper.  The  group  was  acquired  by  TCI 
in  a  1997  transaction  that  included  real 
estate  and  called  for  issuance  and  exchange 
of  stock  shares. 

According  to  Denver  Rocky  Mountain 
News  reports,  that  arrangement  not  only 
could  have  benefited  Keams-Tribune  own¬ 
ers  but  also  boosted  TCI  chairman  John 
Malone’s  shareholder- voting  power  and 
helped  to  pay  taxes  owed  by  the  estate  of 
TCI’s  founder. 
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Last  year,  TCI  sold  The  Daily  (Nev.)  | 
Sparks  Tribune,  the  Lewiston  (Idaho)  ! 
Morning  Tribune,  the  weekly  Whitman 
County  (Wash.)  Gazette,  and  The  Moscow-  \ 
Pullman  Daily  News  (serving  adjacent 
communities  in  Idaho  and  Washington, 
respectively)  to  employees  under  publisher 
and  former  owner  A.L.  “Butch”  Alford. 

To  judge  by  media-affairs  and  investor- 
relations  personnel’s  buck-passing  and  i 
inability  to  respond,  AT&T  initially  seemed  i 
unaware  that  it  owned  its  new  Salt  Lake 
City  morning  newspaper.  (Following  post¬ 
ing  of  the  original  E&P  Interactive  story,  a  i 
call  from  another  news  outlet  led  an  AT&T  ! 
spokeswoman  to  say  that  her  company  was  ' 
aware  of  the  Tribune  and  that,  although  it  i 
had  no  plans  for  the  paper,  AT&T  typically 
divests  itself  of  noncore  businesses.) 

When  it  passed  to  TCI  in  a  tax-free 
exchange  of  stock,  Keams-Tribune’s  total 
worth  was  estimated  at  more  than  $620  mil¬ 
lion.  Keams-Tribune  was  owned  by  two 
families  and  the  company’s  employees,  i 
Former  directors  who  continued  to  manage  ; 
the  Tribune  autonomously  under  TCI  were 
given  the  the  right  to  buy  back  the  business 
in  2002,  or  sooner  if  TCI  chooses  to  sell. 
That  arrangement  has  not  changed  under 
the  new  merged  owner. 

When  the  deal  with  TCI  was  announced. 
Tribune  publisher  Welch  said  it  would  occa¬ 
sion  “no  change  in  management,  personnel, 
editorial  policy,  philosophical  direction,  or  i 
day-to-day  operations.”  That  hands-off  pol¬ 
icy  seems  unlikely  to  change  in  tlie  short 
term  under  the  new  owner  —  AT&T  hasn’t 
picked  up  the  phone  and  called  Welch. 

“I  don’t  think  AT&T  knows  we’re  here, 
and  I  think  it’ll  take  them  a  year  to  find  us,” 
he  said  shortly  after  the  merger. 

I’hough  there ’s  been  no  offer  to  sell  since 
then,  AT&T  did  finally  reach  out  and  touch 
the  Tribune.  “We’re  adopting  their  employ¬ 
ee  benefits,  and  we’re  adopting  their 
accounting  system,”  says  Welch. 

“We  . . .  will  continue  to  own  it  —  in  the 
near  term,  certainly,”  remarked  Derek 
Chang,  TCI-AT&T  executive  vice  president 
of  corporate  development  and  affiliate  rela¬ 
tions.  Though  a  major  presence  in  Utah,  the 
paper  is  a  comparatively  small  enterprise  in 
the  merged  company’s  vast  realm. 

According  to  Chang,  ownership  of  the 
newspaper  never  came  up  in  talks  between 
TCI  and  AT&T. 

As  the  company  continually  seeks  to 
rationalize  its  holdings,  says  Chang,  “we’re 
just  going  to  figure  out  whether  or  not  it’s  a 
strategic  asset  and  . . .  what  to  do  with  it.” 

“At  some  point  they’ll  probably  just  spin 
it  off,”  predicted  Frank  Washington,  echo- 
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ing  most  other  observers’  thinking.  Known 
to  newspapers  as  chief  executive  of  System 
Integrators  Inc.  (SII),  supplier  of  widely 
used  publishing  systems,  Washington 
remains  “really  good 
friends”  with  AT&T 
Consumer  Services 
president  Leo  J. 

Hindery  Jr.  Washington 
and  the  former  TCI 
president  partnered  for 
several  years  in  buying 
cable  companies. 

The  Tribune  has 
another  newspaper 
company  to  thank  for 
its  new  corporate  boss. 

Hindery  reportedly  de¬ 
veloped  his  interest  in 
cable  TV  when  he  left  a 
Wall  Street  investment 
bank  in  1985  to  become 
planning  and  finance 
chief  at  San  Francisco’s 
Chronicle  Publishing  Co.  Hindery  went 
into  the  cable  business  himself,  and  TCI 
bought  most  of  Chronicle’s  cable  holdings. 

Along  the  way,  Hindery  and  Malone 
became  friends.  When  Malone  needed  a  top 
executive  for  TCI  two  years  ago  —  at  about 
the  same  time  that  TCI  acquired  Keams- 
Tribune  —  he  sought  out  Hindery.  The 
merger  with  AT&T  subsequently  put 
Hindery  in  charge  of  the  unit  responsible 
for  the  Tribune. 

Hindery  started  his  original  cable  ven¬ 
ture  with  former  San  Francisco  Chronicle 
managing  editor  Alan  Mutter,  whose  other, 
subsequent  ventures  include  Best  Internet 
Services  and  Instant  Objects  (formerly 
Electric  Classifieds  Inc.). 

When  Hindery  left  the  Chronicle,  “he 
had  looked  at  buying  both  newspapers  and 
cable,”  recalled  SB’s  Washington,  adding 
that  any  print  interest  was  left  in  the  wake  of 
Hindery ’s  success  in  cable. 

Welch  and  Hindery  are  no  strangers  to 
;  one  another.  Remembering  Hindery  from 
the  creation  of  a  newsprint-production 
partnership,  Welch  remarks,  “Leo  was  a 
good  negotiator  even  then.” 

The  Chronicle  and  the  Tribune  are  the 
i  dominant  partners  in  their  respective  joint 
i  operating  agreements  (JOA).  Along  with 
other  newspaper  publishers  and  a  large 
Canadian  papermaker,  the  JOA  companies 
—  San  Francisco  Newspaper  Agency 
(SFNA)  and  Salt  Lake  City’s  Newspaper 
Agency  Corp.  —  were  early  participants 
in  forming  the  Ponderay  Newsprint  mill  in 
I  Usk,Wash. 

'  “It  worked  very  well  for  a  while,  until 
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they  dropped  out,”  Welch  recalls,  refer¬ 
ring  to  SFNA’s  decision  to  join  a  similar 
venture  with  the  same  papermaker  in 
British  Columbia.  The  Ponderay  mill  is 
still  producing,  but  the 
ill-fated  Gold  River 
mill  in  British 
Columbia  is  not. 

Like  most  large  U.S. 
newspapers  and  almost 
all  those  published  in 
two-newspaper  cities. 
Salt  Lake  City’s  two 
dailies  are  owned  by 
large  organizations. 
(Interestingly,  where 
JOAs  include  smaller, 
local  part-ners,  those 
independent  owners 
invariably  have  the 
stronger  publications.) 

But  in  a  situation 
unique  among  Amer¬ 
ica’s  few  remaining 
two-newspaper  cities,  the  owners  of  both 
dailies  serving  Utah’s  capital  are  not  gener¬ 
ally  understood  as  media  companies. 

The  Tribune'^  JOA  partner.  The  Deseret 
News  (with  circulation  of  66, 1 38  daily  and 
69,444  Sunday)  is  an  evening  paper  owned 
by  the  Mormon  Church. 

For  the  past  10  years,  the  News  has  seri¬ 
ously  contemplated  conversion  to  morn¬ 
ing  publication,  following  an  industry 
trend  of  the  last  four  decades.  The  trend 
toward  two  morning  papers,  however,  is 
newer,  beginning  a  couple  of  years  ago  in 
Vancouver,  British  Columbia,  and  build¬ 
ing  up  steam  more  recently  with  The 
Seattle  Times'  announced  intention  to  con¬ 
vert  in  the  near  future. 

“[The  News]  notified  me  in  1989  that 
they  were  going  to  exercise  that  right,”  says 
Tribune  publisher  Welch  (who  is  also  pres¬ 
ident  of  the  Newspaper  Agency  Corp.,  the 
papers’ joint  operating  company). 

Serious  discussion  resumed  a  year  ago, 
then  unexpiainably  stopped,  says  Welch. 
He  speculates  that  circulation  losses  that 
followed  a  late- 1997  conversion  to  morn¬ 
ings  at  The  Daily  Herald,  a  Pulitzer  Pub¬ 
lishing  Co.  paper  in  nearby  Provo,  may 
have  spooked  News  executives. 

Noting  rumors  that  the  News  will  con¬ 
vert  on  July  1,  he  says,  “You  can’t  move 
that  quickly,”  adding  that  conversion 
could  be  expected  nine  to  12  months  after 
notification. 

News  publisher  William  James 
Mortimer  did  not  return  calls  seeking 
comment  on  the  possibility  of  converting 
to  morning  publication.  H 


“We ...  will  continue 
to  own  it  —  in  the  near 
term,  certainly. ...  We’re 
just  going  to  figure 
out  whether  or  not  it’s 
a  strategic  asset ...” 

-Derek  Chang, 

TCI-AT&T  exec.  v.p.  of  corporate 
development  and  affliate  relations 
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Nexpo 

Addendum 


The  following  are  corrections  to  the 
1999  Nexpo  Preview  Section  {Editor  & 
Publisher,  May  8,  1999).  Included  are 
descriptions  that  did  not  appear  within 
the  section. 

Booth:  1723 

Digital  Technology  International 

STAFFED  BY:  JoAnn  Froelich,  pres.;  Richard  Hall, 
public  relations;  Stephanie  Killpack,  demo  schedul¬ 
ing;  .Marilyn  Evans,  David  Oldham,  product  demos. 
EXHIBIT:  New  Products-  Integrating  Adobe  InDesign 
with  DTl’s  database-centered  publishing  system  and 
its  computer-automated  workflow  has  created  the 
NewsSpeed  5.0  system.  This  new  version  release  of 
DTTs  entire  suite  of  applications  includes  integrated 
solutions  for  page  planning  and  budgeting,  text  edit¬ 
ing,  display,  and  classified  advertising  production, 
complete  pagination,  image  management,  archiv¬ 
ing,  Internet  publishing,  and  database-managed  full 
page  output  to  negative  or  CTP. 

Springville,  Utah 

801-853-5000;  Fax:  801-853-5001; 

dtinfo@dtint.com 

web  site:  http/Zwww.dtint.com 

Booth:  1611 

Global  Singlewidth  Sales  LLC  of  West 
Chicago,  III. 

STAFFED  BY:  Ed  Padilla,  pres:  Bill  Lawson,  v.p.  & 
g.m.;  James  Hancock,  v.p..  &  director  (sales) 
EXHIBIT:  Global  Singlewidth  Sales  LLC  offers  quali¬ 
ty  used  single  width  press  equipment  and  compo¬ 
nents,  specializing  in  Goss  Community,  SC,  SSC, 
Urbanite  and  C-150  units.  Services  include  press 
appraisals,  representation  for  the  purchase  or  sale  of 
equipment,  rebuilding,  remanufacturing,  enhance¬ 
ments  to  existing  equipment,  installations,  on-site 
services,  and  training. 

West  Chicago,  111. 

630-876-9977;  Fax:  630-876-9972 


E&P’s  new  and 
improved  archives 

Editor  &  Publisher  Interactive  has 
unveiled  improved  online  archives  to 
Editor  &  Publisher,  Free  Paper  Publisher, 
and  mediaINFO.com  magazines  and  the 
company’s  Web  site.  The  new  archives 
page  is  located  at  http;//archives.media 
info.com. 

Powered  by  Infonautics  of  Wayne,  Pa., 


the  new  archives  are  faster  and  better  orga¬ 
nized.  Users  may  now  search  by  author, 
keyword,  and/or  date  range.  Articles  are 
also  sorted  by  relevancy  and  date. 

The  archives  include  E&P  magazine 
dating  back  through  1988.  Free  Paper 
Publisher  and  mediaINFO.com  are 
archived  through  1997.  E&P  Interactive  is 
archived  through  1996. 

Readers  may  purchase  a  one-day, 
monthly,  or  annual  subscription  for  access 
to  the  archives. 


Announcing 


The  database-centered  publishing  solution  with 

Adobe^InDesign® 


Nem^ised^JO 

See  it  at  NEXPO  booth  #1723 

DTI’s  database -centered  NewsSpeed  publishing  system 
incorporates  Adobe  InDesign  into  its  core  architecture.  This 
all  new  suite  of  applications  includes  integrated  solutions  for 
page  planning  and  budgeting,  text  editing,  display  and 
classified  advertising  production,  complete  pagination,  image 
management,  archiving,  internet 
publishing,  and  database 
managed  full  page  output  to 
negative  or  computer  to  plate. 


INTERNATIONAL' 


The  Profitable  Solution. 


801.853.5000  www.dtint.com  dtinfo@dtint.com 


www.medjainfo.com 
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Exploiting  intranet  as  editorial  tool 

SunSpot  shines  in  testing  of  local  network  at  Fort  Lauderdale,  Fla.,  Sun-Sentinel 


By  Bob  Weinstein 

Techies  at  the  Fort  Lauderdale,  Fla., 
Sun-Sentinel  are  basking  in  the  rays 
of  their  own  glorious  accomplish¬ 
ments.  They  recently  rolled  out  a  new  front- 
end  system,  which  required  phasing  out 
Atex  and  switching  to  a  complete  editorial 
system  from  CCI  Europe.  But  the  corner¬ 
stone  of  the  transition  is  the  creation  of  an 
intranet  to  be  used  as  a  daily  editorial  tool 
for  newsroom  staffers. 

The  intranet,  dubbed  SunSpot.  was  offi¬ 
cially  launched  Feb.  17,  just  IV2  months 
behind  schedule.  This  delay  isn’t  bad  when 
you  consider  that  most  of  the  key  players 
worked  on  it  part-time,  according  to  Mike 
Meiners,  an  editorial  systems  editor  and  one 
of  six  people  on  the  team  that  put  the  new 
technology  in  place. 

One  of  the  driving  forces  for  the 
intranet’s  creation  was  the  conversion  from 
Atex  to  CCI  software,  according  to  Meiners. 
Once  Atex  was  phased  out.  newsroom 
staffers  and  reporters  in  remote  locations 
could  no  longer  access  news  wires,  photo 
requests,  and  messages.  “We  had  to  dupli¬ 
cate  the  functionality  on  the  new  Windows 
NT  platform,”  says  Meiners.  “The  only  way 
we  could  do  that  was  through  an  intranet.” 

Instead  of  a  dull  screen,  the  first  thing 
newsroom  staffers  see  when  they  sign  on  to 
their  computers  in  the  morning  is  a  full 


screenshot  of  a  sun,  pulsing  and  changing 
colors.  This  image  quickly  shrinks  out  of 
sight  to  the  sound  of  a  whoosh. 

Systems  editor  John  Hurst  describes  the 
opening  screen  as  an  “animated  mininews¬ 
paper”  and  says,  “The  main  screen  replaces 
the  messaging  functions  of  Atex.  Newsroom 
announcements,  which  are  generated  on  a 
daily  basis  on  the  intranet,  take  up  about 
75%  of  the  screen.  The  rest  of  the  page  is 
made  up  of  links  to  the  daily  minutes, 
announcements,  technological  tips,  and 
research  applications,  to  name  a  few.” 

Meiners  says  the  CCI  system  is  “inten¬ 
sive,”  but  not  without  shortcomings.  While 
reporters  can  access  CCI  through  the  net¬ 
work,  it’s  impractical  due  to  its  slow  speed. 
The  solution  was  an  intranet  serving  many 
purposes. 

“The  intranet  brings  together  the  applica¬ 
tions  and  World  Wide  Web  sites  used  by 
reporters  and  editors  in  a  single  convenient 
easy-to-use  location.”  says  Lisa  Peterson, 
senior  information  researcher,  who,  with 
Hurst,  led  the  intranet  project.  “By  using  an 
Internet  browser,  we’re  able  to  use  one  inter¬ 
face  for  many  applications,  making  it  a  lot 
easier  to  use.” 

The  best  part,  according  to  Meiners,  is  a 
front-screen  navigation  bar,  which  lists  all 
the  daily  news  and  updates,  plus  links  to 
databases. 

Adds  Peterson,  “If  there  is  breaking  news 


the  newsroom  needs  to  know  about,  we  can 
post  it  right  away.  Our  intranet  site  is  set  to 
automatically  refresh  every  hour.” 

But  SunSpot  also  boasts  other  helpful 
tools,  such  as  a  text  database  of  stories  pub¬ 
lished  since  1985,  photo  archives,  a  graphics 
tracker,  and  research  links  so  beat  reporters 
can  quickly  research  specific  Internet  sites. 
In  the  works  is  a  source  database. 

The  best  part  is  that  the  intranet  is  easy  to 
use,  especially  for  reporters  in  remote  loca¬ 
tions.  Sports  reporters  were  recently  given 
training  sessions  on  its  filing  system. 
Explains  Meiners,  “Reporters  don’t  have  to 
dial  into  Atex  or  code  a  story  or  do  anything 
difficult.  In  fact,  they  don’t  need  any  techni¬ 
cal  skills.  They  simply  type  their  stories  into 
a  form  [or  paste  it  in]  and  just  click  on  [a] 
‘Submit’  button,  and  it  goes  directly  into  the 
CCI  system.” 

Diego  Bunuel,  a  reporter  at  the  paper’s 
South  office,  says  the  intranet  is  a  vast 
improvement  over  what  he  calls  “the  clunky 
Atex  system. . . .  There  are  quick  links  to  just 
about  anything.  It’s  much  easier  doing 
research  now.  You  can  find  things  in  seconds 
compared  to  using  Atex,  which  took  forever 
to  retrieve  information.  With  the  intranet, 
information  sources  are  pooled  in  one  loca¬ 
tion,  making  it  fast  and  easy  to  find  what 
you  need.” 

Gail  DeGeorge,  Sun-Sentinel  business 
editor,  calls  the  intranet  a  combination 
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newsroomwide  bulletin  board,  which 
includes  style  notes  and  personnel  changes, 
and  an  easy  link  to  the  Internet.  DeGeorge 
says  she  liked  the  fact  that  systems  editors 
checked  with  her  and  her  writers  and  re¬ 
searchers  to  find  out  what  sites  they  use  so 
they  can  provide  links  to 
them. 

“Business  ref)orting  re¬ 
quires  a  lot  of  document 
research,  which  means 
constantly  checking  out 
companies  on  Web  sites,” 
she  adds.  “The  intranet  is 
also  great  for  people  in 
bureau  offices.  I  was  a 
bureau  reporter  for  most 
of  my  professional  life. 

One  of  the  frustrating 
things  was  never  knowing  what  was  going 
on  in  the  main  office.  I  always  felt  out  of  the 
loop.  The  intranet  . . .  connects  everyone  to 
the  newsroom.” 

The  entire  effort  was  the  brainchild  of 
John  Thompson,  Sun-Sentinel  associate  edi¬ 
tor  in  charge  of  technology,  who  developed 
the  intranet’s  initial  blueprint.  Initially, 
Thompson  saw  the  conversion  to  CCI  and 
the  creation  of  a  functional  intranet  as  a 
three-  to  six-month  project.  But,  as  it  took 
new  twists  and  turns,  the  project  wound  up 
rurming  almost  a  year. 

“It  quickly  evolved  into  something  much 
bigger  than  I  ever  envisioned,”  he  says,  “tak¬ 
ing  on  a  life  of  its  own.  When  we  started,  my 
vision  was  to  offer  remote  users  a  way  of 
getting  off  Atex  and  accessing  the  wires  and 
text  archive  system  and  doing  their  own 
research.  Once  we  saw  the  scope  of  the  pro¬ 


ject  and  its  potential,  we  figured  we  had 
only  one  real  shot  of  launching  it  in  the 
newsroom  and  making  it  a  viable  tool.  If 
done  right,  we  could  bring  our  staff  to  a  level 
of  research  and  information  capability,  the 
likes  of  which  they  had  never  seen.” 

The  more  time  Thomp¬ 
son  and  his  group  put  into 
it,  the  more  tools  they  cre¬ 
ated.  After  months  of 
intensive  work,  the 
intranet  was  a  hotbed  of 
information,  including 
hyperlinks  to  the  top 
search  engines,  research 
sources,  daily  critiques, 
bulletin  boards  where  edi¬ 
torialwide  messages 
could  be  posted,  proce¬ 
dural  changes,  aiuiouncements  (births,  pro¬ 
motions,  awards,  lost  possessions),  you 
name  it.  “Everything  is  browser-based,  so 
it’s  easy  to  navigate  and  extremely  user- 
friendly,”  Thompson  adds.  “The  intranet 
revolutionized  the  newsroom  from  a 
research-gathering  standpoint.” 

Creating  the  intranet  turned  into  a  labor 
of  love  and  an  obsession  for  Thompson’s 
group.  Meiners,  for  example,  prepared  site 
content  while  systems  editor  Hurst  did  most 
of  the  tedious  programming,  a  Herculean 
task  in  itself. 

Technical  limitations  were  the  biggest 
problems  launching  the  intranet.  “I  had  no 
clue  how  to  program  in  [Active  Server 
Pages]  until  last  August,”  Hurst  confesses. 
“So  I  taught  myself.  I  read  books  and  kept 
working  on  it  until  I  got  it.  It  was  also  tough 
getting  the  wire  services  and  text-archive 


system  to  work.” 

Finding  the  time  to  work  on  the  intranet 
also  posed  problems  for  Hurst.  “I  probably 
did  three-quarters  of  the  work  on  program¬ 
ming  the  front  screen  at  home  because  there 
wasn’t  time  to  work  on  it  during  the  day 
because  we  were  all  so  busy  trying  to  phase 
out  Atex  and  get  CCI  in  place.” 

But,  all  their  hard  work  paid  off.  SunSpot 
drew  rave  reviews  from  newsroom  staffers 
and  even  Earl  Maucker,  the  Sun-Sentinel's 
editor.  “I  was  expecting  something  good, 
but  I  wasn’t  expecting  anything  like  this,”  he 
confesses.  “Of  all  the  technological  changes 
we’ve  made  to  editorial,  this  is  by  far  the 
most  incredible.” 

Maucker  says  the  intranet  helped  the 
newsroom  make  a  relatively  smooth  transi¬ 
tion  to  CCI.  “It  helped  sell  the  frustrations  of 
implementing  a  new  system,”  he  adds. 
“There  are  always  problems  and  complica¬ 
tions  when  changing  from  an  Atex  main¬ 
frame  system  to  a  network  system.  But, 
when  editors  and  reporters  saw  the  kinds  of 
applications  the  intranet  site  provided,  it 
helped  sell  the  whole  thing.  It  gave  them  an 
idea  of  the  potential  of  these  powerful  com¬ 
puters.” 

By  the  same  token,  Maucker  says  you 
“can  create  the  world’s  most  creative 
intranet,  but  if  you  don’t  ...  continually 
update  it,  you’ve  wasted  time.  We  have  a 
designated  group  responsible  for  maintain¬ 
ing  the  site.  The  key  to  success  is  continuous 
support.” 


Weinstein  writes  Tech  Watch,” a  ca¬ 
reer  column  carried  by  King  Features 
Syndicate  Inc. 


SunSpot  drew  rave 
reviews  from  news¬ 
room  staffers  and 
even  Earl  Maucker, 
the  Sun-Sentiners 
editor. 


chose  this  symbol  of  a  bird  In  flight  to  represent  the  spirit  of  Innovation  and  Individual  creativity,  responsibility 
and  participation  on  which  Tembec  Is  built.  In  our  operations  across  Canada  and  In  France,  Tembec,  through  our 
various  Divisions  and  Business  Units,  produces  a  wide  variety  of  pulp,  paper  and  wood  products  and  markets 
them  In  50  countries  worldwide.  With  recent  acquisitions,  we're  a  $2  billion  a  year  company.  We're  committed 
to  long  term  customer  satisfaction  and  stakeholder  benefit  and  to  an  environmental  program  that  stresses 
ecological  forest  management  and  sustainable  development.  We'd  like  you  to  get  to  know  us. 

Please  visit  our  website  at  www.tembecca 


incorporating 
Spruce  Falls  Inc. 
and 

Pine  Falls  Paper  Company 


NG  PAPERS  DIVISION 

Kapuskasing  pine  falls 
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Newsprint  sales  plan 
fuels  Enron  expansion 


by  Lucia  Moses 

Already  a  power  and  gas  supplier  to 
newspapers,  Enron  Capital  and 
Trade  Resources  Corp.  is  trying  to 
be  more. 

Houston-based  Enron,  a  leading  U.S. 
buyer  and  seller  of  energy,  hopes  to  add 
newsprint  sales  by  the  end  of  the  year.  The 
company  already  arranges  swap  agree¬ 
ments  with  newspapers,  in  which  buyer 
and  seller  agree  on  a  specified  newsprint 
volume  at  a  specified  price  as  insurance 
against  price  fluctuations. 

The  company  has  discussed  sales  with 
several  newspaper  companies,  and  a  num¬ 
ber  have  shown  interest,  says  Edward 
Ondarza,  vice  president.  Enron  has  talked 
to  suppliers  and  hopes  to  start  selling 
newsprint  in  the  second  half  of  the  year. 

In  the  past,  when  Enron  entered  a  new 
market,  it  typically  started  by  selling  the 


physical  product  before  arranging  finan¬ 
cial  deals.  In  this  case,  Enron  plans  to 
move  from  financial  transac¬ 
tions  to  sales  because  it 
lacks  experience  with  the 
physical  newsprint  product, 

Ondarza  explains. 

While  other  companies 
sell  newsprint  on  a  floating 
basis,  leaving  the  price  sub¬ 
ject  to  fluctuations,  Enron 
says  its  selling  point  wilt  be 
stable  prices. 

The  Bergen  Record  Corp. 
in  Hackensack,  N.J.,  is 
among  Enron’s  swap  cus¬ 
tomers.  Ben  Cannizzaro, 
vice  president  of  manufacturing  for  the 
Record  Corp.,  says  he  does  business  with 
newsprint  vendors  other  than  Enron  and 
has  no  plans  to  switch,  but  says  he  might 
be  interested  if  Enron  can  guarantee  stable 


prices.  “Certainly,  stability  is  something 
that  our  industry  has  been  looking  at  for  a 
long  time.” 

Enron  wants  to  go  still  further  in  serv¬ 
ing  newspapers.  As  utility  deregulation 
sweeps  the  country,  raising  concerns 
about  price  stability,  Enron  is  talking  to 
newspaper  companies  about  taking  over 
their  printing  operations  as  a  way  of  level¬ 
ing  electricity  and  other  operating  costs 
throughout  the  year. 

“We’ve  had  a  few  compa-  \ 
nies  express  an  interest  in  it.  I 
It’s  going  to  take  a  lot  of  work 
on  our  part.”  Ondarza  says.  j 

Meanwhile,  low  newsprint 
prices  are  benefitting  Enron 
on  the  swap  side.  Newsprint 
is  selling  around  $450  a  ton 
now,  down  from  around  $600 
in  1998,  fueling  new.spapers’ 
interest  in  hedging.  . 

“People  are  looking  at  it  a  ' 

little  differently  and  taking 
advantage  of  softness  in  the 
physical  market,”  says  Ondarza,  who  is 
slated  to  address  the  topic  June  14  at  the 
International  Newspaper  Financial  Execu¬ 
tives’  annual  convention  in  Las  Vegas. 

Cannizzaro  agrees  that  the  low  prices 


Edward  Ondarza 


E&F  NEWSPAPER  STOCKS 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


6/9/99 

6/2/99 

6/10/98  ■ 

t  ”  ........ 

6/9/99 

6/2/99 

6/10/98 

A.H.  Belo  Corp.  (NY)+ 

21.125 

22.062 

25.250  : 

McClatchyCo.  (NY) 

34.812 

36.437 

30.375 

Central  Newspapers  Inc.  (NY) 

34.375 

34.750 

31.344 

Media  General  Inc.  (AM) 

50.937 

51.125 

45.438 

Dow  Jones  &  Co.  Inc.  (NY) 

53.000 

53.062 

49.375 

New  York  Times  Co.  (NY)+++ 

35.062 

34.687 

36.000 

E.W.  Scripps  Co.  (NY) 

45.812 

46.312 

51.188 

News  Corp.  Ltd. 

35.812 

33.000 

23.563 

Gannett  Co.  Inc.  (NY) 

72.062 

72.937 

66.563 

Pulitzer  Inc.  (NY) 

20.125 

41.875 

43.906 

Gray  Comm.  Sys.  (NY) 

16.375 

16.250 

15.312 

Quebecor  Inc.  Class  A 

21.250a 

21.250a 

20.625a 

Harte-Hanks  Inc.  (NY)++ 

23.000 

22.875 

22.500 

Thomson  Corp.  (TSE) 

45.600 

45.800a 

41.250a 

Hollinger  International  (NY) 

13.687 

13.750 

16.188 

Times  Mirror  Co.  (NY) 

58.750 

59.062 

65.500 

Journal  Register  Co.  (NY) 

16.125 

16.375 

19.625 

Tribune  Co.  (NY)* 

79.875 

78.750 

68.625 

Knight  Bidder  (NY) 

53.375 

52.000 

55.938 

Washington  Post  Co.  (NY) 

557.000 

554.937 

556.125 

Lee  Enterprises  Inc.  (NY) 

28.625 

29.062 

29.750 

*  Adjusted  for  2-for-1  stock  split 

+  Adjusted  tor  2-for-1 

stock  split  as  of  6/5/98  (a)  Canadian  dollars 

++  Adjusted  tor  2-for-1  stock  split  as  of  3/16/98  (b)  British  pounds 

+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 


48 


EDITOR  a  PUBLISHER  /  JUNE  12.  1999 


www.mediainfo.com 


make  swaps  more  appealing.  “All  this  does  is  add  more  volatili¬ 
ty  to  need,  because  what  comes  down  must  come  up.” 

How  long  will  prices  stay  low?  “It’s  really  difficult  to  say  at 
this  point,”  Ondarza  says.  “There  still  seems  to  be  newsprint 
coming  from  foreign  locations,  but  demand  doesn’t  seem  to  be 
strong  enough  to  bring  prices  up.” 

New  exec  at  Globe  and  Mail 

Phillip  Crawley,  who  was  hired  to  lead  The  Globe  and  Mail 
in  its  war  with  Canada’s  other  national  newspaper,  the  National 
Post,  was  named  the  newspaper’s  new  publisher  and  chief  exec¬ 
utive.  Crawley,  55,  joined  the  Toronto-based  newspaper  in 
October  as  president  and  chief  operating  officer.  He  replaces 
Roger  Parkinson,  58,  who  came  to  the  Globe  and  Mail  in  1994. 
Crawley’s  old  titles  will  be  retired. 

Parkinson,  who  will  remain  chairman,  says  the  long-planned 
transition  will  let  him  focus  on  the  newspaper’s  strategy. 
“Phillip’s  come  in,  he’s  done  a  great  Job,  and  now’s  the  time  to 
turn  the  papier  over  to  him,”  Parkinson  says. 

Crawley  previously  was  managing  director  at  the  New 
Zealand  Herald,  and  before  that  was  chief  editor  of  the  South 
China  Morning  Post  in  Hong  Kong. 

The  leadership  change  comes  as  the  Globe  and  Mail,  the  flag¬ 
ship  of  Thomson  Corp.,  battles  for  readers  and  advertisers  with 
Canada’s  other  national  newspapier,  Southam  Inc.’s  8-month-old 
National  Post.  Crawley  says  the  Globe  and  Mail  is  beating  the 
Post  on  the  circulation  and  advertising  fronts.  He  has  taken  heat 
from  advertisers  over  his  refusal  to  join  the  Audit  Bureau  of 
Circulations,  arguing  that  the  audit  bureau  cheapiens  the  value  of 
readership  figures  by  counting  discounted  papiers.  The  Globe 
and  Mail's  average  Monday  through  Saturday  audited  circula¬ 
tion  last  year  was  about  330,000,  up  3%  over  1997,  Parkinson 
says.  (The  Globe  and  Mail  doesn’t  publish  Sundays.) 

JRC  buys  Conn,  monthly 

Journal  Register  Co.  bought  the  The  Farmington  Valley  Post,  a 
free  monthly  distributed  in  central  Connecticut,  after  it  made 
owner  Lucia  Reid  an  offer  she  couldn’t  refuse. 

The  10-year-old  Post,  distributed  to  about  30,000  households 
in  central  Connecticut,  will  become  part  of  Journal  Regi.ster’s 
Connecticut  cluster,  which  consists  of  five  dailies,  including  the 
flagship  Ne\i’  Haven  Register,  and  65  non-dailies. 

Northeast  papers  for  sale 

Journal  Transcript  Newspapers  Inc.  is  seeking  a  buyer  for  its 
15  newspapers  in  New  England.  Journal  Transcript  owns  the 
weekly  York  County  Coast  Star  in  Kennebunk,  Maine,  with  a 
distribution  of  about  10,000,  and  14  papers  in  Massachusetts  and 
New  Hampshire. 

Thomson  adds  Indy  daily 

Thomson  Newspapers  has  added  its  eighth  daily  in  central 
Indiana  with  the  purchase  of  Lebanon  Newspapers  Inc.,  pub¬ 
lisher  of  The  Reporter,  circulation  7,100,  from  Corinne  Quayle, 
mother  of  former  Vice  President  Dan  Quayle,  and  her  sister, 
Suzanne  Murphy.  Stamford.  Conn.-based  Thomson  owns  55 
daily  newspapers  in  the  United  States  and  Canada. 
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Pul  away  the  checkbook 

ABC’s  thin  explanation  is  a  good  reminder  for  all 

Journalism  is  not  a  science,  but  a  matter  of  trial  and  error.  And,  as  in  our  personal 
lives,  journalism  often  learns  best  from  its  errors  rather  than  its  lucky  streaks.  In 
that  spirit,  we  in  the  press  should  be  grateful  ...  sort  of  ...  to  ABC  News  for 
reminding  us  all  once  more  how  insidious  are  the  temptations  of  checkbook  journalism. 

ABC  News  stoutly  denies  that  it  engaged  in  anything  so  loathsome  as  checkbook 
journalism.  Let’s  look  at  the  facts.  Everybody  covering  the  Columbine  High  School 
shootings  has  been  trying  to  talk  at  length  with  Nathan  Dykeman,  an  18-year-old  who 
apparently  was  the  best  friend  of  one  of  the  presumed  gunmen.  So  far,  only  two  news 
organizations  have:  the  National  Enquirer,  which  paid  Dykeman  a  reported  $10,000, 
and  ABC  News,  which  acknowledges  paying  $16,000. 

Both  paid  Dykeman  for  access  to  video  games,  a  high-school  yearbook,  and  other 
materials.  ABC  aired  a  home  video  showing  presumed  gunman  Dylan  Klebold  as  well 
as  a  music  video  in  which  Klebold  acts  out  a  violent  fantasy  at  the  high  school.  ABC 
says  it  bought  this  material  only  to  bring  context  to  the  Dykeman  interview,  which  it 
claims  it  did  not  pay  for.  In  other  words,  it  paid  the  subject  of  a  news  story  —  but  it 
did  not  pay  the  subject  of  a  news  story  for  an  interview. 

That’s  their  story,  anyway,  and  we’re  not  surprised  that  few  people  are  buying  it.  As 
we  report  elsewhere  in  this  issue,  ABC  News’  subtle  parsing  didn’t  pass  the  smell  test 
among  many  of  the  journalists  gathering  last  weekend  at  the  Investigative  Reporters  and 
Editors  national  conference  in  Kansas  City,  Mo.  Nor  is  that  reaction  confined  to 
reporters  hard-wired  for  skepticism. 

The  furor  ABC  News  kicked  up  may,  in  fact,  be  the  best  thing  about  the  whole 
episode.  It  is  prompting  an  examination  of  conscience  about  a  practice  that  is,  as  we  see 
with  ABC,  all  too  easily  rationalized  away.  The  uproar  reminds  us  that  checkbook  jour¬ 
nalism  encourages  its  recipients  to  tell  reporters  what  they  want  to  hear.  Checkbook 
journalism  manages  to  impugn  the  integrity  of  both  giver  and  receiver  —  a  point  that  is 
not  lost  on  readers  and  viewers. 

The  flak  ABC  News  is  getting  reminds  us,  too,  that  even  a  very  good  news  organiza¬ 
tion  can  slip.  The  most  heartening  thing  of  all,  though,  was  that  when  other  responsible 
journalists  saw  what  ABC  had  done,  they  erupted  in  disdain  —  instead  of  deciding  that 
the  ground  rules  of  good  journalism  had  changed  and  that  it  was  time  to  reach  for  their 
own  checkbooks. 

ABC  News  says  that  in  the  future  it  will  make  on-air  disclosures  of  any  financial 
arrangements  when  it  purchases  things  from  a  non-traditional  news  source  such  as 
Dykeman.  Full  disclosure  from  news  organizations  is  something  always  to  be 
desired.  We  can’t  help  thinking,  though,  that  the  disclosure  that  will  best  serve  to 
keep  ABC  News  away  from  any  further  dabbling  in  checkbook  journalism  was  when 
the  payment  to  Dykeman  was  first  reported  on  the  front  page  of  The  New  York  Times 
business  section. 
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Ethical  treatment 

SPJ  president  Wendy  Myers’  quote  in 
the  May  15  story  about  false  stories  (E&P, 
p.  19)  hit  the  mark.  Ethics  indeed  should 
be  part  of  every  J-school’s  core  reporting 
courses  as  well  as  in  media  law  classes. 

We’ve  been  doing  that  at  Michigan  State 
University  for  years,  and  just  this  spring, 
we  also  converted  our  elective  ethics 
course  into  a  requirement  for  all  new 
majors.  It  is  distressing,  though,  that  she 
even  had  to  make  that  point.  Some  schools 
apparently  still  haven’t  gotten  the  message. 

Bill  Cote 

associate  professor  of  journalism 
School  of  Journalism 
Michigan  State  University 
East  Lansing 


E&P’s  magnetism 

About  the  time  I  decide  that  I  can’t 
afford  E&P  (I  can’t  write  it  off  to  the 
company),  you  publish  an  article  that 
pulls  me  back  in.  I  edit  a  magazine,  not  a 
newspaper,  so  a  lot  of  E&P  really  does¬ 
n’t  appeal.  Then  you  run  a  six-page 


50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  March  5, 1949 

The  Associated  Press  sent  out  a 
retraction  of  a  story  distributed  in  the 
night  report  of  Jan.  21,  1943,  “regard¬ 
ing  reports  of  [forced]  ship  unloadings 
at  Guadalcanal’’  by  sick  Guadalcanal 
Marines  when  a  National  Maritime 
Union  crew  of  a  merchant  ship  refused 
to  work  on  Sunday  because  of  union 
regulations.  A  retraction  was  printed 
when  an  investigation  by  the  AP  yield¬ 
ed  no  evidence. 


Florida  reporters  covering  the  leg¬ 
islature  signed  a  formal  protest  after 
Miami  Herald  reporter  Stephen 
Trumball  was  punched  in  the  face  by 
Senator  A.  G.  McArthur,  chairman  of 
the  rules  committee.  Trumball  was 
then  barred  from  the  Senate  for  the 
rest  of  the  session. 


The  New  York  Times  has  raised  the 
price  of  its  Sunday  edition  to  20  cents 
in  the  area  beyond  a  50-mile  radius  of 
New  York  City. 


spread  on  religion  coverage  (May  15,  p. 
28)  that  relates  to  an  aspect  of  my  life 
other  than  publishing  (the  church,  in  this 
case)  and  I  say:  “Where  else  would  I  get 
that  information  if  not  for  E&PT'  Or  you 
report  on  some  other  aspects  of  news 
media,  reporting,  editing,  online,  or  the 
business  of  newspapering  that  I  find 
interesting. 

I  obtained  my  first  job  out  of  college  at  a 
weekly  chain  outside  Philadelphia  because 
of  an  ad  I  ran  in  E&P  —  back  in  1%2.  My 
master’s  thesis  from  the  University  of 
Oklahoma  was  on  joint  newspaper  opera¬ 
tions.  So  you  say  there  will  be  a  “new 
E&P  "  You’re  working  hard  at  keeping  me 
a  subscriber,  aren’t  you? 

Ronald  E.  Keener 
editor 

Health  Management  Technology 
164  Pinehill  Court 
North  Aurora,  Ill.  60542 

A  decade  off 

I  believe  I  caught  an  error  on  p.  10, 
E&P,  May  22,  1999. 


In  the  story  about  Media  General,  you 
have  them  buying  Park  Communications 
in  1987. 1  am  almost  certain  that  acquisi¬ 
tion  took  place  in  1997. 

Craig  Brelsford 
editorial  page  editor 
The  Hickory  (N.C.)  Daily  Record 

Editor’s  note:  We  stand  corrected,  v 


E-mail  us: 

Send  your  calendar  items  to: 
calendar@mediainfo.com 

Send  your  letters  to: 
letters@mediainfo.com 

Submissions  for  newspeople, 
awards,  and  obituaries  to: 

newspeople@mediainfo.com 

Send  your  news  tips/story  ideas  to: 

kimberlys@mediainfo.com 


Shop  Talk  queries  should  be  sent 
to:  shoptalk@mediainfo.com 
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What’s  so  hard  about  the  Internet,  anyway?  Nothing,  if  you  utilize 
Baseview’s  Internet  products.  Baseview  makes  it  simple  for  you  to  place 
your  news,  ads,  even  your  archives  on  the  Web  where  your  readers  can 
access  them.  With  intuitive  products  like  LivelQue  for  your  daily 
editorial  copy,  AdManagerPro  for  web  classifieds  and  Phrasea  for  your 
archives,  we  take  the  work  out  of  the  Web. 
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ASSOCIATED  PRESS 

SANDY  SHORE  to  news  editor  in 
Denver,  from  reporter.  She  succeeds  MIKE 
TOPEL,  who  was  named  assistant  editor 
for  days  at  The  Philadelphia  Inquirer. 

KATIE  DEBO  FAIRBANK  to  corre¬ 
spondent  for  Fort  Worth,  Texas,  from 
business  writer  for  the  Texas  bureau.  She 
succeeds  JAIME  ARON,  who  was 
named  AP  sports  writer  in  Dallas. 

JOHN  HANNA  to  correspondent  in 
charge  of  the  Topeka  bureau,  from  corre¬ 
spondent  covering  the  Kansas  Legislature. 
He  succeeds  LEW  FERGUSON,  who  is 
retiring. 

BAKERSFIELD  CALIFORNIAN 

SHANDA  MILLER  to  classified 
advertising  manager  at  the  daily  in 
Bakersfield,  from  advertising  manager  for 
The  Press-Tribune,  a  weekly  paper 
in  Roseville,  Calif.  Miller  succeeds 
ELLEN  RINK,  who  was  named  circula¬ 
tion  director. 

BALTIMORE  SUN 

DAVID  O’BRIEN  to  communications 
clerk  in  SunSource,  the  paper’s  informa¬ 
tion  service  and  merchandising  arm,  from 
associate  producer  for  Ninth  Wave  Media 
Inc.,  a  corporate  video  production  compa¬ 
ny.  He  replaces  ROBIN  MILLIGAN, 
who  was  named  inside  sales  manager. 

CARI  PIERCE  to  creative  services 
coordinator  in  SunSource  to  create  new 
promotional  material,  from  marketing 
assistant  intern  at  the  Carroll  County 
Times  in  Westminster,  Md. 


JEFF  LEVINE 
NEWSDAY 


LOIS  WINDSOR  to  real  estate  sales 
representative  for  the  paper,  from  office 
manager  for  Best  Mortgage  Inc. 

GREATER  NIAGARA 
NEWSPAPERS 

STEVE  BRAVER  to  publisher  of  the 
New  York-based  company,  from  general 
manager  of  the  Mount  Rose  Publishing 
Co.  in  Carson  City,  Nev.  He  succeeds 
MARK  FRANCIS,  who  resigned. 

LEXINGTON  HERALD-LEADER 

JACALYN  CARFAGNO  to  business 
editor  of  the  Kentucky  daily,  from 
reporter.  She  succeeds  CHERYL  TRU¬ 
MAN,  who  moves  to  columnist  and 
reporter  for  the  paper. 

MEDIANEWS  GROUP  INC. 

FREDERICK  “FRITZ”  ANDERSON 
to  executive  vice  president  and  chief  finan¬ 
cial  officer  of  the  company’s  California 
Newspapers  Partnerships,  which  operates 
21  dailies  in  the  state,  including  the  Los 
Angeles  Daily  News  and  The  Oakland 
Tribune,  from  vice  president/information 
services  at  The  Dens  er  Post.  Anderson  will 


CHARLIE  MONICA 

DAVOLIO  SANCHEZ 

NEWSDAY  NEWSDAY 


be  based  at  MediaNews  Group’s  Denver 
headquarters. 

NEWSDAY 

JEFF  LEVINE  to  director  of  market¬ 
ing  services  overseeing  the  company’s 
research  and  promotion  departments., 
from  promotion  director.  Promotion  man¬ 
ager  CATHIE  SOROKO  will  take  on  the 
expanded  responsibility  of  day-to-day 
operations  of  the  promotion  group. 

MONICA  ORTIZ  SANCHEZ  to 
assistant  research  manager,  from  vice 
president  and  associate  director  of 
strategic  planning  for  the  Bravo  Group 
advertising  agency,  a  subsidiary  of 
Young  &  Rubicam,  a  New  York-based  ad 
agency. 

CHARLIE  DAVOLIO  to  marketing 
business  administrator,  from  administra¬ 
tive  and  financial  consultant  and  market¬ 
ing  project  manager. 

NEW  YORK  DAILY  NEWS 

JOE  CALDERONE  to  chief  of  inves¬ 
tigations  for  the  New  York  daily,  from 
investigative  reporter. 

ST.  JOSEPH  NEWS-PRESS 

KEN  FORTENBERRY  to  executive 
editor  of  the  St.  Joseph.  Mo.,  daily,  effec¬ 
tive  June  21,  from  president  of  Media 
Development  Inc.,  a  consulting  company 
in  Dothan,  Ala.  He  succeeds  BOB 
UNGER,  who  resigned  in  April  for  a  new 
position  with  the  Community  Newspaper 
Co.  in  Needham,  Mass. 

SUN-SENTINEL  CO. 

SUSAN  HUNT  to  vice  president  and 
general  manager  of  the  Fort  Lauderdale, 
Fla.  daily,  from  vice  president  and  director 
of  operations.  She  replaces  Tim  Landon, 
who  will  take  on  a  leadership  role  in  the 
Chicago-based  Tribune  Co.’s  new  interac¬ 
tive  business  group. 

TRIBUNE  CO. 

KATHLEEN  “KATHY”  AMECHE 
to  vice  president  and  chief  information 
officer  for  the  company,  from  director  of 
the  Year  2000  project  office. 


Dirks.  \  ax  Ksskx  cX  Ass(  iciatks 


Wte  specialize  in  assisting  owners 
in  exploring  and  negotiating  the  sale 


SHANDA  MILLER 

BAKERSFIELD 

CAUFORNIAN 
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ExSfP  OBITUARIES 


MAXWELL  HARRELSON,  92,  for¬ 
mer  correspondent  for  The  Associated 
Press,  died  of  a  heart  attack  May  28  in 
Winchendon,  Mass.  He  started  his  career  i 
with  the  AP  in  Albany,  N.Y.,  and  contin¬ 
ued  as  a  correspondent  in  Yugoslavia, 
Greece,  and  Hungary  during  the  early 
stages  of  World  War  II.  Later,  he  joined 
the  war  effort  and  served  as  a  U.S.  Army 
captain.  He  returned  to  the  states  to  serve 
as  correspondent  at  the  United  Nations 
for  the  next  22  years.  He  retired  in  1972 
and  moved  to  Winchendon. 

MICKEY  HUMPHREY,  42,  a  Waco 
(Texas)  Tribune-Herald  sports  writer,  died 
of  brain  cancer  May  29.  Humphrey  was 
first  diagnosed  with  inoperable  brain  can¬ 
cer  in  December  1997.  He  continued  to 
work  until  March  of  this  year  when  a  sec¬ 
ond  brain  tumor  was  discovered.  Humph¬ 
rey  began  his  career  in  1974  as  a  part-time 
writer  and  clerk  at  the  daily  Tyler  (Texas) 
Morning  Telegraph.  He  caught  the  atten¬ 
tion  of  Tribune-Herald  sport  editor,  Dave 
Campbell,  who  hired  him  in  1980. 

HARRY  Z.  PAPPAS,  45,  publisher  of 
the  Cape  Coral  (Ra.)  Daily  Breeze  died  of 
cancer  June  3.  Pappas  came  to  the  Breeze 
in  1995  after  more  than  20  years  with 
Thomson  Corp.,  where  he  started  in  1975 
in  classified  ad  sales.  Working  his  way  up 
through  the  company,  Pappas  in  1990 
became  vice  president  and  chief  executive 
officer  of  Thomson  Newspapers,  where  he 
supervised  14  newspapers  with  a  com¬ 
bined  circulation  of  over  184,0(X).  He  is 
survived  by  his  wife,  son,  and  mother. 

WIL  QUICK,  74,  former  reporter  for 
the  Milwaukee  Sentinel,  died  of  a  heart 
attack  May  25.  He  worked  at  the  Sentinel 
from  1960  to  1985.  Quick  was  known  for 
his  anti-smoking  advocacy  and  was  con¬ 
sidered  to  be  an  influential  force  for 
increasing  the  number  of  smoke-free 
restaurants  in  Wisconsin.  Quick  worked  at 
newspapers  in  Dayton,  Ohio;  Huntington, 
W.Va.;  and  Three  Rivers,  Mich.,  before 
joining  the  Sentinel.  He  is  survived  by  his 
wife,  two  sons,  and  two  daughters. 

JIMMY  REAVIS,  66,  former  manag¬ 
ing  editor  of  the  Texarkana  (Texas)  Ga¬ 
zette,  died  May  28.  He  joined  the  paper  in 
1969  as  a  night  wire  editor  and  became 
managing  editor  three  months  later.  He  left 


the  Gazette  in  1977  to  join  his  wife  in  run¬ 
ning  two  Texas  weeklies.  The  Bogota 
Tribune,  and  the  Wolfe  City  Sun.  He  is  sur¬ 
vived  by  his  wife,  two  sons,  two  daughters, 
two  sisters,  and  six  grandchildren. 

TOM  RISTE,  78,  former  TV  columnist 
for  The  Arizona  Daily  Star  in  Tucson,  died 
May  24.  From  1%5  to  1978,  he  wrote 
columns  for  the  Star.  He  also  maintained 
an  acting  career  on  the  side.  He  appeared  in 
eight  195()s  movies,  most  notably,  “Hori¬ 
zons  West.” 

MURRAY  ROSE,  84,  a  sports  writer 
and  editor  for  The  Associated  Press,  died 
in  New  York  May  3 1 .  He  started  his  jour¬ 
nalism  career  at  the  AP  in  1934  as  a  copy 
boy.  By  1952,  he  was  one  of  the  first 
newsmen  to  tour  the  housing  of  Soviet 
Union  athletes  at  the  Olympics  in 
Helsinki.  Throughout  his  40-year  career, 
he  spent  many  years  running  the  AP’s 
sports  desk  and  directing  the  coverage  of 
breaking  news  stories.  He  retired  in  1979. 

EDWIN  EUGENE  SPEAR,  80,  for¬ 
mer  regional  news  editor  of  The  Asheville 
(N.C.)  Citizen-Times  died  May  23  in 
Asheville.  He  was  a  decorated  U.S.  Army 
veteran  who  served  during  World  War  II 
and  the  Korean  War.  In  1972,  he  was  pro¬ 
moted  to  regional  news  editor  and  held 
that  position  until  he  retired  in  1981. 


BSP  AWARDS 


The  National  Press  Club  will  present 
Carl  T.  Rowan,  a  Washington,  D.C.-based 
author,  TV  commentator,  and  nationally 
syndicated  columnist,  with  its  1999 
Fourth  Estate  Award,  for  lifetime 


achievement  in  journalism.  The  award  will 
be  presented  Nov.  4  at  a  black-tie  reception 
dinner  with  several  leading  figures  of  the 
nation’s  capital  in  attendance.  Rowan  now 
writes  a  thrice-weekly  column  that  is  syn¬ 
dicated  by  King  Features  Syndicate  Inc. 
and  appears  in  75  newspapers.  He  is  the 
author  of  several  books  and  has  been 
appearing  on  TV  as  a  commentator  for 
more  than  30  years.  Rowan  is  the  27th 
recipient  of  the  Fourth  Estate  Award.  The 
first  was  Walter  Cronkite  in  1973. 

The  Detroit  Metropolitan  (Thapter  of  the 
Society  of  Professional  Journalists  select¬ 
ed  Lisa  Zagaroli,  a  reporter  for  the 
Washington  bureau  of  The  Detroit  News, 
as  the  recipient  of  the  1999  Journalist  of 
the  Year  award.  Zagaroli  was  cited  for  a 
December  1998  series  she  wrote  on  child 
safety  seats  for  automobiles  and  the  ways 
they  are  used,  manufactured,  and  regulat¬ 
ed.  Her  articles  were  recognized  for 
improving  the  safety  of  children  riding  in 
automobiles  and  preventing  deaths  by 
prompting  new  regulations  for  child  car 
seat  manufactures.  DaimlerChrysler  was 
prompted  by  Zagaroli ’s  articles  to  develop 
a  program  for  dealers  to  install,  inspect, 
and  adjust  the  car  seats. 

The  1999  Award  for  Special  Merit  of 
the  Leadership  Conference  on  Civil  Rights 
(LCCR)  was  awarded  to  Frank  Blethen, 
publisher  of  The  Seattle  Times.  The  LCCR 
is  the  nation’s  oldest  and  most  diverse 
civil-rights  coalition.  Blethen  was  mainly 
cited  for  his  role  in  informing  Washington 
residents  on  the  importance  of  affirmative- 
action  programs  during  the  recent  state 
voter  initiative  aimed  at  removing  affirma¬ 
tive  action,  while  not  excluding  other 
issues,  such  as  the  paper’s  commitment  to 
supporting  women  in  the  workplace. 


most  experienced  executive 
recruiting  firm  in  the  newspaper  industry 

J^or.  than  two  decades  successfully  recruiting 
superior  corporate  executives,  publishers,  editors, 
managers  in  all  departments. 
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both)?  What’s  hype,  and  what’s  really  useful?  Editor 
&  Publisher  wants  to  know.  QuarkXPress  “owns”  the 
newspaper  page-design  market.  A  sea  change  here,  if 
it  were  to  come  about,  would  line  Adobe’s  coffers  and 
create  a  publishing  software  powerhouse  suite  that 
includes  Photoshop  and  Illustrator.  On  the  red-ink  side 
of  the  ledger,  it  would  burden  third-party  front-end 
suppliers  with  creating  and  supporting  dual-platform 
solutions,  drain  the  coffers  of  publishers  who  choose 
to  replace  their  investment  in  Quark,  and  possibly  sink 
the  ship  that  Quark  chairman  Tim  Gill  built.  So  we 
went  to  newspaper  pagination! front-end! all-around 
techno  junkie  Dave  Gray  and  asked  him  to  play  with 
InDesign,  and  share  his  insight  with  us.  And  here  we 
share  it  with  you. 


Editor’s  Note:  You’ve  heard  the  rumblings,  nearly  a 
mantra,  for  months  ...  the  Quark-killer  is  coming,  the 
Quark-killer  is  coming.  And  just  a  couple  of  months 
ago,  you  were  teased  with  the  “announcement”  at 
Seybold  in  Boston.  But  it  was  just  a  tease.  Do  you  feel 
the  earth  trembling  beneath  your  feet  yet?  Well,  you 
should,  because  Adobe  is  rolling  its  heavy  artillery 
into  Las  Vegas  this  week;  the  Big  Guns  will  be  out  in 
force,  led  by  the  Top  Gun  himself.  Now,  Adobe’s  paid 
staff  have  thus  far  been  too  polite  to  Quark-bash  on 
the  record;  no  Quark-killer  euphemisms  for  publica¬ 
tion,  thank  you.  But  the  enthusiasm  is  palpable,  it’s 
real.  There’s  genuine  excitement  in  the  ranks.  Is  the 
adrenaline  rush  due  to  the  anticipation  of  a  great  fight, 
or  has  Adobe  really  come  up  with  the  Killer  App?  (Or 


M  Adobe 


SPECr^OteRADE! 


\Jobe  pfodtKt 


InDesign’s  new  tools,  links  with  other  Adobe  products, 
up  the  ante  in  high-stakes  battle  for  desktop  design 


So  now  it  begins. 

Charles  M.  Geschke,  co-founder  and  CEO  of 
Adobe  Systems  Inc.,  will  no  doubt  use  his 
keynote  speech  at  Nexpo  ’99  this  month 
to  draw  the  lines  for  what  almost 
inevitably  will  be  a  market-share  battle 
royale. 

Adobe’s  InDesign  vs.  Quark’s  XPress.  Pity  poor  Atex 
trying  to  get  attention  for  its  new  product  amid  this 
hoopla. 

Like  any  other  solutions,  InDesign  or  XPress  may 
work  for  you,  and  they  may  not.  There  are  a  lot  of  things 
to  consider,  and  the  solutions  will  be  different  for  almost 
every  newspaper.  That’s  why  vendors  love  to  sell  to  the 


newspaper  market:  Everybody  has  a  different  idea  on 
how  pagination  should  work. 

Lots  of  people  contacted  for  this  story  indicated  a  will- 
ingness  to  at  least  look  at  InDesign, 
not  necessarily  because  they  were  dis- 
satisfied  with  XPress  as  a  product  but 
because  they  were  dissatisfied  with 
Quark  as  a  company.  A  degree  of  cooperation  and  “will¬ 
ingness  to  listen  [on  the  part  of]  Adobe  has  created  a  lot 
of  ‘buzz’  out  there,”  says  one  respondent. 

In  a  newspaper  or  newsmagazine  environment,  we 
need  to  look  at  four  factors: 

Ithe  setup  and  network  issues  —  work  flow,  templates, 
libraries,  etc.; 


2 


the  input  of  text  and  graphics  and  ads 
—  legacy  front-end  systems,  OPI 


(open  pre-press  interface)  implementa¬ 


tions,  file  formats,  etc.; 


3  who  is  doing  what  kinds  of  pages  and 
what  tools  they  need  to  get  the  work 


done  efficiently;  and 


4  how  the  pages  are  going  to  be  output, 
archived,  and  translated  to  other  for¬ 


mats,  such  as  the  Web. 

We  should  also  recognize  that  there  are 
really  just  three  kinds  of  newspapier  and 


newsmagazine  pages: 

1  design-  and  color-intensive  pages  — 
like  Page  One;  news,  feature,  and 


75  megabytes  of  disk  space  for  the  program 
itself  and  associated  plug-ins. 

There  will  be  hardware  and  software 
implications  in  adopting  InDesign,  of 
course.  According  to  Gary  Cosimini, 
Adobe’s  business  development  manager, 
“[InDesign]  likes  64  megabytes  of  RAM 
[random  access  memory]”  to  operate  well. 
But  who  today  thinks  anybody  has  enough 
RAM? 

Another  factor  to  consider  is  whether 
you  need  to  convert  a  large  number  and  a 
wide  variety  of  templates  and  libraries  to 
InDesign. 

You’ve  seen  the  hype  that  says  InDesign 


If  that  pans  out,  it  could  be  a  very  good 
thing. 

While  we  couldn’t  test  InDesign  in  a 
true  newspaper-production  environment, 
the  issues  of  OPI,  file  formats  and  naming 
conventions  for  photos  through  the  OPI,  the 
RIPs  (raster  image  processors)  and  the  final 
output  to  plate  or  film  or  paper  will  all  have 
to  be  cautiously  approached  by  any  site 
considering  the  move  to  InDesign. 

InDesign  also  requires  its  own  “Adobe 
PS  [PostScript]”  printer  driver,  and  it’s 
unknown  how  the  use  or  non-use  of  that 
printer  driver  will  affect  most  RIPs  and 
OPIs.  Admittedly  buggy  in  the  beta  ver- 


sports  covers;  and  dis¬ 
play  ads; 

2  “copy  editor”  pages 
—  not  to  denigrate 
our  friends  at  the 
American  Copy  Editors 
Society  —  like  runover 
and  the  typical  A-7 
pages;  and 

3  automated  or  pro¬ 
duction  pages  —  like 
financial  and  “week¬ 
end”  agate,  classifieds, 
and  predesigned  weath¬ 
er  packages. 

In  dealing  with  the 
setup  and  network 
issues,  we’ll  need  to 
examine  InDesign  for 
any  potential  conflicts 
with  existing  or  planned 
system  extensions,  sys¬ 
tem  control  panels,  and 
other  software.  Does 
their  presence  affect 
work  flow  and  the 
expectations  of  the 
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Graphics  not  only  display  smoothly,  as  in  this  enlargement,  but,  if  cut  and  pasted 
into  an  InDesign  page,  can  also  be  edited  while  on  the  page  with  Adobe 
Iliustratorlike  tools. 


sions,  it  is  expected 
to  be  “ready  for 
prime  time”  at  the 
release  of  the  pro¬ 
gram  “this  sum¬ 
mer,”  according  to 
Adobe’s  Cosimini. 

Regarding  the 
input  of  text  and 
graphics  into  InDe¬ 
sign  pages,  issues  of 
copy  flow,  hyphen¬ 
ation  and  justifica¬ 
tion  routines,  com¬ 
mon  H&Js,  and 
work  flow  will  also 
have  to  be  exam¬ 
ined.  InDesign  does 
have  the  potential  to 
solve  a  lot  of  the 
problems  XPress 
and  MS  Word  have 
caused  by  not  being 
able  to  share  the 
same  H&J  algo¬ 
rithms.  Developers 
will  be  able  to  sub¬ 


user?  It  was  a  shock  to 


stitute  many  of  their 


discover,  for  instance,  that  InDesign  does 
not  use  Adobe’s  own  Type  Reunion  and 
Type  Manager  software. 

Many  vendors  we  talked  to  complained 
that  various  beta-version  releases  of 
InDesign  were  subject  to  crashes  and  very 
slow  enabling  some  features,  while  other 
features  didn’t  work  at  all.  That’s  not 
unusual  for  any  beta  version  of  any  soft¬ 
ware.  But  for  a  product  so  close  to  “release 
this  summer,”  it  is  worrisome.  (The  same 
problems  were  also  evident  prior  to 
Quark’s  release  of  XPress  4.0,  by  the  way: 
Those  who  had  a  chance  to  play  with  it  just 
months  before  release  were  convinced  it 
“wasn’t  ready  for  prime  time  yet.”) 

These  are  some  of  the  reasons  why 
Adobe  is  recommending  that  InDesign  be 
run  either  on  a  Macintosh  G3  with  OS  8.5 
or  better,  or  on  a  Pentium  II  300-mega- 
hertz-plus  PC  with  Microsoft  Windows  98 
or  NT  4.0  or  better.  And  figure  on  needing 


can  open  XPress  files.  But,  depending  on 
the  complexity  of  a  given  template  in  terms 
of  typefaces,  formats,  and  hyphenations 
and  justifications,  you  may  have  more  work 
than  you  bargained  for  in  converting 
XPress  templates  to  InDesign  templates. 

And  something  else  you  should  know: 
XPress  libraries  cannot  be  opened  by 
InDesign.  You’ll  have  to  import  all  your 
library  items  into  an  XPress  page,  open  the 
page  with  InDesign,  and,  after  fixing  all  the 
little  anomalies  that  that  requires,  create 
brand-new  libraries  in  InDesign.  Adobe 
says  its  libraries  are  built  on  a  totally  differ¬ 
ent  structure,  based  on  a  language  like 
HTML  [hypertext  markup  language],  and 
are  being  “poised  for  the  future.” 
InDesign’s  libraries,  according  to 
Cosimini,  are  the  beginning  of  an  approach 
that  will  make  its  libraries  an  “architecture 
for  shared  information”  that  will  allow  files 
to  be  shared  among  a  variety  of  databases. 


own  features,  in  addition  to  their  own  H&J 
routines,  simply  because  InDesign  is  so 
open  and  extensible. 

“Any  product  with  any  kind  of  a  future 
has  to  incorporate  InDesign,”  says  John 
Juliano,  president  of  John  Juliano  Com¬ 
puter  Services  Co.  in  Decatur,  Ga.  Many  of 
the  products  he  is  working  with  will  be  sup¬ 
ported  in  InDesign.  Despite  that  opinion, 
Juliano  says  he  “sees  no  market  for 
InDesign  among  his  customers  for  conver¬ 
sion  of  text  from  legacy  systems”  because 
most  of  the  older  text-editing  systems  are 
being  replaced  anyway.  He  has  no  plans  at 
this  time  to  support  InDesign  for  text 
extraction  from  Atex,  for  example. 

One  of  the  problems  in  any  page-layout 
program  has  been  the  preview  of  imported 
pictures  and  graphics  in  a  ragged,  72-dot- 
per-inch  screen  mode.  InDesign  does  have 
the  ability  to  preview  imported  pictures 
and  vector  graphics  (those  provided  by 
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The  Associated  Press  and  other  syndicates, 
for  instance)  in  vector-style  resolution, 
and,  perhaps  more  importantly,  to  allow 
vector-based  files  to  be  edited  within 
InDesign.  Through  simple  cut-and-paste, 
or  drag-and-drop,  the  graphics  can  be 
incorporated  into  the  page,  and  editors  can 
edit  the  text  (and  shapes)  of  an  informa¬ 
tional  graphic  on  deadline  within  the  page- 
layout  program.  The  graphics  simply 
become  a  part  of  the  page-layout  file.  If 
you  are  using  Macromedia’s  FreeHand,  an 
Illustrator  competitor,  for  your  vector 
drawing  programs,  you  can  cut  and  paste  a 
file  into  InDesign,  but  drag-and-drop  does 
not  work.  Adobe’s  Cosimini  says  this  is 
unlikely  to  change  in  the  future  because 
Macromedia  has  not  published  a  lot  of  its 
FreeHand  code.  And  the  issue  of  where  the 
edits  get  done  and  how 
they  are  transferred  to  die 
Web  and  to  the  library 
archiving  systems  will 
always  remain  a  “who- 
does-what-to-whom”  issue 
to  be  wrestled  with  inter¬ 
nally.  The  advantage  in 
repurposing  will  be  that 
the  graphics  have  become 
part  of  the  file  itself. 

Since  the  screen  is 
really  being  “drawn”  in 
PostScript,  and  not 
QuickDraw,  or  some 
other  screen-drawing 
routine,  the  images  will 
reproduce  through 
PostScript  RIPs  in  true 
WYSIWYG  (what  you 
see  is  what  you  get)  fash¬ 
ion,  both  in  terms  of  res¬ 
olution  and  color  fidelity. 

Combined  with  a  good 
program  of  color  man¬ 
agement  at  your  newspa¬ 
per  or  magazine,  and  constant  monitor¬ 
ing  and  tweaking  of  ICC  (International 
Color  Consortium)  compatible  input, 
display  and  output  sources,  it  may  very 
well  be  possible,  at  long  last,  to  preview 
what  a  page  will  really  look  like  on 
paper. 

The  downside  of  having  the  screen 
drawn  in  PostScript  is  that  Adobe  uses  its 
type  rasterizer  (CoolType)  and  graphics 
manager  (Adobe  Graphics  Manager) 
technologies,  instead  of  its  Type  Manager 
and  Type  Reunion.  As  a  result,  the  most 
frequently  used  fonts  won’t  appear  at  the 
top  of  the  font  list,  and  their  modes 
(Roman,  Italic,  Bold,  Bold  Italic)  won’t 
appear  in  their  usual  order.  Instead,  they 
appear  now  partially  alphabetized  (Plain, 
Bold,  Bold  Italic,  Italic).  Cosimini  says 
Adobe  “is  discussing  that  issue  right 


now”  and  will  arrive  at  a  solution  in  time 
for  the  release. 

Adobe’s  “package  feature”  allows  you 
to  “collect”  not  only  the  images  used  in 
your  file  folder,  but  also  all  the  fonts, 
something  done  now  in  XPress  only  with 
an  XTension.  In  another  very  nice  feature, 
if  some  images  have  duplicate  names  but 
are  different  files,  InDesign  will  not  only 
rename  the  duplicate  image  files,  but  also 
match  what  it’s  called  within  the 
InDesign  window. 

One  feature  being  touted  by  Adobe  is 
that  menus  and  tools  share  many  com¬ 
monalties  with  Adobe’s  stalwart  pro¬ 
grams,  Illustrator  and  Photoshop.  While 
it’s  been  said  that  those  programs  have 
been  dumbed  down  to  some  degree  to 
make  them  more  similar  in  user  interface. 


it’s  probably  also  true  that  neither  news¬ 
paper  nor  newsmagazine  editorial  people 
should  care.  Advertising  artists,  on  the 
other  hand,  should  welcome  the  common 
interfaces  because  they  are  more  likely  to 
already  be  using  Photoshop  and  Illus¬ 
trator.  I’ve  run  across  very  few  newspa¬ 
pers  where  copy  editors  and  page  design¬ 
ers  even  know  if  they  have  Illustrator  or 
Photoshop  on  their  machines,  much  less 
how  to  use  the  programs.  And  while 
newspaper  photo  departments  might  be 
expert  with  Photoshop,  I’ve  also  seen 
very  few  that  know  very  much  about  their 
company’s  page-layout  programs. 

Artists  whose  main  task  is  to  provide 
informational  graphics  at  the  medium  to 
larger  metros  know  very  little  about  page- 
layout  programs  and  the  use  of  Photoshop 
to  get  photos  into  the  system  and  ready 


for  production,  but  they  know  a  lot  about 
Photoshop  as  a  drawing  tool  as  well  as 
Illustrator  and/or  FreeHand.  Artists  are 
used  to  having  multiple  toolboxes  on  their 
screens,  because  they  are  familiar  with, 
and  were  encouraged  in  school  to  use, 
multiple  tools,  such  as  pens,  brushes,  air¬ 
brushes,  and  even  their  fingertips.  Take  a 
look  at  any  editorial  or  advertising  artist 
using  a  drawing  program,  and  you’ll 
sometimes  wonder  where  the  artwork  is 
underneath  all  the  menus  and  toolboxes! 

InDesign ’s  multiple  toolboxes  replace 
many  of  the  functions  that  are  in  a  single 
measurements  box  in  XPress,  which  may 
initially  confuse  many  copy  editors.  Also 
bordering  on  the  unusual  will  be  the  abil¬ 
ity  to  “stroke  and  fill”  in  a  main  “Tool” 
palette  —  a  task  usually  associated  only 
with  graphics.  Defining 
color  and  colorizing  items 
will  take  a  lot  of  getting 
used  to  by  most  copy  edi¬ 
tors.  Power  users  of  XPress 
know  they  can  specify  the 
size  and  location  of  items  by 
typing  measurements  in 
inches,  picas,  points,  etc. 
and  having  them  automati¬ 
cally  convert  to  the  docu¬ 
ment  default  measurements, 
as  well  as  use  “math”  to  add 
and  subtract  measurements 
in  dialog  boxes  or 
the  measurements  toolbox. 
They  will  be  very  happy  to 
know  that  InDesign  will 
have  the  same  capability. 

A  true  test  of  whether 
InDesign  will  replace  X- 
Press  at  most  newspapers 
should  depend  on  how  well 
key  users  react  to  using  it.  A 
low-cost  solution  would  be 
to  use  Adobe’s  “side-grade” 
competitive  discount  offer  to  get  news¬ 
rooms  and  ad  departments  to  try  out  a 
few  copies.  Keeping  in  mind  that  design¬ 
ers,  copy  editors,  and  production  assis¬ 
tants  all  may  have  to  do  work  on  it,  it 
should  be  used  by  the  best  (and  maybe 
the  worst?)  users  in  each  work  group. 
Only  then  will  a  newspaper  find  out  if 
it’s  going  to  be  worth  the  time  and  trou¬ 
ble  to  move  to  InDesign. 

Juliano  says  there  is  a  pent-up  market 
demand  for  a  product  such  as  InDesign 
at  smaller  daily  newspapers  and  week¬ 
lies,  especially  for  those  already  using 
PageMaker.  (The  March  newsletter  of 
the  Oklahoma  Press  Association  report¬ 
ed  that  a  recent  member  survey  showed 
approximately  40%  of  dailies  and  more 
than  80%  of  weeklies  use  PageMaker.) 
Many  smaller  papers  would  be  very 


HOW  MANY  MENUS  DOES  IT  TAKE? 


Multiple  menus,  specific  to  the  tool  selected,  are  familiar  enough  to 
artists  and  photographers,  but  will  copy  editors  on  deadline  consider 
them  an  intrusion? 
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comfortable  switching  to  InDesign  be¬ 
cause  of  the  brand  name  and  toolbox 
familiarity,  he  says. 

Will  news  and  ad  designers  find  it  easier 
to  create  cover  pages  and  display  ads  with 
InDesign?  It  will  take  some  getting  used  to, 
and  designers  familiar  with  PageMaker  will 
be  a  few  steps  ahead,  but  the  tools  are  there 
to  actually  do  better  work  with  InDesign. 
Runarounds,  type  wraps,  and  other  graphic 
tricks  all  can  be  accomplished,  with  far  bet¬ 
ter  typographic  results  and  only 
a  few  learning  curve  adjust¬ 
ments. 

Copy  editors  creating  the 
typical  A-7  pages  inside  the 
paper  will  find  their  Job  easier 
if  the  newspaper  implements 
the  XPress  keystroke  option 
that  InDesign  provides.  Most, 
if  not  all,  of  the  XPress  key¬ 
stroke  shortcuts  that  copy  edi¬ 
tors  have  learned  over  the  past 
five  years  can  be  utilized  in 
InDesign.  As  an  added  bonus, 

InDesign  has  provided  the 
tools  to  create  keystroke  com¬ 
binations  to  implement  most 
pulldown  menu  items. 

A  really  smart  copy  desk 
chief  could  start  with  the 
basic  XPress  keystrokes  ev¬ 
erybody  knows,  and  add  other 
keyboard  shortcuts  for  the 
specific  pagination  environ¬ 
ment  or  vendor  shortcomings 
that  may  exist  at  his  or  her 
site.  An  enormous  amount  of  customiza¬ 
tion  is  possible.  Combined  with  script¬ 
ing,  there  is  nothing  that  cannot  be  auto¬ 
mated. 

Another  feature  Adobe  is  touting  is  the 
ability  of  page  layout  to  adopt  the  layer¬ 
ing  techniques  of  drawing  programs. 
While  extremely  valuable  in  an  environ¬ 
ment  where  an  artist  tries  out  what  vari¬ 
ous  options  might  look  like,  layering  in 
page-layout  may  have  uses  for  newspa¬ 
pers  and  newsmagazines  that  have  multi¬ 
ple  editions  and/or  multiple  versions  of 
the  same  page.  The  potential  for  using  the 
same  layout  with  different  text  in  each 
layer  should  not  be  overlooked.  (There 
are  XPress  XTensions  that  accomplish  the 
same  thing.) 

Perhaps  the  biggest  advantage  of 
lnE)esign  is  the  way  Adobe  handles  text 
and  text  hyphenation.  For  newspapers  con¬ 
cerned  with  creating  better  typography  to 
help  readers  stay  with  the  story,  the  superi¬ 
or  typographic  qualities  of  InDesign  may 
be  enough  reason  to  move  from  XPress. 

“I’m  impressed  with  the  typography  of 
InDesign,”  says  Janet  Loprano,  senior 
applications  specialist  at  The  Associated 


Press’  AdSend.  Coming  from  a  typogra¬ 
phy  background  and  feeling  that  the  craft 
is  insulted  when  “secretaries  think  they 
are  doing  typesetting,”  Loprano  says 
InDesign  “makes  a  page  look  profession¬ 
ally  done.” 

With  InDesign,  there  is  finally  a  way  to 
optically  justify  columns  (commonly 
called  “optical  alignment”  or  “hanging 
punctuation”)  and  to  provide  much  better 
hyphenation  and  justification  of  type  over 


a  number  of  lines  at  the  same  time, 
instead  of  line  by  line.  The  results  provide 
a  much  more  consistent  body  type  “color” 
over  the  entire  paragraph,  and  the  differ¬ 
ences  in  space  saved  are  dramatic.  If  in 
practice  it  turns  out  there  isn’t  a  RIP, 
image  or  plate  and  press  size  hitch  in  cap¬ 
turing  the  hanging  punctuation,  then 
enabling  the  “Multiline  Compo.ser”  and 
“Optical  Margin  Alignment”  options 
should  be  the  default. 

The  greatest  reason  for  a  newspaper  to 
adopt  better  typography  may  not  be  the 
altruistic  desire  to  provide  a  better  read¬ 
ing  experience  for  the  customer,  but 
rather  that  a  lot  of  newspapers  are 
decreasing  their  web  widths.  Narrower 
web  widths,  combined  with  Gannett  Co. 
Inc.  corporate  officers  “requesting”  their 
papers  go  to  a  seven-column  (narrower) 
page,  is  going  to  require  better  H&J  algo¬ 
rithms  and  typography  than  currently 
exist  in  XPress.  InDesign ’s  ability  to  cre¬ 
ate  better  typography  may  be  the  only 
practical  solution  to  this  typographic  and 
corporate  dilemma  of  wanting  larger, 
more  legible  type  in  ever-narrower  col¬ 
umn  widths. 


Before  any  newspaper  decides  to 
embark  on  the  InDesign  pathway  to  pagi¬ 
nation,  it  should  examine  its  stock  agate, 
weekend  and  classified  listings,  TV  book, 
and  other  production  assistant-type  pages 
work  flow. 

Mike  Smith,  president  of  WeatherData 
Inc.,  Wichita,  Kan,,  says  he’s  not  worked 
with  the  InDesign  program,  and,  in  fact, 
hasn’t  even  been  sent  a  copy.  “I’d  like  to 
get  my  hands  on  it,”  says  Smith,  since  all 
of  his  customers 
receive  their  weather 
packages  in  XPress 
format,  except  for  a 
few  that  get  a  com¬ 
plete  Encapsulated 
PostScript  (EPS)  file 
created  in  FreeHand  8. 

Likewise,  Accu- 
Weather’s  director  of 
graphics,  Jainene 
Long,  would  like  to  try 
InDesign.  “We’ve  at¬ 
tended  a  couple  of 
conferences  with  Ado¬ 
be,  and  we’ve  always 
been  an  Adobe  [and 
Quark]  beta  tester,” 
she  says.  But  without 
the  ability  to  try  it  out 
and  see  “how  the 
scripting  works,”  Ac- 
cu Weather  is  unable  to 
say  whether  it  will 
provide  its  more  than 
800  clients  with  In- 
Design-created  files. 

While  TV  Data  in  Queensbury,  N.Y., 
and  Tribune  Media  Services  (TMS)  in 
Glens  Falls,  N.Y.,  have  not  gotten  their 
hands  on  a  test-drive  copy  of  InDesign, 
TV  Data  enthusiastically  looks  forward  to 
making  it  available  to  its  customers,  “if 
they  want  it.” 

TV  Data,  the  nation’s  largest  television- 
listings  provider,  with  2,600  clients,  and 
an  authorized  Adobe  developer,  says  it  is 
in  the  process  of  evaluating  InDesign  and 
it  will  be  “something  we’ll  definitely  be 
doing,”  according  to  Rich  Young,  techni¬ 
cal  sales  director  at  TV  Data. 

“Our  greatest  motivation  for  develop¬ 
ing  an  InDesign  plug-in  is  to  eliminate  a 
couple  of  steps  from  the  work  flow  of  our 
clients  who  have  DTI  and  SII  systems...” 
says  Young.  “The  ability  to  edit  files  that 
are  now  EPS  files,  and  can’t  be  edited 
once  they  are  brought  into  the  editing  sys¬ 
tem,  holds  a  great  deal  of  promise  for 
streamlining  work  flow,”  he  says. 

TMS  production  and  pagination  man¬ 
ager  Wade  LaPan  is  far  more  circumspect. 
Company  officials  have  “read  about  it,” 
and  are  “very  interested  in  the  integration 
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[quality  tradition 
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After  becoming  employee- 
owned  in  1994,  Pine  Falls 
signi^cantly  modernized  and 
upgraded  its  operations  with  ^^|P9 
a  $36.5  million  deinking  L||i[|H 
in 

other  upgrades.  Now,  as  a 
part  of  the  recently  formed 
Tembec  & 

Papers  Division, 
further  modernization 

strategies  will  focus  on  continuing  to  produce  quality  newsprint 
that  meets  our  customers'  needs  while  improving  the  use  of  forest 
resources,  ensuring  competitiveness  and  enhancing  productivity  in 
an  ever  changing  and  increasingly  competitive  market. 


incorporating 
Spruce  Falls  Inc. 
and 

Pine  Falls  Paper  Company 


NEWSPRINT  &  PUBLISHING  PAPERS  DIVISION 

TORONTO  KAPUSKASING  PINE  FALLS 


of  InDesign  with  the  other  Adobe  prod¬ 
ucts,”  but  as  a  Quark  developer  with  “a  lot 
of  investment”  in  time  and  programming 
resources  in  XPress,  TMS  will  “respond 
to  the  customer’s  needs”  in  the  same  way 
that  it  always  has  in  providing  any  other 
customer-service  development. 

“To  commit  to  a  second  DTP  [desktop¬ 
publishing]  program  is  to  risk  fragment¬ 
ing  such  development  efforts,”  says 
LaPan,  “so  you  want  to  make  certain  the 
demand  is  there.”  Being  a  player  in  the 
cross-platform  InDesign  game  would 
require  three  sets  of  source  codes  to  main¬ 
tain.  He’s  inclined,  at  this  early  point  in 
any  changeover,  to  “stick  with  Quark.” 

Newspap)ers  such  as  the  Los  Angeles 
Times  —  producing  30  editorially  zoned 
sections  and  up  to  36  advertising-zoned 
TV  sections  a  week  almost  “hands-off” 
with  a  combination  of 
TV  Data,  XPress, 

AppleScript  and 
Adobe  Acrobat  PDF 
(portable  document 
format)  files  —  will 
obviously  move  cau¬ 
tiously  in  pursuing 
any  plan  to  replace 
XPress  with  InDesign. 

Ed  Stickly,  production 
supervisor  of  the 
paper’s  “TV  Times,” 
has  been  beta  testing 
InDesign  on  both 
Macs  and  PCs,  and 
says  he  has  great  hopes  for  its  use. 

“[Adobe]  has  made  great  efforts  to 
make  scripting  work  throughout  the 
whole  program.  If  they  can  work  out  the 
little  kinks,  the  whole  thing  could  be  done 
by  scripting,”  Stickly  says.  In  an  environ¬ 
ment  with  ads  and  other  materials  coming 
back  and  forth  between  Windows  and 
Macs,  he  says  he  sees  a  “lot  fewer  trans¬ 
lating  problems”  when  using  InDesign. 
He  would  prefer  staying  on  the  Macs, 
however,  because  he  feels  AppleScript 
has  far  more  richness  and  is  far  simpler  to 
use  than  Microsoft’s  Visual  Basic  on  the 
Wintel  machines. 

Adobe  has  covered  its  bases  very  well 
in  making  sure  that  the  Macintosh  ver¬ 
sion  of  InDesign  is  scriptable  with 
AppleScript,  and  that  the  Windows  and 
NT  versions  are  scriptable  with  Visual 
Basic.  XPress  may  “win”  the  automation 
battle  only  because  of  the  “If  it  ain’t 
broke,  don’t  fix  it”  attitude  all  too  preva¬ 
lent  in  newspapers.  Or  as  it  was  more  ele¬ 
gantly  said  by  Ed  Stockelbach  in  a  recent 
letter  to  the  editor  of  Forbes  magazine, 
“The  other  aspect  of  [Macintosh]  owner¬ 
ship  that  made  life  difficult  is  the  anti- 
technological  attitude  of  a  lot  of  their 


users,  who  take  pride  in  not  reading  man¬ 
uals.  Mac  Quark  owners  are  some  of  the 
most  oblivious  on  the  planet,  when  it 
comes  to  considering  that  there  just 
might  be  something  else  that  will  do  the 
job  better.  Evolution  tends  to  reward  flex- 
I  ibility;  Quark  fanatics  should  try  to 
remember  this.” 

The  AP  expects  to  send  1.5  million  to 
1.6  million  ads  through  AdSend  this 
year,  according  to  Jim  Gerberich,  AP’s 
director  of  operations  for  business  devel¬ 
opment.  “We  have  to  support 
[InDesign],”  says  Gerberich,  because  of 
the  sheer  volume  and  the  fact  that  “we 
don’t  recommend  one  [page-layout  pro¬ 
gram]  over  another.”  He  sees  a  “great 
deal”  of  interest  in  the  idea  of  a  consis¬ 
tent  interface  and  similar  menus  among 
the  creatives  who  do  advertising  work 
and  are  likely  to  be 
heavy  users  of 
Photoshop  and  Illu¬ 
strator.  There  are 
tremendous  advan¬ 
tages,  he  says,  of  hav¬ 
ing  a  consistent  work 
flow  using  PDF  files. 
“Getting  ready  to  go  to 
Acrobat  seems  to  be  a 
natural  fit,”  he  says. 
“We  will  support 
advertisers  and  news¬ 
papers  who  want  to 
use  it.” 

In  Kansas  City,  AP’s 
assistant  business  editor  for  stocks, 
Donald  Clements,  says  their  XPress 
XTensions  developer  has  seen  InDesign, 
and  is  exploring  its  use.  The  AP’s  priority, 
for  now  at  least,  is  to  move  its  stock 
clients  to  decimal,  rather  than  fractional, 
listings,  and  to  make  sure  they  are  pre¬ 
pared  for  the  market-extended  trading 
hours.  “We’re  looking  forward  to  their 
new  product,”  Clements  says,  “and  we’ll 
support  the  product  if  and  when  a  large 
number  of  newspapers  want  it.” 

KNOWING  YOUR  NETWORK 

Who’s  to  say  that  an  entire  publica- 
‘  tion  has  to  be  produced  with  only  one 
page-layout  application  anyway?  It  may 
be  that  the  routine  and  production  pages, 
where  superior  typography  is  irrelevant, 
continue  to  be  produced  in  XPress,  and 
that  the  pages  requiring  more  impact 
;  and  reader  retention  (covers,  ads  and 
inside  news  pages)  may  be  produced 
with  InDesign.  Different  work  flows  and 
different  staffs  may  require  different 
solutions.  And  with  most  of  the  major 
newspaper  pagination  vendors  like  DTI, 

I  SII,  and  CCI  already  announcing  they 
!  will  support  or  provide  InDesign  solu¬ 


“Evolution 
tends  to  reward 
flexibility;  Quark 
fanatics  should 
try  to  remember 
this.” 


tions,  it  doesn’t  really  make  that  much 
difference  anyway.  (See  E&P,  April  3, 
“Adobe  debuts  InDesign.”) 

You  should  also  be  aware  that  your 
network  may  be  adversely  affected  with 
InDesign ’s  much  larger  file  size.  While 
Adobe  says  the  program  (1.6  mb)  is 
small  and  runs  in  a  very  compact  mode 
because  the  code  has  been  written  from 
the  ground  up,  you  should  be  aware  of 
the  tremendous  increase  in  file  size 
InDesign  causes.  In  one  case  in  our  test¬ 
ing,  an  XPress  file  that  was  19,790  bytes 
in  size  became  104,186  bytes  in 
InDesign,  or  five  times  larger.  A  larger 
file,  that  started  out  as  a  61 ,876  byte  file 
in  XPress,  grew  to  207,072  bytes  in 
InDesign,  or  “only”  three-plus  times 
larger.  Cosimini  says  that  their  testing 
shows  that  as  the  files  get  more  com¬ 
plex,  the  size  differences  become  less. 

Now  that  we’re  ready  to  output  the  page, 
what  work  flow  procedures  will  have  to  be 
changed?  InDesign’s  ability  to  incorporate 
graphics  without  having  them  converted  to 
EPS  will  save  time  and  storage  space,  but 
may  require  changes  in  the  RIPs  and  OPls 
for  the  users  to  “see”  the  files  for  placement 
and  for  the  RIP  to  process  the  file.  With 
work  flows  that  are  predicated  on  EPS 
graphics  instead  of  native  files,  the  alleged 
savings  in  time  and  file  size  may  disappear 
because  many  RIPs  and/or  OPI  scenarios 
will  still  require  EPS  files.  Conversion  to 
PDF  and  HTML  is  also  going  to  be  easier 
and  faster  as  a  result. 

Another  distinct  advantage  of 
InDesign  during  output  will  be  in  pro¬ 
cessing  time.  XPress  processes  the  com¬ 
plete  contents  of  the  file,  regardless  of 
the  crop  on  images,  and  includes  items 
on  the  pasteboard  area.  In  some  on-the- 
fly  testing  over  the  phone  with  Cosimini, 
InDesign  seemed  to  ignore  the  items  that 
are  outside  the  actual  page  boundary.  It 
also  has  the  option  of  clipping  the  photos 
and  graphics  to  just  what  is  shown  on  the 
page.  Both  of  these  features  could  mean 
significantly  better  raster  image  process¬ 
ing  times  for  plate  or  film  on  the  fly  con¬ 
version  of  negative  output. 

Other  output  features  that  should 
gladden  the  hearts  of  pre-press  man¬ 
agers:  InDesign  spot  color  to  process 
color;  overprinting  all  the  black  in  a  file; 
a  preflight  window  that  shows  fonts, 
colors,  missing  links,  etc.;  the  ability  to 
make  a  pre-press  file,  essentially  a 
PostScript  file  without  any  device  or 
printer  drivers. 

A  recent  newspaper  trade  magazine 
article  said  the  demand  for  basic  Quark 
training  has  almost  disappeared  by  the 
end  of  a  four-year  transition  from  ver¬ 
sion  3  to  version  4.  As  a  result,  there  are 
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TO  SAY  WE  CREATED 

A  BETTER  EDITORIAL  SYSTEM 

IS  LIKE  SAYING 

THOMAS  EDISON 

IMPROVED  THE  CANDLE. 


Atex  Media  Solutions  introduces  Omnex:  The  only  solution  that  manages  news  content  for  all  your  products.  All  at  once. 

Omnex  is  not  just  another  editorial  system  promising  to  make  your  operation  more  efficient.  It's  the  content  and 
information  management  system  for  news  that  will  revolutionize  the  way  you  operate.  Omnex  lets  you  create,  edit,  and 
mark  up  content  once— no  matter  how  many  times  you  use  it.  Whether  it's  for  one  of  50  zones  for  your  newspaper, 
a  TMC,  magazine,  the  Internet,  or  TV,  you  can  collect,  process,  manage,  market,  and  distribute  any  type  of  content 
for  all  your  products  simultaneously.  No  more  endless  repetition  of  tasks.  And  updates  occur  dynamically  so  your 
colleagues— whether  across  the  newsroom  or  across  the  globe— will  know  instantly  when  changes  are  made.  See  the 
publishing  business  in  a  whole  new  light.  Call  your  sales  representative  or  781.276.1062 for  a  demonstration  at  NEXPO. 


Visit  us  at  NEXPO  Booth  1949 

www.atex.com/omnex 


a  lot  of  basically  competent  XPress 
users  around.  That,  in  turn,  raises  the 
question  as  to  how  willing  publishers 
will  be  to  spend  to  retrain  everybody  on 
InDesign. 

The  bottom  line?  Well,  it’s  going  be 
different  for  everybody! 

If  you  really  care  about  type  —  and 
all  that  implies  about  what  we  can  do  to 
keep  the  reader  reading  —  then  go  for  it. 
The  look-and-feel  and  legibility  (and 
therefore  the  readability)  of  the  body 
text  is  far  superior  with  InDesign  than 
with  XPress. 

If  you’re  content  with  the  way  your 


paper  is  produced  now,  then  you’ll  proba¬ 
bly  do  nothing,  because  to  do  something 
will  cost  time  and  money  —  and  perhaps 
will  send  those  remaining  copy  editors 
who  care  about  words  and  content,  rather 
than  production,  over  the  edge. 

If  you’re  interested  in  increasing  pro¬ 
ductivity  and  making  every  buck  count 
(the  sine  qua  non  these  days),  then 
you’ll  take  the  money  you  might  have 
spent  on  InDesign  and  spend  less  of  it  to 
train  your  copy  editors  and  designers  in 
the  nuances  of  XPress. 

If  you’re  a  small  newspaper  or  week¬ 
ly  using  PageMaker,  there  are  definite 


advantages  in  considering  the  move  to 
InDesign,  assuming  you’ve  got  the  hard¬ 
ware  to  support  it.  Brand  recognition 
and  familiarity  will  go  a  long  way  in 
making  the  transition  easier  than  for 
those  who  might  have  to  switch  from 
XPress,  despite  the  “common  key¬ 
strokes’’  issue  already  discussed.  But  a 
recent  study  by  the  Gartner  Group,  sur¬ 
prisingly,  discovered  that  the  smaller 
papers  and  weeklies  who  could  benefit 
the  most  from  adopting  computer-to- 
plate  pagination  can’t  afford  it,  though 
the  price  of  doing  so  is  relatively  small. 

If  your  scenario  involves  accepting 


Headquarters: 

Adobe  Systems  Inc. 

345  Park  Ave. 

San  Jose,  CA  951 10-2704 

Chairman  and  CEO: 

John  E.  Wamock 

Company  Founded: 

1982 

Number  of  Products: 

28-30  (Estimated) 

Number  of  Employees: 

2,400  (Estimated) 

Brief  Description  of  the  Company: 

Adobe  is  “a  leading  provider  of 
graphic  design,  publishing,  and  imaging 
software  for  consumer  and  professional 
publishers,  Web  and  print,”  says  Au¬ 
tumn  Blatchford,  a  spokeswoman  for 
the  company. 

“According  to  a  recent  survey,  con¬ 
ducted  by  Adobe,  of  Print  Image 
International  print  members,”  she  says, 
“the  majority  prefer  Adobe  PageMaker 
[sold  in  four  different  countries]  for  a 
page-layout  program.” 

Company  Profile  (Via  the  Adobe  Sys¬ 
tems  Inc.  Web  site): 

Adobe  Systems  Inc.  is  a  leading 
provider  of  publishing  and  imaging  soft¬ 
ware  technologies  and  the  second-laigest 
desktop  software  company  in  the  world 
with  annual  revenues  approaching  $1  bil¬ 
lion.  The  company  builds  award-winning 
software  solutions  for  professional  puth 
Ushers,  Web  and  graphic  designers,  docu¬ 
ment-intensive  organizations,  business 
users,  and  consumers. 

Adobe’s  products  enable  customers 
to  create,  publish,  and  deliver  visually 
rich  images  and  documents  across  all 
print  and  electronic  media.  Whether  you 
browse  the  World  Wide  Web;  pick  up  a 
magazine,  newspaper,  or  any  product 
box;  look  up  at  a  billboard;  watch  spe¬ 
cial  effects  during  a  favorite  TV  show  or 
movie;  or  admire  a  friend’s  homemade 
holiday  card  —  chances  are  the  images 


and  text  were  created  with  one  or  more 
Adobe  products. 

Moreover,  Adobe  is  fundamentally 
changing  how  published  information  is 
moved  around  and  archived  within  an 
organization.  Document-intensive  cor¬ 
porations  save  millions  of  dollars 
annually  by  switching  from  costly 
paper-based  processes  to  fast,  efficient 
electronic  document  delivery  using 
Adobe  solutions. 

Adobe  is  headquartered  in  San  Jose, 
Calif.,  and  ...  has  operations  in  North 
America,  Europe,  the  Pacific  Rim, 
Japan,  and  Latin  America. 

Since  1986,  the  company  has  been 
publicly  traded  on  the  Nasdaq  National 
Market  under  the  symbol  ADBE.  Its 
Web  site  is  located  at  www.adobe.com. 
Global  Presaaco: 

Adobe  Systems  Europe,  established 
in  1987,  is  headquartered  in  Edinburgh, 
Scotland,  and  has  offices  in  France, 
Germany,  Italy,  the  Netherlands,  Spain, 
Sweden,  Switzerland,  and  the  United 
Kingdom. 

Adobe’s  extensive  Pacific  Rim  pres¬ 
ence  includes  Adobe  Systems  Co.  Ltd., 
based  in  Tokyo,  and  operations  in 
Australia,  Hong  Kong,  Singapore, 
Korea,  and  China. 

The  company’s  Latin  America  offices 
are  located  in  Argentina,  Brazil,  Chile, 
and  Mexico  City. 

Investing  for  the  Fvtare: 

Adobe  products  play  an  important 
role  for  thousands  of  entrepreneurs 
developing  new  technologies  and  ser¬ 
vices.  Recognizing  the  potential  for 
these  innovators  to  enhance  existing 
applications  and  open  up  new  maricets. 


Adobe  Systems  Inc.  devised  an  aggres¬ 
sive  investment  strategy  that  includes 
direct-investment  activity,  and  Adobe 
Ventures  L.P.  and  Adobe  Ventures  II 
L.P.,  which  are  venture-capital  limited 
partnerships  with  Hambrecht  &  Quist. 
Since  its  inception  in  1994,  Adobe 
investments  have  earned  a  profit  of 
more  than  $100  million,  a  portion  of 
which  has  been  returned  as  dividends  to 
shareholders.  In  addition  to  delivering 
solid  returns,  these  investments  allow 
Adobe  to  monitor  emerging  market 
trends  and  key  indicators.  Current  and 
past  portfolio  companies  —  Netscape 
Communications,  Peerless  Systems, 
Tumbleweed  Software,  Digital  Think, 
and  Siebel  Systems  —  have  developed 
innovative  business  solutions,  while 
providing  Adobe  with  new  market 
opportunities. 

Coniorate  AlllMces: 

Adobe  spawns  new  technologies  and 
innovations  by  aligning  with  industry¬ 
leading  corporations,  including  Apple 
Computer,  Hewlett-Packard,  Intel, 
IBM,  Kodak,  and  Xerox.  Together,  the 
companies  deliver  customer-focused 
publishing  and  imaging  solutions  that 
are  fully  integrated. 

Distribittra: 

Adobe  imaging  and  publishing 
solutions  are  distributed  through 
retailers,  corporate  resellers,  system 
integrators,  and  value-added  resellers, 
and  can  be  purchased  directly  over 
the  Web  at  www.adobe.com.  Volume 
licensing  is  available  for  corporate, 
education,  government,  and  small- 
business  customers. 

—  Compiled  by  Jennifer  L.  Flagg 
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“Atlantic  gives  us 
more  impressions 
per  roll.  That  cuts 
our  waste  and 
our  costs.” 

Bob  Pulfer 

Press  Room  Superintendent 
Toronto  Sun 


More  Run  to  the  Roll 

There  Is  as  much  as  20  per  cent  more  press  run  in  every  roil  of 
Atlantic  newsprint.  A  totally  recycled  sheet,  it  is  tightly  compacted 
and  uniquely  strong. 

Twenty  per  cent  more  newsprint  per  roll  means  fewer 
rolls  to  print  the  same  number  of  newspapers.  It  means 
less  time  required  for  roll  handling.  It  means  ^ 


reduced  paper  waste,  and  less  space 


tied  up  with  inventory.  It  means 
improved  press  room  efficiency. 

With  Atlantic  newsprint, 
you  get  more  run  to  the  roll  - 
and  a  cleaner,  brighter  sheet  with 
superior  printability. 


“We  average  an 
additional  3,000 
copies  a  roll 
when  we’re 
running  Atlantic.” 

Paul  Brown 

Assistant  Press  Room  Manager 
Buffalo  News 


hI|( 


NEWSPRINT  COMPANY 

FIRST  IN  100%  RECYCLED  NEWSPRINT 


Tel  905  686-5952  /  Fax  905  686-5900 


woric  (ads  and  job  printing)  from  outside 
sources,  you’ll  need  at  least  a  few  opera¬ 
tors  using  InDesign.  The  superior  EPS 
graphics  editing  and  typographic  qualities 
of  ln£)esign  undoubtedly  mean  its  files 
soon  will  be  showing  up  on  your 
doorstep,  sent  by  agencies  and  graphic- 
design  houses. 

Take  the  amount  of  ink  expended  on  the 
hype  with  a  grain  of  salt,  and  make  sure  you 


ask  the  users  what  their  experience  has  been 
and  what  their  opinions  are.  All  too  often, 
decisions  like  these  are  made  for  the  wrong 
reasons  (financial,  political,  corporate,  ven¬ 
dor  relationships,  etc.)  at  the  expense  of  a 
real  quantum  leap  in  the  way  the  work  could 
be  done.  Do  not  underestimate  the  ability  of 
the  artists,  copy  editors,  designers,  and  pro¬ 
duction  clerks  in  your  newsroom  or  ad 
department  to  know  what  works  and  what 


doesn’t.  You  may  save  yourself  a  lot  of  time, 
money,  and  aggravation.  HI 


David  Gray  is  the  executive  director 
of  the  Society  for  News  Design  (SND) 
and  the  former  managing  editor/tech¬ 
nology  for  the  Providence  Journal.  He 
is  an  authorized  XPress  trainer  and 
co-author  of  “Using  QuarkXPress” 
(Macmillan  Computer  Publishing). 


Headquarters: 

Quark  Inc. 

1800  Grant  St. 

Denver,  CO  80203 

Chairman: 

Tim  Gill 

CEO: 

Fred  Ebrahimi 

Company  Founded: 

1981 

Number  of  Products: 

Four 

Number  of  Employees: 

Over  550 

Brief  Description  of  the  Company: 

“We  are  a  software  development 
company,”  according  to  Leslie  Holben 
in  Quark  Inc.’s  public  relations  depart¬ 
ment. 

Products  and  Users: 

Over  2  million  copies  of  Quark¬ 
XPress  have  been  sold,  and  QPS  (Quark 
Publishing  System)  is  used  at  approxi¬ 
mately  500  sites. 

Both  products  are  used  by  newspa¬ 
pers  and  publishers  worldwide,  but 
Quark  has  not  released  any  specific  or 
approximate  numbers  as  to  how  many 
newspapers  use  each  of  the  products. 
Quark  Product  Overview: 

QuarkXPress  —  with  its  precise 
typographic,  layout,  and  color  controls 
—  is  one  of  the  electronic-publishing 
industry’s  most  important  tools  for 
high-end  designers. 

(QuarkXPress  4.0  has  more  than  75 
significant  new  features  paced  by  pow¬ 
erful  B6zier-based  drawing,  layout,  and 
design  tools  for  additional  versatility;  a 
suite  of  features  geared  to  long-docu¬ 
ment  producers  and  networked  corpo¬ 
rate  workgroups;  and  a  redefined  inter¬ 
face  boasting  pop-out  tools  and  tabbed 
dialog  boxes.  The  new  features  are 
capped  by  enhancements  designed  to 
make  QuarkXPress  the  most  efficient 
page-layout  application  available. 
XTensions  software  technology  lets 
users  add  features  and  capabilities  to 
(QuarkXPress  for  specialized  production 
and  design  tasks. 

More  than  400  commercially  avail¬ 
able  XTensions  have  been  developed. 


Company  Profile  (Via  the  Quark  Inc. 
Web  site): 

Quark  Inc.  (www.quark.com)  devel¬ 
ops  software  tools  that  are  the  funda¬ 
mental  elements  of  high-end,  profes¬ 
sional  electronic  publishing  and  com¬ 
munication. 

Already  known  worldwide  for 
QuarkXPress,  which  1 1  years  ago 
changed  the  course  of  traditional  pub¬ 
lishing,  Quark  is  helping  its  customers 
prepare  for  the  next  revolution:  a  shift  in 
how  documents  of  all  kinds  are  pro¬ 
duced  and  distributed.  Many  magazines, 
newspapers,  and  other  documents  will 
soon  be  freed  from  current  two-dimen¬ 
sional  constraints  and  become  interac¬ 
tive,  dynamic,  multidimensional,  multi- 
media  experiences. 

Quark  views  the  changing  communi¬ 
cations  landscape  as  an  opportunity  for 
today’s  publishers.  Even  as  publishing 
media  expand  —  from  paper  to  elec¬ 
tronic,  and  from  analog  to  digital  — 
quality  content  remains  the  critical 
component.  Quark’s  communications 
products  reflect  this  shift  with  their  abil¬ 
ity  to  let  publishers  meet  the  demand  for 
information  in  any  of  its  forms. 

For  example,  QPS  caters  to  collabo¬ 
rative  workgroup-oriented  print  pub¬ 
lishers,  while  Quarkimmedia  caters  to 
customers  who  want  to  develop  media- 
rich  content  for  the  screen. 

As  electronic  communications  tech¬ 
nologies  continue  to  become  more 
sophisticated.  Quark  envisions  the 
familiar  QuarkXPress  platform  as  a 
foundation  customers  can  build  upon  as 
they  determine  how  to  deliver  informa¬ 
tion.  This  approach  gives  customers  the 
ability  to  capitalize  on  their  existing  and 
future  QuarkXPress-created  content. 

Via  internal  development,  acquisition, 
and  strategic  partnerships.  Quark  plans 
to  deliver  software  that  facilitates  the  use 
and  benefits  of  digital  communication. 

Quark  is  focusing  on  technology  that 


anticipates  (its)  cus¬ 
tomers’  needs,  and  thus 
helps  them  meet  the 
needs  of  their  cus¬ 
tomers  as  well. 
Historical  Overview: 

Quark  was  founded  in  Denver  in 
1981  by  Tim  Gill.  Gill  named  the  com¬ 
pany  after  the  subatomic  particle  pro¬ 
posed  as  the  building  block  for  all  mat¬ 
ter.  Gill  wrote  the  first  word-processing 
program  for  the  Apple  III  before  Apple 
Computer  Inc.  or  any  other  vendor 
could  reach  the  market.  Gill  then  wrote 
a  variety  of  additional  text-processing 
programs  for  the  Apple  platform. 

In  1986,  Fred  Ebrahimi  joined  Quark 
to  serve  as  president  and  chief  executive 
officer.  Gill  continues  to  serve  as 
Quark’s  chairman  and  chief  technology 
officer.  QuarkXPress  made  an  immedi¬ 
ate  impact  when  it  was  released  in  1987. 
Desktop  publishing  was  in  its  infancy, 
and  most  publications  were  produced 
mechanically. 

QuarkXPress  introduced  precision 
typography,  layout,  and  color  control  to 
the  desktop  computer,  and  delivered 
those  features  to  designers  at  a  fraction 
of  the  cost  of  proprietary  typesetting 
systems. 

In  1988,  Quark  began  international 
operations  with  the  establishment  of 
customer  service  and  technical  support 
offices  across  Europe  and  the  Far  East. 
Currently,  Quark  maintains  offices  in 
Denmark,  France,  Germany,  Japan,  the 
Netherlands,  Singapore,  and  the  United 
Kingdom.  The  German  office,  based  in 
Ludwigsburg,  also  emphasizes  the 
development  of  client/server  and  com¬ 
munications  technologies. 

Today,  Quark  is  a  leader  in  the  high- 
end,  professional  electronic  publishing 
and  design  industry.  More  than  1  mil¬ 
lion  users  in  more  than  100  countries 
worldwide  rely  on  Quark  products  to 
create,  design,  and  manage  the  produc¬ 
tion  of  their  documents  —  from  news¬ 
papers,  magazines,  books,  and  CD- 
ROMs  to  catalogs,  brochures,  packag¬ 
ing,  and  online  material. 

—  Compiled  by  Jennifer  L.  Flagg 


64 


EDITOR  a  PUBLISHER  /  JUNE  12.  1999 


www.mediainfo.com 


Sorn^TTffng  that  th^  all  can  agree  upon. 


We  salute  our  co-sponsors  -  some  of  the  most  well 
known  and  well  respected  media  assodations  from 
around  the  world. 

•American  Press  Institute 
•Assodation  of  Free  Community  Papers 
•Canadian  Community  Newspapers  Assodation 
•Free  Ad  Paper  International  Assodation 
•IFRA 

•Inter  American  Press  Assodation 
•Southern  Newspapers  Publishers  Assodation 
•Suburban  Newspapers  of  America 
•Texas  Daily  Newspaper  Assodation 
•Texas  Press  Assodation 

For  their  support,  their  loyalty  and  for  all  that  th^  do  on 
behalf  of  our  friends  in  common,  the  great  newspapers  of 
the  world. 

Big  or  small.  Daily  or  weekly.  Free  or  paid.  Conservative  or 
liberal.  Tradirional  or  alternative.  And,  now,  of  course,  in 
print  and  online. 


The  professional  association  that  represents  your  best 
interests  will  once  again  be  your  standard  bearer  at 
The  Editor  &.  Publisher  Company’s  Second  Annual  Online 
Classifieds  Industry  Symposium,  September  12-14  in 
Austin,  TX.  Shouldn’t  you  be  there,  too? 

You  never  know  what  you  are  going  to  learn  at  this 
Symposium!  You  never  know  who  you  are  going  to  see  - 
or  who  will  see  you.  (Can  you  really  risk  a  conspicuous 
absence?) 

If  you  were  at  last  year’s  Online  Classifieds  Symposium  - 
or  if  you  only  heard  about  it  -  we  promise  you  an  event 
that  will  be  even  better.  And  if  you  think  that  because  you 
were  in  St.  Louis,  that  you  can  skip  Austin,  think  again. 
That  is,  of  course,  unless  your  job,  your  classifieds 
department,  your  competitive  situation  -  and  you  do 
have  competition,  just  go  online  -  hasn’t  changed.  Need 
we  say  more? 


Register  NOW  at  the  Early  Bird  rate  of  just  $895! 

Online:  www.mediainfo.com  -  “Conferences”.  By  phone:  212-675-4380,  ext.  503. 


2Tid  Annual  Editor  &  Publisher 

ONLINE  CLASSIFIEDS  INDUSTRY  SYA/IPOSIDM 

September  12-14,  1999  •  Hyatt  Regency,  Austin,  Texas 

Host  Newspaper;  Austin  AnicnC4n',$t3t6Sindn 

Mstiiclasslflids.con 


Cichowski  says  she  and  other  site  exec¬ 
utives  receive  e-mailed  reports  on  general 
activity  every  day,  as  well  as  more  compre¬ 
hensive  log  files  —  such  as  user  demo¬ 
graphics,  the  path  each  user  takes  through 
the  site,  time  spent  on  pages,  pages  where 
users  exit  the  site,  and  more  —  on  a  less 
frequent  basis. 

“The  value  of  measurement  is  one  of  the 
Web’s  major  advantages,”  says  Robbin 
Zeff,  president  of  the  Zefif  Group  and 
author  of  Advertising  on  the  Internet. 

S  “There  is  no  other  communica¬ 
tion  medium  that  is  so  measur¬ 
able.  [USA  Today  Online’s 
[  work]  shows  a  maturation  of 
I  the  medium  and  that  people  are 
beginning  to  use  this  for  some¬ 
thing  other  than  advertising.” 

Zeff  calls  analyzing  user 
logs  “smart  business”  for  any 
Web  site  that  takes  the  time  to 
scmtinize  the  raw  logs  with 
unending  rolls  of  raw  text,  to  the  graphical 
charts  that  show  trends  in  demographics 
and  usage.  “Every  day’s  a  focus  group. 
What’s  not  to  like  about  that?”  he  asks. 
“This  is  another  example  of  how  the 
Internet  is  bringing  companies  and  their 
customers  closer  together.  This  is  what 
happens  when  there  is  an  empowered  cus¬ 
tomer  base.  Log  files  show  what  they  actu¬ 
ally  do.” 

Although  USAToday.com’s  technology 
staff  created  their  own  software  for  track¬ 
ing  users,  many  software  solutions  are 
available  for  Web  sites.  Some  ad  hosting 
companies  help  track  user  behavior,  as  do 
some  Internet  service  providers. 

But  Zeff  and  another  industry  analyst, 
Eric  Meyer,  warn  that  scrutinizing  Web 
logs  shouldn’t  be  the  only  information  used 
to  make  decisions  about  content. 

“We  must  give  them  what  they  want,  but 
also  what  they  need.  We  can  do  that.  But  if 
we  surrender  and  make  all  of  our  decisions 
based  on  what  they  want,  we’ll  convert  all 
of  our  sites  to  porno  sites,”  warns  Meyer,  a 
professor  of  journalism  at  the  University  of 
Illinois  at  Champaign.  H 


The  nation’s  most  popular 
online  newspaper  takes 
audience  measurement 
very  seriously.  Based  on 
its  server  logs,  the  site  is 
shifting  resources  this  year 

by  Martha  L  Stone 


Cichowski  will  add  four  new  technology 
writers  for  the  Web  site  this  year  because  of 
the  heavy  traffic  on  that  section  over  time. 

“One  area  where  we  needed  to  create 
more  enterprise  content  was  the  tech 
pages,”  Cichowski  says.  “Tech 
pages  have  continued  to  grow 
in  traffic.  We  authorized  an 
additional  four  reporters  dedi¬ 
cated  to  producing  enterprise 
content.” 

On  the  Web  site’s  most 
heavily  trafficked  day  —  April 
21,  the  day  after  the  Colum¬ 
bine  High  School  shooting  in 
Littleton,  Colo.  —  USAToday. 
com  received  8  million  total  page  views, 
Cichowski  says.  But  the  traffic  logs  reveal 
some  interesting  surprises:  Most  of  the 
— I  2  million  page 

-  views  attributed 

Ibrmoieinnowwion  tO  thg  shoOting 

_ _ _  were  for  interac¬ 
tive  and  visual 
-  .  -  I  elements  of  the 

Columbine  pack- 
age,  not  for  the 
story  text. 

“’SSaT'  *  ^  photo  al- 

r,,.,  I . hum,  with  wire 

photos  of  the 
shooting  scene 
and  of  grieving 
residents,  got  952,000  page  views. 

•  An  interactive  graphic  of  the  high- 
school  shooting  scene,  based  on  an  eyewit¬ 
ness  account,  got  293,000  page  views.  The 
graphic  was  produced  by  USA  TODAY'S 
print  art  department. 

•  Video  and  audio  feeds,  from  Gaiuiett 
Co.  Inc.  affiliates  in  Denver,  got  69,000 
page  views.  The  transmission  to  the  Web 
was  made  possible  by  RealNetworks. 

•  The  message  board  got  10,000  page 
views. 

•  Of  the  word-driven  pages,  accounting  for 
685,000  page  views,  only  123,000  of  those 
were  full  stories;  the  rest  were  briefs  pages. 


Audience  measurement  is  one  of  the 
Web’s  greatest  strengths,  and  USA 
Today  Online  is  making  sure  it 
pushes  the  limits  of  its  accountability. 

Since  1994,  the  most  visited  newspaper- 
affiliated  Web  site  (according  to  Media 
Metrix)  has  studied  its  server  logs  to  find  a 
wealth  of  information.  The  data  has  been 

used  to  make  i’-..-  TWifjiirr-nnTTn~=r~ 
decisions  about 
editorial  content, 
staff 


Lorraine  Cichowski 


expansion 
and  transfers,  and 
even  budgetary 
expenditures. 

“We  watch  our 
pages  and  traffic 
really  closely  ev¬ 
ery  day,”  says 
USA  Today  On¬ 
line  general  man¬ 
ager  Lorraine  Ci¬ 
chowski.  “We  watch  people  as  they  come 
on  the  site,  and  how  they  cluster  on  the  site. 
Part  of  the  1999  strategy  for  the  site  is  we 
wanted  to  add  [staff]  in  areas  of  interest  of 
our  readers.  We  gauge  reader  interest  on 
where  they  go.” 


USAToday.com’s  technology  section  is  popular. 


Areas  of  Expansion 

Breaking  News 
Sports 
Money 
Stocks 
Technology 


Stone  (martstone@aol.com)  is  a 
new-media  professor  at  Roosevelt 
University  in  Chicago  and  principal  of 
Advanced  Interactive  Media  Group. 

www.mediainfo.com 


How  well  something  is  structured 
often  determines  its  staying  power. 


Together  with  our  affiliation  of  more  than  130  newspapers,  we’re  changing  the  face  of  online  commerce. 
Classified  Ventures-a  powerful  force  for  your  success. 


Ventures 

www.classifiedventures.com 


apartments.com «  auction  universe^ 


^^OmeHunter.COm-  |^r^HomeNetwork.c 


Law  site  grows  online 


American  Lawyer  Media  Inc.  of 
New  York  continues  to  develop 
its  Web  publications  for  the 
legal  profession.  In  the  last  month,  the 


company  has  launched  three  subscrip¬ 
tion-only  products  within  its  Web  site, 
the  Law  News  Network,  located  at 
http://www.lawnewsnetwork.com. 


The  three  online  Practice  Centers  cover 
Tech  Law,  Employment  Law,  and  Intellec¬ 
tual  Property  Law.  By  the  end  of  the  year, 
the  company  expects  to  open  three  addi¬ 
tional  subscription-only  sections,  includ¬ 
ing  a  Corporate  Law  Center,  according  to 
Peter  Scheer,  American  Lawyer’s  vice 
president  of  electronic  publishing. 

Scheer’s  job  is  to  cull  the  best  informa- 


American  Lawyer  Media, 
publisher  of  national  and 
regional  law  newspapers 
and  magazines,  is  moving 
ahead  with  an  aggressive 
Web  strategy. 

tion  from  the  company’s  various  print 
products  for  its  national  Web  site.  “I  want 
to  build  a  good  daily  online  newspaper 
that  covers  taw,”  Scheer  says.  To  do  that, 
he  pulls  material  from  the  company’s  21 
national  and  regional  legal  magazines  and 
newspapers  —  which  publish  on  different 
schedules. 

For  example,  the  Law  News  Network 
site  has  picked  up  coverage  from  the 
Fulton  County  Daily  Report  of  the  ongoing 
legal  battles  between  Richard  Jewell  and 
The  Atlanta  Journal-Constitution.  “Our 
national  Web  site  gave  those  very  good  sto¬ 
ries  exposure  beyond  our  subscribers  to  the 
Georgia  newspaper,”  Scheer  says.  But  the 
national  site  doesn’t  provide  alt  the  stories 
available  in  the  regional  publications. 

Scheer  has  developed  a  daily  news  wire 
that  is  a  digest  of  the  top  10  legal  stories 
of  the  day.  His  e-mail  list  for  the  digest  is 
up  to  43,000.  While  the  goal  is  to  drive 
traffic  to  American  Lawyer  Web  sites, 
Scheer  isn’t  aiming  for  “stickiness.”  He 
says,  “Lawyers  want  to  get  their  informa¬ 
tion  as  quickly  as  possible.  We  try  to 
digest  everything.  We’re  not  a  sticky  site, 
but  lawyers  will  come  back  again  and 
again  if  they  know  they  can  get  the  infor¬ 
mation  they  want  from  our  site.” 

American  Lawyer  is  also  using  daily  e- 
mails  for  its  new  subscription-only  sections. 
They  will  contain  news  stories,  links  to  the 
latest  relevant  cases,  links  to  continuing  edu¬ 
cation  material,  and  links  to  a  database  of 
legal  memoranda  written  by  law  firms. 
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Let  ABB 

Put  You  in  Control 


Imagine  your  production  operation  running  smoothly  and  efficiently — 
from  pre-press  all  the  way  to  the  mailroom.  ABB  can  help  you  achieve 
optimal  control  over  your  entire  operation  with  our  full 
line  of  proven  production  management,  press  control,  and 
AC  drive  systems. 

For  a  single  drive  replacement  or  total  production  optimiza¬ 
tion,  ABB  supplies  the  systems  that  help  you  achieve  your 
production,  quality,  and  cost  reduction  goals.  And  as  the 
developer  of  the  first  modem  press  controls  and  the  first 
shaftless  press  control  system,  ABB  provides  applications 
expertise  and  experience  to  tackle  your  toughest  problems. 
Take  Control  over  pressroom  waste,  lagging  productivity,  manpower 
and  workflow  issues.  Call  ABB  Printing  Systems  in  Wisconsin  at  (4 14) 
785-8361  or  in  Texas  at  (214)  328-1202  and  start  taking  control  today. 


ABB  Automation  Inc.,  Printing  Systems,  16250  W.  Glendaie  Drive,  New  Berlin,  Wl  53151 
www.abb.com/printing 


A  nil 
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PT*05  01999  ABB  Automation  Inc. 


Cars.com  gets  the  Go 
Network’s  green  light 


quality  of  my  product.  That  is  something 
that  is  not  being  thought  of  by  companies 
these  days  because  companies  are  in  the 
short  term.  All  they  have  to  do  is  make  a 
splash.  Not  that  they  can  swim.” 

The  campaign  features  the  oval,  blue 
cars.com  logo  placed  on  the  Go 
Network  site  near  links  to  its  other  auto- 


Newspaper-affiliated  Web 
site  now  exclusive  used-car 
listings  provider  for  Go.com 

by  Martha  L.  Stone 

Cars.com,  one  of  five  units  of 
Chicago’s  Classified  Ventures, 
announced  June  7  it  has  formal¬ 
ized  a  pact  with  Infoseek  Corp.  to  be  the 
exclusive  provider  for  used-vehicle  list¬ 
ings  on  Go  Autos,  the  new  auto  channel 
of  the  Go  Network,  a  partnership  be¬ 
tween  Infoseek  and  the  Walt  Disney  Co. 
Editor  &  Publisher  Interactive  first 
reported  the  deal  May  25. 

The  estimated  multimillion-dollar  deal 
is  part  of  the  cars.com  $26-million  distri¬ 
bution  and  marketing  strategy  launched 
last  year  that  includes  partnerships  with 
America  Online  and  a  marketing  cam¬ 
paign  on  large  Internet  sites. 

The  cars.com  strategy  is  seen  as  an 
attempt  to  pull  ahead  in  the  high-stakes 
world  of  auto  classifieds  on  the  Web. 
According  to  Media  Metrix,  cars.com 
continues  to  be  a  close  No.  4  in  transac¬ 
tional  auto  sites  behind  CarPoint.com, 
Autobytel.com,  and  AutoWeb.com. 


While  many  analysts  agree  aggressive,  mobile  content.  Cars.com  will  provide 
well-organized  marketing  campaigns  can  hundreds  of  thousands  of  used-car  list- 
elevate  a  brand  in  a  competitive  market,  ings.  Classified  Ventures  is  owned  by 
at  least  one  industry  analyst  thinks  sites  eight  media  companies,  which  own  130 
in  this  genre  don’t  have  the  content  users  local  Web  sites  in  60  markets,  many  of 
are  looking  for,  including  news,  reviews,  which  contribute  used-car  listings  to 
and  advertising  listings.  cars.com. 

The  Auto  Web  Site  Race 

Site  Unique  Visitors  in  April  Percent  of  All  Web  Users  in  April 


CarPoint.com 

1,323,000 

2.2% 

Autobytel.com* 

817,000 

1.3% 

AutoWeb.com 

721,000 

1.2% 

Cars.com 

643,000 

1.1% 

AutoConnect.com 

391,000 

0.6% 

*Autobytel's  consolidated  sites 
Sites  were  categorized  by  E&P 
Source:  Media  Metrix 


“There  is  value  in  getting  your  name  Launched  in  January,  the  Go  Network 
known,  but  you  have  to  back  it  up,”  says  includes  Walt  Disney  properties  ABC- 

Eric  Meyer,  professor  of  journalism  News.com,  ESPN.com,  and  Family.com. 

at  the  University  of  Illinois  in  Cham-  Cars.com  will  provide  content  to  the  Go 

paign.  Network,  including  its  exclusive  rela- 

“If  I  were  marketing  a  new  toothpaste,  tionship  with  National  Public  Radio’s 

I  would  want  to  get  on  supermarket  “Car  Talk.”  The  NPR  program  will  debut 

shelves.  I  can  get  everybody  to  buy  my  on  Go.com  later  this  summer, 

toothpaste  once.  But  can  I  get  them  to  buy  Classified  Ventures  is  owned  by 
it  a  second  time?  That  depends  on  the  Central  Newspapiers  Inc.,  Gannett  Co. 


ONLINE  BUYER’S  GUIDES 

•  Community  Calendar  •  Restaurant  Guides 

•  Real  Estate  Locator  •  Car  Shopper  and  more., 

Tel:  888.426.00 10 
vfww.gcnpublishmg.com 


gcnpublishing 

A  DIVISION  OF 

GRAND  CENTRAL  NETWORKS.  INC. 


Inc.,  Knight  Ridder,  the  McClatchy  Co., 
the  New  York  Times  Co.,  the  Times 
Mirror  Co.,  the  Tribune  Co.,  and  the 
Washington  Post  Co. 

A  few  weeks  ago,  the  Go  Network 
launched  its  own  multimillion-dollar 
promotional  campaign,  including  seven 
television  spots  that  will  run  for  the  next 
four  months.  The  “Before  You  Go  Here, 
Go  Here”  ad  campaign  focuses  on  tasks 
such  as  home  or  car  buying.  !■ 

Stone  (martstone@aol.com)  is  a 
new-media  professor  at  Roosevelt 
University  in  Chicago  and  principal 
of  Advanced  Interactive  Media 
Group. 
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«  COLORS  CAPTURED  ON 

PROVIA  ARE  ALWAYS  REALISTIC 
SOMETIMES  PAINFULLYrealistic.^^ 

[  RAUL  DE  MOLINA  ] 
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[fUJICHROME  PROVIA  400  PROFESSIONAL  (RHP)] 

Scenes  like  this  don't  happen  twice.  That's  why  you  need  a  film  you  can  rely  on  to  capture  the  shot  the  first  time.  Fujichrome 
Provia  is  a  series  of  color  reversal  films  that  provide  exceptional  versatility,  fine  grain  and  sharpness.  And  with  their  accurate 


color  reproduction,  all  your  images  can  make  this  kind  of  an  impact.  Because  when  you 
have  to  get  the  picture,  your  film  should  make  sure  you  can.  For  more  information  about 
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mDfessicjnal 


www.fujifilm.com 


our  Fujicolor  and  Fujichrome  films,  call  us  at  1-800-800-FUJI. 
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"Our  NewsEngin 
installation  was  the 
best-received  by  users 
that  I  have  ever  been 
associated  with.  The 
sottware  is  obviously 
designed  with  a  lot  of 
newsroom  experience 
behind  it."  That’s 
what  a  veteran  pre¬ 
press  manager  told  us 
at  one  of  the  sites 
powered  by 
NewsEngin.  Visit  our 
website  and  picture 
what's  possible  in 
your  newsroom. 


WWW.  newsengin.  com 


always  understand  banner  ads,  but  they 
understand  sponsorships,”  Godgart  says. 

Sponsorships  require  no  Web  savvy  on 
the  advertiser’s  part;  they’re  built  into  the 
program.  There’s  also  room  for  network 
banner  ads,  classifieds,  and  inventory 
linked  to  PowerAdz.  Godgart  hopes  to 
eventually  sell  national  advertising 
across  the  network,  with  part  of  the  pro¬ 
ceeds  going  to  local  newspaper  affiliates. 
In  addition,  Z-wire  can  handle  display 
_ ads  and  online 

rVlV/PiE5S^  i  auctions,  which 

i  PowerAdz  has 
^  ^ — I  i  co-branded  with 

Htiowan— 11  I  Classified  Ven- 
Auction 


pie  template,  editors  can  easily  publish 
their  stories  on  the  Web.  The  site  includes 
community  news,  national  news  via  wire 

copy,  AdQuest3D  _ 

Classifieds,  . 
lifestyle  pages,  | 

Yellow  Pages, 

auctions,  and  spe-  ^  ^  mm 

cial  sections.  SSSSSB^^^BI 

“We  want  local 
newspapers  to  r?"»— 

build  their  brand,” 
says  Robert  God-  gQjjgm 

gart,  chairman  of  lyjgwsy— ?" 

PowerAdz.com, 
creators  of  Z-  SBf 

wire.  PowerAdz 

will  host  the  sites  gnBMHLadnrianipnMtn 

on  its  servers.  SiSST 

“All  the  newspa- 

per  does  is  add  its  SSSL  . 

content  and  go.”  s-  rSsrHsi-o! 

Rensselaer,  ii'imtimiiiB  '*‘^*’**-‘** "" 

N.Y. -based 

PowerAdz  is  |“— "tS.": 

known  for  its  *■  «* 

classified  net-  i _ **"*""* 

work,  which  now 
includes  over  700 

papers.  The  latest _ 

product  is  designed  to  provide  a  full  suite 
of  Web  services  to  newspapers,  not  just 
the  online  classifieds  service. 

Godgart  believes  the  advertising  capac¬ 
ity  is  enormous.  For  example,  each  Web 
section,  such  as  sports  or  lifestyle,  offers 
sponsorships.  The  sponsor’s  box  on  the 
Web  site  page  will  be  linked  to  a  promi¬ 
nent  listing  in  a  comprehensive  Yellow 
Pages  section.  Coupons  can  be  available, 
and  those  who  sponsor  a  section  or  adver¬ 
tise  get  enhanced  listings  that  include 
links  to  their  own  Web  sites. 

Godgart  hopes  that  by  having  sponsors, 
newspapers  won’t  have  to  rely  on  banner 
advertisements,  nor  wilt  they  have  to 
worry  about  creating  banner  ads  for  local 
advertisers.  “Local  advertisers  don’t 


Z-wire,  a  new  turnkey  Web 
publishing  program,  seeks 
to  unlock  potential  of  papers 
with  circulations  under  25K 


Z-wire,  a  turnkey  program  that 
transforms  newspaper  copy  into  a 
workable  Web  site,  is  the  latest 
product  that  promises  to  get  small  news¬ 
papers  on  the  Web  —  quickly  and  without 
great  expense.  After  a  few  weeks  on  the 
market,  about  20  newspapers  have  already 
signed  up  as  affiliates.  Early  participants 
include  Bee  Newspapers  of  New  York; 
Add  Inc.,  a  division  of  Journal  Communi¬ 
cations  Inc.  in  Wisconsin;  Times  Citizen 
Communication  in  Iowa;  and  Sound  Pub¬ 
lishing  in  Washington. 

Designed  for  papers  with  circulations 
of  up  to  25,000,  Z-wire  allows  affiliate 
papers  to  plug  editorial  copy  into  a  pre¬ 
designed  format  for  the  Web.  Using  a  sim- 


^1!!^.  j  Universe. 

HpH  For  editorial 
sections,  the  wn- 
i  ter  can  Just  cut 

■iitoo»oc»  laagK*J  I  paste  copy 
!  into  the  formatted 

!  site.  PowerAdz  is 

■.(FTP  *a  p««.  i  working  on  creat- 

"  '"S  ^  bridge  to 

“•  publishing  sys- 

terns.  When  creat- 
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__  i  wnter  has  pop-up 

^  I  menus  that  in- 
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i  clucie  article  type, 

!  article  priority, 

«  ^  and  news  status  as 

_  well  as  headline, 

‘r.*~r‘77— '  i  byline,  and  full 

story  spaces.  The 

— _ !  system  also  ar¬ 

chives  articles. 

The  program  allows  for  reader  submis¬ 
sions,  such  as  birth  and  wedding  an¬ 
nouncements,  letters  to  the  editor,  and 
advertising  requests.  Readers  can  provide 
such  information  online. 

As  for  price,  Godgart  says  the  company 
is  offering  rebates  and  that  the  program 
could  pay  for  itself.  He  says  it  costs  sever¬ 
al  hundred  dollars  to  set  up,  plus  several 
hundred  dollars  a  month  to  maintain. 

PowerAdz  has  thrown  in  the  price  of 
belonging  to  PowerAdz  network.  The  fee 
as  an  affiliate  also  includes  an  on-site 
trainer.  For  example,  a  3,000-circulation 
paper  may  have  a  trainer  for  an  entire 
week  to  teach  the  staff  how  to  use  the  pro¬ 
gram  and  sell  advertising.  Hi 


They  just  might 


NewsEngin 
software  was 
designed  with  one 
thing  in  mind: 
Help  news  peopie 
do  their  jobs.  Our 
tools  are 
versatile,  easy  to 
learn  and  easy  to 
run.  All  at  a 
refreshingly  low 
price,  because  we 
see  a  future  in 
doing  right  by 
newsrooms. 


Smart  Tools  for  News  People. 


Join  the 


With  internet  Tradeiine’s  Point  &  Shop, 

The  Oniy  Turn-key  E-commerce  Soiution 
Created  Especiaiiy  For  Newspapers.  ^ 

Over  75  newspapers  have  already  clicked  with 
Point  &  Shop™  online  malls.  What  are  you  waiting  for? 

Please  visit  our  booth 
#  3069  at  NEXPO. 
www.polntshop.com 
800-872-3390 

Sc 

'POINT  HOP 


INTERNET  COMMERCE  WITH  A  POINT- 


The 

Get  Rich 
Clique 

Bergen  Record 
Denver  Post 
Newsday 

The  Hartford  Courant 
New  York  Post 
Connecticut  Post 
Danbury  News-Times 
Charlotte  Observer 
Duluth  News-Tribune 
Fort  Worth  Star 
Philadelphia  Inquirer 
Philadelphia  Daily  News 
San  Jose  Mercury  News 
Wilkes-Barre  Citizens  Voice 
Record  Journal 
Arizona  Republic 
Las  Vegas  Sun 
Spokane  Spokesman  Review 
Press  of  Atlantic  City 
The  Lawrence  Ledger 
Hopewell  Valley  News 
The  Beacon 

The  Hillsborough  Beacon 
The  Manville  Nm 
The  Central  Post 
Tempo 

The  Cranbury  Press 
The  Windsor-Heights  Herald 
The  Messenger  Press 
The  Hamilton  Observer 
Register  News 
Peoria  Journal  Star 
East  Brunswick  Sentinel 
South  Brunswick  Sentinel 
Monroe  Sentinel 
Suburban 

North  Brunswick  Sentinel 

News  Transcript 

Independent 

Examiner 

Bay  News 

Kings  Courier 

Canarsie  Digest 

Ratbush  Life 

The  Brooklyn  Graphic 

Bay  Ridge  Courier 

Brooklyn  Heights  Courier 

Carroll  Gardens/Cobble  Hill  Courier 

Park  Slope  Courier 

Caribbean  Life 

Russkaya  Rekiama 

Nassau  Community  Newspapers 

Dan  s  Papers 

Chelsea/Ciinton  News 

Westsider 

Manhattan  Spirit 

Our  Town 

Bronx  Press  Review 
Riverdale  Review 
Queens  Tribune 
Image 

Cape  Cod  Times 
And  more... 


Point  &  Shop  is  a  tradwnartt  of  Internet  Tradeiine,  Inc.  01999  Internet  Tradeiine,  Inc. 


DIGITAL  HOW-TO 


Winning  the  1 0-K  race, 
‘Wizard’  linds  facts  fast 


by  Charles  Bowen 

■  remember  attending  an  investigative- 
reporting  seminar  back  in  the  1970s 
when  a  battle-scarred  old  journal-  ras 
ist  spoke  reverently  of  10-K  reports.  . 
These  annual  disclosure  documents  njf 
that  public  companies  must  file  with  H 
the  Securities  and  Exchange  Com¬ 
mission,  he  said,  were  gold  mines  of 
information  about  a  business’  latest  » 
products,  projects,  and  plans,  as  well 
as  the  activities  of  its  leadership. 

But,  he  warned  us  neophytes  —  for 
these  were  the  dark  ages  when  the 
Internet  was  still  unknown  in  most  ^ 
newsrooms  and  the  World  Wide  Web 

s 

was  still  20  years  away  —  that  getting  |  > 
10-K  reports  for  the  companies  you’re  1J_^ 
interested  in  was  seldom  easy,  with- 
out  phone  calls  and  letters.  And  a  few  sym¬ 
pathetic  angels  in  the  financial  community 
couldn’t  hurt.  “Still,”  he  advised  us,  “per¬ 
severe.  It’s  well  worth  the  quest.” 

I  thought  about  that  old  reporter  again 
recently,  as  I  spent  only  seconds  on  the 
Net  to  turn  up  literally  thousands  of 
recent  SEC  documents  that  mention  my 
home  state,  my  city,  specific  companies, 
and  industries  of  interest.  The  documents 
covered  years  from  1994  to  the  present 
and  included  much  more  than  merely  10- 
Ks.  In  fact,  through  a  free  Web  resource 
called  the  10-K  Wizard,  we  all  have 
access  to  more  than  70  different  types  of 
SEC  documents. 

To  use  this  powerful  tool,  start  by  visit¬ 
ing  the  site:  http://www.tenkwizard.com. 
On  the  introductory  page,  enter  a  word  or 
phrase  in  the  data-entry  box  at  the  top  of 
the  screen  and  click  on  the  “Search”  but¬ 
ton  to  search  all  SEC  filings.  A  company 
name  or  partial  name  may  be  entered  to 
search  all  filings  by  or  about  that  compa¬ 
ny.  You  also  can  enter  a  stock-ticker  sym¬ 
bol  to  search  for  that  firm,  or  enter  an 
interest  or  product  name. 

Advance  searching  options  also  are 


available.  Use  AND,  OR,  or  NOT  to 
broaden  or  narrow  a  search.  Also  available 
is  the  NEAR  option  to  find  a  word  within 
a  designated  number  of  words  of  another. 


WBLCOMl  TO  10-E  WtSABD  >.• 


For  instance,  OIL  NEAR(5)  GAS  finds 
documents  where  the  word  “oil”  appears 
within  five  words  of  the  word  “gas.”  The 
introductory  page  also  has  links  to  key 
types  of  documents.  Click  on: 

•  “Filings”  to  search  all  SEC  filings  by 
company,  ticker,  form  type,  word,  phrase, 
or  date. 

•  “Insider  Trading”  to  list  current  and 
historical  insider  trading  reports  (known 
in  financial  circles  as  13-Ds,  13-Gs,  etc.). 
You  can  search  this  data  by  company  or  by 
specific  investor.  A  “Recent  Insider  Trad¬ 
ing  Filings”  section  lists  the  most  recent 
filings  entering  the  database. 

•  “Pension  Funds”  to  display  available 
“Institutional  Holdings”  reports  (13-Fs) 
by  specific  pension  fund,  company,  or 
stock  symbol.  The  initial  display  is  a  list 
of  all  pension-fund  managers  along  with 
their  largest  holdings.  Clicking  on  any  of 
these  managers  leads  to  a  screen  display 
of  all  the  funds  under  management.  A 
search  facility  enables  you  to  look  for  a 
security  holding,  restricting  the  search,  if 
you  would  like,  by  clicking  on  the  check 
box  of  each  pension  fund  manager. 


•  “Financials”  to  search  and  display 
financial  data  schedules  by  company, 
searchable  by  name  or  ticker  symbol. 
The  initial  screen  lists  companies’  rank¬ 
ings  according  to  common  financial  cri¬ 
teria.  Click  on  any  displays  for  the  data 
schedules  for  that  firm.  A  search  option 
lets  you  look  for  companies  by  name  or 
ticker.  You  may  specify  display  of  either 
the  “Income  Statement”  or  “Balance 
Statement.” 

aaiH  •  “Snapshot”  to  get  a  quick  over- 
ssd  view  of  a  stock  for  any  ticker  symbol. 
I  This  summarizes  what  is  available  on 
;  the  system  for  a  designated  company, 
I  including  most  recent  filings,  most 
;  recent  financial  data,  current  stock 
quote,  and  so  on.  Also  a  ranking  sec¬ 
tion  ranks  the  company  relative  to  all 
•  other  companies  in  the  database 
;;  according  to  key  metrics.  Results  of 
'  any  searches  are  listed  in  time  order, 
i  but  may  have  been  resorted  using  the 
indicated  fields  above  each  column. 

Other  considerations  for  using 

_ y  10-K  Wizard  in  your  reporting  and 

editing: 

1  While  I  was  researching  this  column, 
the  programmers  at  10-K  Wizard 
Technology  were  revising  the  Web  site, 
expecting  the  new  version  to  be  online 
very  soon.  If  you  don’t  find  all  the  fea¬ 
tures  described  in  this  column,  look  for  a 
link  on  the  site  that  takes  you  to  “the 
Version  2.0  beta  site.” 

2  The  site  features  an  “Industry  Group 
Alerts”  option  on  the  introductory 
screen,  providing  automatic  e-mail  advi¬ 
sories  when  new  filings  meet  your  pre-set 
criteria.  You  can  set  up  your  profiles  with 
ticker  symbols,  keywords  or  phrases, 
form  types,  and/or  industries. 

3  The  site’s  introductory  screen  also 
provides  daily  statistics  on  total  fil¬ 
ings,  number  of  companies  filing,  and 
numbers  of  specific  reports.  In  addition, 
the  main  screen  lists  the  top  three  winners 
and  losers  in  previous  day’s  trading,  with 
links  to  relevant  SEC  filings.  HI 

Bowen  (charlesbowen@compu- 
serve.com)  is  a  West  Virginia  journal¬ 
ist  and  30-year  veteran  of  newspa¬ 
pers.  He  is  host  of  the  daily  “Internet 
News”  syndicated  radio  show. 
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If  You’re  Looking  for  a  Reliable  Source 
We’ve  Got  Over  6,000 
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Search  essential  corporate  industry,  goverrimentlArGD 
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Dow  Jones  Interactive. 

Your  Online  Resource  for  Quality  Information 


You  have  a  lot  to  do 
before  making  deadline. 
Find  story  ideas.  Dig  for 
facts.  Check  sources. 
Verify  information. 


Go  online  and  take  a  free  tour 
at  djinteractive.com  or  call 
800-369-7466  to  see  if  your 
newsroom  qualifies  for  a  free 
30  day  trial*! 


In  just  a  few  minutes,  you  can: 

•  Check  facts  quickly  by 

confirming  statements  about 
people,  companies,  you  name  it. 

•  Save  time  by  searching  more 
than  6,000  global  sources  with 
key  words  and  phrases. 

•  Cover  your  beat  effortlessly, 

24  hoiu^  a  day.  Our  news 
tracking  feature  continuously 
delivers  articles  on  any  topic. 

•  Find  story  ideas,  ail  in 
one  place,  by  tapping  into 
top-quality,  credible  sources. 


As  publisher  of  The  Wall  Street 
JoumaT,  we  understand  what  you 
go  through.  We  handle  those  same 
challenges  quickly  and  easily  with 
Dow  Jones  Interactive,  a  news  and 
research  service  that  meets  the 
demands  of  journalists  because  it 
was  created  by  journalists. 


Dow  Jones  Interactive* 

Everything  You  Really  Need  to  Know. 


Eimopc/Mioou  East/Afrka 
44.171.842.9400 


Umtoi  Sixres/NoiiTH  Amerka 
800.369.7466 
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1 00  leading  newspaper  advertisers 


In  this  first-ever  E&P/CMR  special 
report  on  the  nation’s  top  100  news¬ 
paper  advertisers,  companies  are 
ranked  according  to  their  1998  ad 
spending  in  local  and  national  newspa¬ 
pers,  and  newspaper  Sunday  magazines. 

In  addition  to  the  Top  100  ranking, 
the  report  shows  each  advertiser’s 
share  of  ad  expenditures  in  five  major 


media:  newspapers,  television,  radio, 
magazines,  and  outdoor.  This  feature 
offers  the  opportunity  to  compare 
shifting  patterns  of  ad  spending  across 
these  media  groups. 

Also,  the  report  shows  total  ad  spend¬ 
ing  in  1998  versus  1997  among  the 
media  measured  by  Competitive  Media 
Reporting,  a  leading  supplier  of  comp)et- 


itive  advertising  information  to  advertis¬ 
ing  agencies,  advertisers,  and  the  media. 

This  special  report  is  just  one  of  the 
many  exciting  projects  coming  from 
the  CMR  and  E&P  partnership.  Look 
for  such  features  as  in-depth  examina¬ 
tions  of  leading  ad  categories,  as  well 
as  a  number  of  other  blockbuster 
reports. 


Top  100  newspaper  advertisers 


E&P/CMR  exclusive  report 
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1998 

483,780.3 
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10.9% 

19652 

0.3% 

16,229.4 

19% 

258.0 

0.0% 

563,894.7 

1997 

456,046.9 

85.6% 

59,814.8 

11.2% 

2,8219 

0.5% 
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2.5% 

561.1 

0.1% 
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MAY  DEPT  STORES  CO 

1998 

394,814.9 

80.9% 

84,363.9 

17.3% 

5,'693.7 

1.2% 

3,179.1 

0.7% 

185.2 

0.0% 

488,236.8 

1997 

374,106.4 

81.4% 

75,767.3 
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1.6% 

2,209.7 

0.5% 
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0.0% 
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1998 

328,507.0 
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29.9% 
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0.0% 

2,028.0 
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0.1% 

472,740.0 

1997 
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71.0% 
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28.7% 
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09% 

86.0 

0.0% 
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NEWS  CORP  LTD 

1998 

313,315.1 

51.8% 
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30.5% 

37,418.0 

6.2% 

62,383.5 

10.3% 

6,791.4 

1.1% 
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322,784.4 

53.6% 
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31.9% 

28,302.4 

4.7% 

55,033.2 

9.1% 

4,036.0 

0.7% 
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100.0% 

0.0 

0.0% 
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0.0% 

0.0 

0.0% 

0.0 

0.0% 
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1997 
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0.0 

0.0% 
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0.0% 
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0.0% 

0.0 

0.0% 
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1998 

237,480.0 

32.9% 

401,286.1 

55.6% 

20,770.7 

2.9% 

60,691.9 

8.4% 

1,490.3 

0.2% 

721,719.0 

1997 

231,708.5 

31.6% 

412,095.4 

56.1% 

44,033.7 

6.0% 

46,016.1 

6.3% 

423.7 

0.1% 

734,277.4 

7 

8 

I 

! 

1998 

213,582.3 

56.6% 

123.886.9 

32.8% 

21,859.1 

5.8% 

15,6429 

4.1% 

2,6753 

0.7% 

377,645.8 

199? 

192.002.8 

57.5% 

122,058.3 

36.5% 

13979.6 

4.0% 

5,629.1 

1.7% 

891.3 

09% 

333,961.1 

8 

7 

DIUARD  INC 

1998 

201,678.9 

95.5% 

3,031.5 

1.4% 

123.6 

0.1% 

6,195.1 

2.9% 

198.1 

0.1% 

211,227.2 

1997 

202,837.5 

94.6% 

5,727.1 

2.7% 

90.7 

0.0% 

5,490.7 

2.6% 

245.5 

0.1% 

214,391.5 

% 

12 

(ENEMLBnMStSIP 

1998 

199.694.0 

9.4% 

1,425,213.4 

67.2% 

29,5669 

1.4% 

443,467.9 

20.3% 

23,5244 

1.1% 

2,121,465.7 

1997 

121,913.8 

5.5% 

1,462,407.1 

65.7% 

39,547.4 

1.8% 

588,^.2 

26.4% 

14.679.0 

0.7% 

2,26,9334 

10 

9 

1C  PENNH  CO  INC 

1998 

179,268.7 

48.2% 

147,719.2 

39.7% 

28,092.6 

7.6% 

15,452.1 

4.2% 

1,438.5 

0.4% 

371,971.1 

1997 

160,006.3 

44.1% 

172,236.5 

47.5% 

20,002.2 

5.5% 

8,517.0 

2.3% 

1,710.1 

0.5% 

362,472.1 

U 

10 

TWEWARNERM 

1998 

165,266.8 

19.9% 

458.388.0 

55.2% 

S,449.0 

3.2% 

169978.7 

20.4% 

ir,iaL2 

1.3% 

830,602.7 

1997 

144,075.1 

19.0% 

416,444i 

54.8% 

20918.7 

2.8% 

175,149.9 

23.0% 

3,656.0 

0.5% 

760,243.9 

12 

16 

ATtT  CORP 

1998 

128,848.1 

23.4% 

338,448.9 

61.4% 

37,220.1 

6.8% 

41,102.6 

7.5% 

5,224.5 

0.9% 

550,844.2 

1997 

95,669.1 

20.1% 

306,991.6 

64.5% 

33,633.5 

7.1% 

33,926.6 

7.1% 

5,636.2 

1.2% 

475,857.0 

13 

18 

NATWNALSTBMCXmiBIK 

1998 

126.748Z 

99.5% 

422.4 

0.3% 

0.0 

0.0% 

156.9 

&1% 

0.0 

0.0% 

127927.5 

1997 

92,358.7 

98.8% 

374  5 

0.4% 

0.0 

0.0% 

779.0 

0.8% 

0.5 

0.0% 

93,512.7 

14 

13 

X  MART  CORP 

1998 

126,653.8 

40.3% 

146,837.0 

46.7% 

31,454.9 

10.0% 

9,243.3 

2.9% 

119.3 

0.0% 

314,308.3 

1997 

112,192.2 

46.6% 

104,007.3 

43.2% 

15,736.6 

6.5% 

8,704.3 

3.6% 

85.2 

0.0% 

240,725.6 

ts 

11 

NMTMSHEYCI 

1998 

12C5U.0 

15.6% 

557245.9 

68.8% 

20,697.3 

29% 

85^i27.4 

11.1% 

15,720.7 

1.9% 

809,7399 

1997 

126,156.8 

16.8% 

512288.2 

68.1% 

19,979.3 

2./% 

82923.1 

10.9% 

11.622.1 

1.5% 

752,369.5 

16 

17 

FORD  MOTOR  CO 

1998 

126,043.1 

11.8% 

626,127.3 

58.7% 

17,212.7 

1.6% 

289,619.3 

27.2% 

7,397.2 

0.7% 

1,066,399.6 

1997 

92,%0.7 

9.6% 

579,786.3 

59.6% 

10,981.1 

1.1% 

284,809.7 

29.3% 

4,589.9 

0.5% 

973,127.7 

17 

n 

Aum 

1998 

il4i87.3 

88.9% 

7:^.0 

6.2% 

3^«t9 

2.6% 

1190.8 

0.8% 

1,954.0 

1.5% 

128:602.3 

1997 

58,357.9 

87.1% 

6,552.3 

9.8% 

27.0 

0.0% 

750.7 

1.1% 

1,278.6 

1.9% 

18 

21 

REST  ROY  CO  INC 

1998 

108,383.0 

52.4% 

98,173.9 

'47.5% 

44.1 

0.0% 

34.9 

0.0% 

58.1 

0.0% 

206,694.0 

1997 

87,738.3 

51.7% 

82,077.1 

48.3% 

0.0 

0.0% 

15.7 

0.0% 

36.0 

0.0% 

169,867.1 

19 

15 

SMC«MHIIWC«IIMSillC 

1998 

102,870.5 

48.7% 

77903.2 

34,5% 

26,354.9 

12.5% 

1,968.5 

0.9% 

7,126.4 

3.4% 

211,223.5 

1997 

96,935.9 

48.0% 

67,583.8 

33.5% 

25,417.5 

12.6% 

3,427.1 

1.7% 

8,438.3 

4.2% 

201,802.6 

20 

20 

REUATIANTIC  CORP 

1998 

100,672.2 

44.7% 

99,190.8 

44.0% 

21,810.1 

9.7% 

3,021.6 

1.3% 

563.2 

0.3% 

225,257.9 

1997 

89,812.1 

42.7% 

91,681.9 

43.6% 

25,904.0 

12.3% 

2,043.1 

1.0% 

883.7 

0.4% 

210,324.8 

21 

14 

nNBMPfRBFM 

1998 

100,400.9 

7.1% 

935T21.8 

66.6% 

22,187.0 

1.6% 

334,300.6 

23.7% 

14,742.0 

1.0% 

l,41f^2.3 

1997 

107,611.5 

7.6% 

883.488.0 

62.5% 

59,312.1 

4.2% 

358,092.0 

25.3% 

5,6095 

0.4% 

1,414,113.1 

22 

19 

MONTCOMERY  WARDS  CO  INC 

1998 

81,569.3 

52.6% 

61,021.6 

39.4% 

11,640.6 

7.5% 

592.1 

0.4% 

171.0 

0.1% 

154,994.6 

1997 

91,533.9 

52.4% 

60,024.0 

34.3% 

20,353.1 

11.6% 

2,920.2 

1.7% 

1.5 

0.0% 

174,832.7 

23 

45 

FHISrillinNCSIlP 

1998 

74^15.8 

36.8% 

119,485.6 

58.6% 

3;i47.7 

15% 

51739.2 

2.8% 

561.6 

0.3% 

203,849.9 

1997 

42,361.7 

32.8% 

71,002.4 

55.0% 

3,262.6 

2.5% 

12,022.0 

9.3% 

557.0 

0.4% 

129.2«.7 

24 

25 

WAUREEN  CO 

1998 

71,785.0 

74.9% 

23,759.9 

24.8% 

2.5 

0.0% 

152.8 

0.2% 

138.4 

0.1% 

95,838.6 

1997 

73,354.0 

71.7% 

26,161.6 

25.6% 

2,538.8 

2.5% 

147.1 

0.1% 

119.1 

0.1% 

102,320.6 

& 

22 

SSHTCMP 

1998 

68,5K.4 

12.3% 

344994.5 

61,9% 

13997.0 

2.4% 

123977.6 

22.1% 

7,493.3 

19% 

5*57314.8 

1997 

83,349.6 

16.9% 

297,180.8 

60.4% 

5,542.4 

1.1% 

101,471.4 

20.6% 

4.807.8 

1,0% 

492952.0 

26 

76 

GATEWAY  INC 

1998 

66,243.9 

36.2% 

73,366.5 

40.0% 

8,312.2 

4.5% 

35,231.2 

19.2% 

67.5 

0.0% 

183,221.3 

1997 

27,364.9 

27.5% 

40,969.0 

41.1% 

2,427.9 

2.4% 

28,786.6 

28.9% 

61.1 

0.1% 

99,609.5 

76 
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1M  1917 

RANK  RANK 

PARENT  COMPANY 

NCWSPAPER 

DoMan  tpMM  Stiara  of 

(w  ttNHMiMs)  Mi  spMiiag 

TEUVISION 
DoHms  SlkMO 

RADIO 

Ooilani  SMra 

INAGAZtNES 
Detlara  Slwrt 

OUTDOOR 

Dollars  Shara 

TOTAL 

27 

23 

RoaiuncoRr  * 

1998 

66,08X6 

56,3% 

0.0 

0.0% 

0.0 

0.0% 

51,201.4 

43.7% 

0.0 

0.0% 

117,285.0 

1997 

79,542,6 

65.3% 

0.0 

0.0% 

C.0 

0.0% 

42,184.6 

34.7% 

0.0 

0.0% 

121,727.2 

28 

24 

TANDY  CORP 

1998 

64,618.7 

48.0% 

41,847,6 

31.1% 

21,279.4 

15.8% 

6,788.6 

5.0% 

224.9 

0.2% 

134,759,2 

1997 

75,087,1 

40.3% 

84,967.8 

45,6% 

21,373.0 

11.5% 

4,516.2 

2.4% 

381.7 

0.2% 

186,325.8 

29 

43 

BANK  OF  AMERICA 

1998 

62,910.0 

61.5% 

1J409.8 

19.0% 

10,466.6 

10.2% 

7,055.6 

6.9% 

2,469.4 

2.4% 

102,311,4 

1997 

4X835.3 

51.0% 

22,994.1 

26,7% 

10,774.0 

12.5% 

5.609.7 

6.5% 

2,747.4 

3.2% 

85,960.5 

30 

33 

IBM  CORP 

1998 

62,662.6 

20.4% 

148,936.6 

48.6% 

7',271.0 

2.4% 

87,093.9 

28.4% 

502.0 

0.2% 

306,466.1 

1997 

50,202.8 

18.9% 

127,166.7 

47.8% 

4,660.7 

1.8% 

83,638.3 

31.5% 

172.2 

0.1% 

265,840.7 

31 

31 

UMARO  BREFN  t  PARTKItS 

1998 

61, 871.5 

94.6% 

856.5 

1,3% 

2,559.9 

3.9% 

0.0 

0.0% 

146.6 

0.2% 

65,434.5 

1997 

52,650.2 

57.3% 

28,161.1 

30.7% 

10,597.1 

11.5% 

0.0 

0.0% 

415.9 

0.5% 

91.824.3 

32 

53 

FRYS  ELECTRONICS 

1998 

58,058.1 

98.6% 

810.8 

1.4% 

0.0 

0.0% 

0.0 

0.0% 

3.0 

0.0% 

58,871.9 

1997 

36,850.6 

99.3% 

265.8 

0.7% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

37,116.4 

33 

36 

NtSSAN  MOTOR  CO  LTD 

1998 

56,135.5 

12.2% 

352,491.5 

76.4% 

939.0 

0.2% 

50,698.7 

11.0% 

1,002.7 

0.2% 

461,267.4 

1997 

47,711.4 

10,5% 

345,422.6 

76.3% 

660.9 

0.1% 

57,643.7 

12.7% 

1,270.2 

0.3% 

452,708.8- 

34 

27 

NATIONAL  AMUSEMENTS  INC 

1998 

54,863.5 

11.0% 

369,588.3 

74.0% 

27,486.3 

5.5% 

39,883.4 

8.0% 

7,845.5 

1.6% 

499,667.0 

1997 

60,263.6 

14.9% 

281,654.1 

69.8% 

24,012.6 

5.9% 

33,961.1 

8.4% 

3,738.7 

0.9% 

403,630.1 

35 

50 

BOSECBRP 

1998 

5J,436.4 

63.1% 

7,092.1 

8.4% 

274,7 

0.3% 

23,855.3 

28.2% 

22.7 

0.0% 

^1.2 

1997 

40,003.4 

59.3% 

9,351.8 

13.9% 

207,5 

0.3% 

17,916.8 

26.5% 

9.6 

0.0% 

67.489.1 

36 

39 

CENDANT  CORP 

1998 

52,928.2 

35.2% 

58,059,7 

38.7% 

4,359.6 

2.9% 

17,755.9 

11.8% 

17,064.6 

11. 4% 

150,168.0 

1997 

46,347.3 

35.1% 

53,633.6 

40.7% 

3,956.8 

3.0% 

13,494,3 

10.2% 

14,443.0 

11.0% 

131,875.0 

37 

37 

OFFICEMAX 

1998 

51,901.5 

85.9% 

6,130.0 

10.1% 

1,670.6 

2,8% 

0.0 

0.0% 

730.0 

1.2% 

60,432.1 

1997 

46,869.7 

80.7% 

6,856.7 

11.8% 

2,724.6 

4.7% 

0.0 

0.0% 

1,616.6 

2.8% 

58,067.6 

38 

47 

HOME  DEPOT  INC 

1998 

51,823,7 

23.8% 

148,178.6 

68.0% 

4,771.4 

2.2% 

12,510.1 

5.7% 

582.2 

0.3% 

217,866.0 

1997 

40,905.4 

21.6% 

129,943.3 

68.6% 

5,219.3 

2.8% 

12,643.9 

6.7% 

781.6 

0.4% 

189,493.5 

39 

59 

REPttiUe  IROUSTRIIi  IW 

1998 

50,210.9 

45.2% 

56,972.6 

51.2% 

l.lOOi 

1.0% 

2,168.5 

2.0% 

734.1 

0.7% 

111,186.3 

1997 

34,362.4 

507% 

24,605,8 

36.0% 

7.291.1 

10.7% 

1,898.9 

2.8% 

274.6 

0.4% 

68,432.8 

40 

29 

OFFICE  DEPOT  INC 

1998 

49,208.9 

72.7% 

16.629.4 

24.6% 

569.1 

0.8% 

1,072.7 

1.6% 

235.5 

0.3% 

67,715.6 

1997 

57,322.9 

77.7% 

15,248,1 

20.7% 

744.5 

1.0% 

350.0 

0.5% 

133.1 

0.2% 

73,798.6 

41 

55 

CITIBROOP  INC 

1998 

47',176.7 

41.7% 

39.820.0 

35.2% 

1,572.0 

1.4% 

23,525.9 

20.8% 

1.007.2 

0,9% 

113.10l.8i 

1997 

35,660.4 

42.7% 

33,305.8 

39.8% 

894.7 

1.1% 

13^27.4 

16.2% 

206.7 

0j!% 

83,595.4 

42 

52 

BERTELSMANN  AG 

1998 

46,780.5 

37,8% 

5,219.3 

4.2% 

3,342.0 

2.7% 

68.288.3 

55.2% 

93.8 

0.1% 

123.723.9 

1997 

37,269.8 

37.1% 

8,319.1 

8.3% 

3,321.9 

3.3% 

51,362.1 

51,2% 

68.7 

0.1% 

100,341.6 

43 

44 

GTE  CORP 

1998 

46,^69.5 

39.3% 

28,874.6 

24.4% 

29,796.5 

25.2% 

8,984.7 

7.6% 

4,155.8 

3.5% 

118,381.1 

1997 

43.029.8 

40.8% 

26,892.6 

25.5% 

18,833.1 

17.9% 

13,384.7 

12.7% 

3,326.4 

3.2% 

105.466a 

44 

41 

LIB/GO  TRAVEL  INC 

1998 

46,507.4 

95.0% 

585.0 

1.2% 

0.0 

0,0% 

1,883.9 

3.8% 

0.0 

0.0% 

48,976.3 

1997 

44,808.3 

92.4% 

1,477.2 

3.0% 

87.7 

0.2% 

2,140.3 

4.4% 

0.0 

0.0% 

48,513.5 

45 

56 

AMR  CORP 

1998 

46,198.3 

60.8% 

20,403.4 

26.8% 

1,919.8 

X5% 

6,340.7 

8.3% 

1,132.2 

1.5% 

75,994.4 

1997 

34,912.5 

50.7% 

23,649.9 

34.4% 

1.421.9 

2.1% 

8,121  7 

11.8% 

722.5 

1.0% 

68^28.5 

46 

40 

AMERICAN  EXPRESS  CO 

1998 

46,099.9 

15.6% 

189,191.7 

63.9% 

4,692.5 

1.6% 

54,353.9 

18.4% 

1,588.7 

0.5% 

295,926.7 

1997 

45,252.0 

14.4% 

197,114.6 

62.7% 

5,191.1 

1,7% 

66,405.6 

21.1% 

627.7 

0.2% 

314,591.0 

47 

32 

COMPAO  COMPUTER  CORP 

1998 

45,883.7 

31.7% 

21,293.8 

14.7% 

1.032.3 

0.7% 

76,312.7 

52.7% 

188.5 

0.1% 

144,711.0 

1997 

51,222.8 

35.2% 

26,190.0 

18.0% 

2,420.7 

1.7% 

65,788.7 

45.1% 

90.6 

0.1% 

145,712.» 

48 

34 

BELLSOUTH  CORP 

1998 

45,500.3 

33.4% 

74,016.6 

54.4% 

6,694.5 

4,9% 

5,550.6 

4,1% 

4,297.2 

3.2% 

136,059.2 

1997 

48,931.0 

36.2% 

70,331.9 

52.0% 

5,635.0 

4.2% 

8,480,5 

6.3% 

1,792,9 

1,3% 

135,171.3 

49 

133 

OlOIIPOWT  COMMUNICATIONS 

1998 

42,229.4 

73,6% 

12,790,3 

22.3% 

2,30X0 

4.0% 

3.0 

0.0% 

64.2 

0.1% 

57,38*:^ 

SERVICES 

1997 

15,675.1 

77.2% 

4,431.4 

21.8% 

115.5 

0.6% 

2.9 

0.0% 

78.0 

0.4% 

20J02.9 

50 

74 

NORTHWEST  AIRLINES  CORP 

1998 

42,045.8 

63.0% 

9.151.7 

13.7% 

4,448.3 

6.7% 

10,457.9 

15.7% 

590.2 

0.9% 

66,693.9 

1997 

28,283.5 

58.7% 

3,939.8 

8.2% 

4,194.3 

8.7% 

11,330.8 

23.5% 

422.7 

0.9% 

48,171.1 

51 

46 

COMPUSA  INC 

1998 

4i,'402.5 

55.2% 

1,770.6 

2.4% 

27,693.9 

36.9% 

4,064.1 

5.4% 

31.9 

0.0% 

74,963.0 

1997 

41.659.0 

55.5% 

2.748.3 

3.7% 

24,419.5 

32.5% 

6.279.0 

8.4% 

0.0 

0.0% 

75,105.8 

52 

38 

US  GOVT 

1998 

41,307.8 

11.9% 

230,367.2 

66.2% 

26,660.4 

7.7% 

46,742.6 

13.4% 

2,999.0 

0.9% 

348,077.0 

1997 

46,724.8 

14,4% 

215,405.3 

66.5% 

22,001.5 

6.8% 

38,662.8 

11.9% 

1,199.4 

0.4% 

323,993.8 

53 

51 

SAKS  INC 

1998 

40.072.7 

64.7% 

6J68.5 

10.9% 

4,375.5 

7.1% 

10,080.2 

16.3% 

608,7 

1.0% 

61,905.6 

1997 

38,417.4 

67.1% 

7.792.8 

13.6% 

2,644.9 

4.6% 

7,976.8 

13.9% 

416.7 

0.7% 

57,248^- 

54 

58 

KOHLS  CORP 

1998 

39,450.9 

51.6% 

30,071.2 

39.4% 

6,003.9 

7.9% 

724.6 

0.9% 

145.4 

0.2% 

76,396.0 

1997 

34,386.0 

56.1% 

22,190.1 

36.2% 

4,593.8 

7.5% 

23.0 

0.0% 

50.9 

0.1% 

61,243.8 

55 

65 

SEAGRAM  CO  ITB 

1998 

39,257.6 

12.5% 

177,398.2 

56.6% 

X9854 

2.9% 

57,390.8 

18.3% 

30,639.6 

9.8% 

313.671,6 

1997 

32,054.4 

11.9% 

150,633.1 

56.1% 

9,416.4 

3.5% 

59,658.1 

22.2% 

16.657.6 

6.2% 

268.4  lS4i 

56 

30 

PRUDENTIAL  INSURANCE  CO 

1998 

38,660.5 

30.1% 

62,138.3 

48.4% 

7,400.3 

5.8% 

15,531.1 

12.1% 

4,522.8 

3.5% 

128,253.0 

OF  AMERICA 

1997 

53,609.3 

41.6% 

57,118.9 

44.3% 

2,884.9 

2.2% 

12,382.3 

9.6% 

2.976,9 

2.3% 

128,972,3 

57 

82 

NEXTEl  COMMUNICATIONS  INC 

1998 

37,703.3 

59,0% 

17,112.1 

26.8% 

3,089.8 

4.8% 

51.1 

0.1% 

5,976.3 

9.3% 

63.93X4 

1997 

26,614.7 

63.3% 

11,081.9 

26.3% 

2.888.5 

6,9% 

243.4 

0,6% 

1,229.0 

2.9% 

42,057.5 

58 

68 

PC  RICHARD  A  SON  INC 

1998 

36,954.1 

95.5% 

1,735,8 

4.5% 

0.0 

0.0% 

0.0 

0.0% 

14.1 

0.0% 

38,704.0 

1997 

30,647.1 

97.0% 

949.1 

3.0% 

2.8 

0.0% 

0.0 

0.0% 

5.4 

0.0% 

31,604.4 

59 

26 

CABUVISION  SYSTEMS  CORP 

1998 

34,350.9 

70.4% 

7,638.1 

15.7% 

3,069.1 

6.3% 

3,448.3 

7.1% 

256.9 

0.5% 

48,763.3 

1997 

62,165,0 

70.1% 

22,025.9 

24.8% 

2,376.9 

2.7% 

1,879.4 

2.1% 

236.2 

0.3% 

88,683.4 

60 

48 

KROGER  CO 

1998 

34',067.8 

58.4% 

20,656.9 

35.4% 

414.6 

0.7% 

178.1 

0.3% 

3,007.1 

5.2% 

58,324.5 

1997 

40,347.0 

64.4% 

19,313.6 

30.8% 

434.6 

0.7% 

112.0 

0.2% 

2,456.7 

3.9% 

62,663.9 

61 

42 

SOUTHWEST  AIRUNES 

1998 

33jg5.4 

31.2% 

61,908.4 

56.9% 

7,842.5 

7.2% 

2,037.6 

1.9% 

3,103.5 

2.9% 

108,827.4 

1997 

43,876.5 

43.3% 

48,568.5 

47.9% 

4,383.2 

4.3% 

1,688.3 

1.7% 

2,792.9 

2.8% 

101,309.4 

62 

57 

AIRTOUCH  COMMUNICATIONS 

1998 

32,692.5 

39.9% 

43,362.7 

52.9% 

3,767.7 

4.6% 

57.1 

0.1% 

2,032.0 

2.5% 

81,912.0 

INC 

1997 

34,737.1 

45.0% 

37,628.0 

48.7% 

2,719.1 

3.5% 

207.0 

0.3% 

1,905.9 

2.5% 

77,197.1 

63 

61 

STARWOOD  HOTELS  G  RESORTS 

1998 

31,756.3 

31.3% 

37,97X3 

37.5% 

6,035.6 

6.0% 

23,296.0 

23.0% 

2,281.2 

2.3% 

101,339.4 

WRUnWINC 

1997 

32,770.5 

34,9% 

35,020.9 

37.3% 

1,332.7 

1.4% 

23,009.7 

24.5% 

1,804.9 

1.9% 

93,938.7 

64 

35 

BRISTOL-MYERS  SQUIBB  CO 

1998 

31,420.1 

9.7% 

215,072.6 

66.5% 

2,960,4 

0.9% 

72,889.4 

22.5% 

932.9 

0.3% 

323,275.4 

1997 

48,386.4 

12.0% 

238,195.8 

58.9% 

5,547.5 

1.4% 

111,766.3 

27.6% 

459.1 

0.1% 

404,355.1 

^5 

60 

SPRINT  CHRP 

1998 

31,053.4 

8.7% 

277,577.3 

77.3% 

23.m2 

6.6% 

22,075.0 

6.2% 

4,871.4 

!.♦% 

3SSj6ll.3 

1997 

33,000.4 

11,3% 

228,750.1 

78.4% 

12,428.6 

4,3% 

16,348.6 

5.6% 

1,344.8 

0.5% 

291,872.5 

We  can  sell  your  newspaper 
as  professionally  as  you  run  it. 


W  hen  its  time  to  sell  your  company, 
you  want  the  process  to  reflect  your 
highest  standards  of  professionalism  and 
integrity.  That’s  the  only  way  to  maximize 
the  value  of  your  company  while  maintain¬ 
ing  its  core  values. 

As  the  leading  investment  bank  in  the  media, 
communications,  and  information  industries, 
Veronis,  Suhler  &  Associates  has  the  experi¬ 
ence  and  expertise  needed  to  sell,  value,  or 
refinance  your  company  in  a  manner  that 
achieves  your  highest  financial  goals  —  with¬ 
out  sacrificing  your  reputation  or  int^rity. 

•  We  are  brokers  with  years  of  experience 
selling  newspaper  properties  of  all  sizes  — 
including  major  and  small-market  dailies, 
suburban  and  alternative  weeklies,  legal 
publications,  and  business  journals. 


•  We  are  valuation  experts  with  a  reputation 
for  accuracy  and  int^;rity. 

•  We  are  investment  bankers  who  offer 
newspaper  companies  a  broad  range  of 
financial  advisory  services,  including  mergers 
and  acquisitions,  debt  and  equity  financing, 
recapitalizations,  and  fairness  opinions. 

Our  team  of  professionals,  including 
two  managing  directors  dedicated  to  the 
newspaper  business,  represents  a  unique 
combination  of  senior  executives  from 
the  media  industry  and  lifelong  media 
and  communications  investment  bankers. 
Working  together,  we  maximize  the 
value  of  our  newspaper  clients’  businesses, 
from  multimillion  dollar  transactions  to 
sales  measured  in  billions. 


To  leam  more  about  our  firm  or  to  discuss  possible  initiatives 
in  complete  confidence,  contact: 


Robert  j.  Broadwater 

Managing  Director 
broadwater@veronissuhler.com 


Veronis,  Suhi.kr  &  Associates  Inc.  | 


350  Park  Avenue  •  New  York,  NY  10022  •  Tel  (212)  935-4990  •  Fax  (212)  935-0877 
Web  Site:  www.veronissuhler.com 
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66 

112 

BRANDSMJUIT 

1998 

30,321.1 

99.8% 

65.5 

0.2% 

0.0 

0.0% 

0.0 

0.0% 

0.0 

0.0% 

30,386.6 

1997 

20,393.4 

99.1% 

169.1 

0.8% 

0.0 

0.0% 

0.0 

0.0% 

8.7 

0.0% 

20,571.2 

i7 

121 

US  WIST  me 

1998 

2Sr527.7 

29.0% 

45,988.2 

45.2% 

23,143.7 

22.7% 

2919 

03% 

2,875.7 

i8% 

l«334i 

sa 

1997 

17,571.0 

20.0% 

41,643.8 

47.5% 

24,734,3 

28.2% 

1,516.7 

1.7% 

2,276.9 

2.6% 

87,742.7 

68 

49 

PRIMECO  PERSONAL 

1998 

29,468.7 

60.0% 

16,191.1 

33.0% 

2,104.4 

4.3% 

0.0 

0.0% 

1,335.1 

2.7% 

49,099.3 

COMMUNICATIONS 

1997 

40,118.3 

68.3% 

14,674.9 

25.0% 

2,435.5 

4.1% 

22.8 

0.0% 

1,525.4 

2.6% 

58,776.9 

69 

66 

MWtnSROIIPMC 

1998 

28,984.1 

79.6% 

5,573.6 

15.3% 

91.5 

0.3% 

1,656.9 

4,6% 

lOQi 

0.3% 

36.4063 

1997 

31,341.8 

78.1% 

7,132.0 

17.8% 

962.5 

2.4% 

659.7 

1.6% 

34.9 

0.1% 

40,130.9 

70 

62 

FMR  CORP 

1998 

28,900.6 

32.8% 

'35,654.0 

40.4% 

3,516.0 

4.0% 

20,165.6 

22.9% 

0.0 

0.0% 

88,236.2 

1997 

32,409.6 

35.7% 

35,717.4 

39.4% 

3,870.1 

4.3% 

18,722.9 

20.6% 

6.2 

0,0% 

90,726.2 

71 

87 

RITE  AW  COUP 

1998 

28,609.3 

33.1% 

46,555.7 

53.9% 

604.2 

0.7% 

7:652.0 

8.9% 

2,346 

3.4% 

S347.8 

1997 

26,061.8 

40.3% 

26,858.0 

41.5% 

1,159.8 

1.8% 

8,852.5 

13.7% 

1,743.9 

2.7% 

64,676.0 

72 

73 

MARRIOn  INTI  INC 

1998 

28,435.2 

37.2% 

16,787.4 

21.9% 

6,901.6 

9.0% 

22,166,0 

29.0% 

2,209.6 

2.9% 

76,499.8 

1997 

28,619.6 

41.0% 

18,602.6 

26.6% 

5,626.5 

8.1% 

15,049.3 

21.5% 

1,952.4 

2.8% 

69,850.4 

73 

m 

EUUUYACO 

1998 

277JAA 

30.0% 

^3:796.7 

4.1% 

239.2 

0.3% 

60,798.7 

65.6% 

73 

0.0% 

32316.5 

1997 

_ji561.5 

12.6% 

608.4 

1.7% 

0.0 

0.0% 

30,987.3 

85.7% 

0.0 

0.0% 

36,157.2 

74 

88 

TOYOTA  MOTOR  CORP 

1998 

27,754.1 

4.3% 

446,931.7 

68.6% 

2,236.4 

0.3% 

171,179.9 

26.3% 

3,871.30 

0.6% 

651,973.4 

1997 

25,132.2 

4.2% 

409,175.5 

69.1% 

6,720.6 

1.1% 

149,082.1 

25.2% 

2,216.8 

0.4% 

592,327.2 

75 

110 

MKUsencoiip 

1998 

26,811.0 

11.4% 

81,695.7 

34.6% 

9,267:0 

3.9% 

1177568.1 

49.8% 

'723.5 

0.3% 

2S;0653 

1997 

20,552,5 

10.4% 

75,305.6 

38.1% 

10J_27.0 

5.2% 

91,569.3 

46.3% 

128.0 

0.1% 

197,782.4 

76 

84 

BMW  AS 

1998 

26,436.6 

24.9% 

40,468.0 

38.1% 

982.8 

0.9% 

38,039.0 

35.9% 

158.6 

0.1% 

106,085.0 

1997 

26,113.5 

21.4% 

48,178.9 

39.4% 

480.6 

0,4% 

47,147.1 

38.6% 

261.6 

0.2% 

122,181.7 

77 

77 

tfVirZFIIIINITVKCSRP 

1998 

26,258,9 

50.1% 

2n68.4 

40.4% 

4,968.2 

9.5% 

0.0 

0.0% 

34.9 

0.1% 

52,430.4 

1997 

27,291.4 

55.5% 

10,258.3 

20.9% 

10,751.6 

21.9% 

789.9 

1.6% 

73.8 

0.2% 

49,165.0 

78 

64 

CHARLES  SCHWAB  CORP 

1998 

25,669.9 

26.4% 

55,150.1 

56.8% 

915.5 

0.9% 

15,336.0 

15.8% 

5.0 

0.0% 

97,076.5 

1997 

32,254.5 

34.0% 

40,108.7 

42.3% 

4,402.6 

4.6% 

18,048.4 

19.0% 

13.4 

0.0% 

94,827.6 

79 

91 

WASHHISTON  MUTUAL  INC 

1998 

25,636.0 

53.7% 

12,862.6 

26.9% 

6,045.2 

12.7% 

0.0 

0.0% 

3^19.3 

6.7% 

47;^.l 

1997 

24,381.5 

63.6% 

9J10.0 

24.8% 

3,821.8 

10.0% 

0.0 

0.0% 

648.7 

1.7% 

38,362.0 

80 

86 

CHASE  MANHAnAN  CORP 

1998 

24,934.8 

51.5% 

17,742.0 

36.7% 

1,425.4 

2.9% 

3,420.9 

7.1% 

847.5 

1.8% 

48,370.6 

1997 

26,074.8 

56.1% 

14,623.3 

31.4% 

1,216.8 

2.6% 

4,100.5 

8.8% 

485.6 

1.0% 

46,501.0 

81 

114 

AMERICAN  STBRQ  CO 

1998 

24,705.4 

30J% 

39,196.2 

48.1% 

17,017.3 

20.9% 

47.8 

0.1% 

525J 

0.6% 

81,492.5 

1997 

20,276.0 

27.0% 

37,817.2 

50.3% 

15,093.8 

20.1% 

103.6 

0.1% 

1,906.4 

2.5% 

75,197.0 

82 

81 

WASHINETON  MINT 

1998 

24,546.3 

91.0% 

0.0 

0.0% 

0.0 

0.0% 

2,417.1 

9.0% 

0.0 

0.0% 

26,963.4 

1997 

26,972.0 

91.8% 

0.0 

0.0% 

0.0 

0.0% 

2,398.2 

8.2% 

0.0 

0.0% 

29,370.2 

NOROSTRSHIK 

1998 

26,532.1 

56.0% 

55.8 

0.1% 

6,674.9 

15.2% 

12^6 

3.1% 

2384 

05% 

43,786.8 

1997 

24,847.5 

55.2% 

105.7 

0.2% 

5,380,0 

12.0% 

14,471.0 

32.2% 

169.8 

0.4% 

44,974.0 

84 

115 

BOSCOVS  DEPT  STORES  INC 

1998 

24,342.4 

82.1% 

5,291.6 

17.9% 

0.0 

0.0% 

0,0 

0.0% 

6.2 

0.0% 

29,640.2 

1997 

19,707.7 

83.4% 

3,903.5 

16.5% 

0.0 

0.0% 

0.0 

0.0% 

23.0 

0.1% 

23,634.2 

.•«5 

132 

UAL  CORP 

19<« 

38J% 

27,7W.O 

0,7%  ‘ 

. r.wrr- 

n.9% 

1221.3 

145% 

1,047.6 

U% 

63352.0 

1997 

15,806.7 

23.5% 

28,195.1 

41.9% 

532.1 

0.8% 

21,694.6 

32.3% 

994.0 

1.5% 

67322.5 

86 

80 

KOHLBERE  KRAVIS 

1998 

24,186.8 

25.9% 

37,060.4 

39,7% 

8,256.2 

8.8% 

23,469.9 

25.1% 

463.9 

0.5% 

93,437.2 

ROBERn  t  CO 

1997 

27,084.3 

23.5% 

52,394.1 

45.4% 

11,163.6 

9.7% 

24,284.3 

21.1% 

371.2 

0.3% 

115,297.5 

i7 

63 

CAlSOtCORP 

1998 

24,011.7 

94.2% 

1,156.5 

4.5% 

310.9 

1.2% 

0.0 

0.0% 

0.0 

0.0% 

2SJ79.1 

1997 

32,262.7 

90.4% 

2,793.9 

7.8% 

624.1 

1.7% 

0,0 

0.0% 

0.0 

0.0% 

35,680.7 

88 

92 

MAZDA  MOTOR  CORP 

1998 

23,938.9 

12.0% 

153,838.3 

77.1% 

2,627.5 

1.3% 

19,205.4 

9.6% 

4.1 

0.0% 

199,614.2 

1997 

24,368.5 

10.5% 

187,401.3 

80.7% 

232.9 

0.1% 

20,163.0 

8.7% 

0.0 

0.0% 

232,165.7 

m 

96 

sTAPinmc 

T998" 

- TTMT" 

US.SIb 

j,b^i.b 

■  4.6% 

14.9 

0.0% 

58.0 

0.1% 

783363 

1997 

22,505.0 

35,2% 

37,275.0 

58.4% 

4,032.0 

6,3% 

14,2 

0.0% 

41.5 

0.1% 

63,867.7 

90 

97 

ECHOSTAR  COMMUNICATIONS 

1998 

23,768.0 

64.2% 

433.7 

1.2% 

8,146.8 

22.0% 

4,665.1 

12.6% 

22.8 

0.1% 

37,036.4 

CORP 

1997 

22,367.8 

64.8% 

2,275.6 

6.6% 

2.4 

0.0% 

9,882.4 

28.6% 

13.5 

0.0% 

34,541.7 

91 

111 

HAVERTYS 

1998 

23;629.2 

70.9% 

9,549.5 

28.6% 

0.0 

0.0% 

142.2 

0.4% 

145 

0.1% 

3339.4 

1997 

20,514.9 

74.1% 

7.116.1 

25.7% 

0.0 

0.0% 

49.5 

0.2% 

11.4 

0.0% 

27,691.9 

92 

139 

MORGAN  STANUY  DEAN 

1998 

23,615.7 

14.7% 

89,262.7 

55.6% 

15,177.7 

9.5% 

29,730.4 

18.5% 

2,749.8 

1.7% 

160,536.3 

WITTER  DSCVRACO 

1997 

14,492.3 

9.7% 

101,433.1 

68.2% 

17,173.8 

11.5% 

15,675.3 

10.5% 

0.0 

0.0% 

148,774.5 

t3 

69 

OSHHARSSPtlRTHIS 

1998 

'~mw 

- 0T“ 

“TOT 

--"-"TCT" 

“0.0% 

0.0 

0.0% 

0.0 

0.0% 

23333 

SOROS  me 

1997 

30.048.4 

99.6% 

82.1 

0.3% 

19.7 

0.1% 

0.0 

0.0% 

14.7 

0.0% 

30,1643- 

94 

124 

WAL-MART  STORES  INC 

1998 

22,962.8 

9.5% 

202,519.7 

84.1% 

2,412.5 

1.0% 

12,515.0 

5.2% 

286.2 

0.1% 

240,696.2 

1997 

16,853.9 

9.8% 

150,874.6 

87.4% 

174.2 

0.1% 

4,525.7 

2.6% 

227.6 

0.1% 

172,656.0 

3SH 

% 

RRAOFSMEXCIIAIISELTB 

1998 

2Z502.0 

25.1% 

0.0 

0.0% 

0.0 

0.0% 

673139 

749% 

0.0 

0.0% 

^5.9 

SB 

1997 

36,803,0 

30.1% 

0.0 

0.0% 

0.0 

0.0% 

85,374.8 

69.9% 

0.0 

0.0% 

122,177.8 

96 

75 

GENERAL  ELECTRIC  CO 

1998 

22,454.6 

16.4% 

52,622.8 

38.6% 

16,313.5 

12.0% 

43,496.2 

31.9% 

1,615.6 

1.2% 

136,502.7 

1997 

28,238.4 

26.1% 

24,025.0 

22.2% 

18,664.3 

17.2% 

36,705.3 

33.9% 

755.3 

0.7% 

108,388.3 

97 

78 

CANON  INC 

1998 

22,315.6 

19.0% 

54,439.8 

46.2% 

5,629.3 

4.8% 

3«,S3.8 

a.7% 

410.1 

0.3% 

il73S8>& 

1997 

27,181.1 

24.8% 

40,456.7 

36.9% 

5,452.8 

5.0% 

36,309.9 

33.1% 

307.7 

0.3% 

109.708.2 

98 

113 

CONTINENTU  AIRLINES  INC 

1998 

22,106.1 

74.0% 

2,629.1 

8.8% 

732.3 

2.5% 

2,397,5 

8.0% 

2,003.5 

6.7% 

29,868.5 

1997 

20,371.9 

71.4% 

2,451.4 

8.6% 

1,873.1 

6.6% 

2,168.7 

7.6% 

1,657.7 

5.8% 

28,522.8 

PROCTER  tSAMIU  CO 

1998 

22.064.1 

1.3% 

1.272;363.6 

73.8% 

32,413.4 

1,9% 

S0377.0 

22.6% 

7,5333 

o.«% 

1,724,951.4 

n 

1997 

7,230.0 

0.4% 

1,284,831.5 

76.1% 

29,267.3 

1.7% 

363,372.5 

21.5% 

3,044.4 

0.2% 

1,687,745.7 

100  95 

lA-Z-BOY  CHAIR  CO 

1998 

21,890.6 

50.0% 

14,591.8 

33.3% 

0.0 

0.0% 

7,169.1 

16,4% 

167.8 

0,4% 

43,819.3 

1997 

22,736.2 

56.2% 

14,289.7 

35.3% 

0.0 

0.0% 

3,338.9 

8.3% 

64.7 

0.2% 

40,429.5 

np  m  TOTAL 

1998 

7,209,349.1 

29.8%  12,221,774.0 

50.5% 

842,079.3 

3.5% 

3,661,972.6 

15.1% 

251,288.6 

1.0% 

24,186,463.6 

1997 

6,595,625.2 

29.0% 

11,526,661.2 

50.7% 

820,230.9 

3.6% 

3,642,866.0 

16.0% 

157,918.5 

0.7% 

22,743,301.8 

ALL  OTHtK  TOTAL 

1998 

12,592,882.4 

22.9%  28,900,589.7 

52.4% 

2,021,775.0 

3.7% 

10,118,276.5 

18.4% 

1,475,531.8 

2.7% 

55,109,055.4 

1997 

11,848,612.2 

23.5%  26,529,974.5 

52.6% 

1,729,650.2 

3.4% 

9,058,190.6 

17.9% 

1,304,925.5 

2.6% 

50,471,353.0 

6KAH0  TOTAL 

1998 

19,802,231.5 

25,0%  41,122,363.7 

51.9% 

2,863,854.3 

3.6%  13,780,249.1 

17.4% 

1,726,820.4 

2.2% 

79,35,519.0 

1997 

18,444,237.4 

25.2%  38,056,635.7 

52.0% 

2,549,881.1 

3.5%  12,701,056.6 

17.3% 

1,462,844.0 

2.0% 

73,214,654.8 
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The  worlds  premier  source  book  on  todays  newspapers.  Now 
in  its  79th  annual  edition,  the  Year  Book  is  an  exhaustive  com¬ 
pilation  of  names,  statistics,  data  and  newspaper-by-newspaper 
information  you’ll  find  nowhere  else! 

1^\RT  I  -  U.S.,  CANADIAN  AND  FOREIGN  DAILIES 


ITS  THE  WHO,  What,  where,  when 
AND  HOW  OF  NEWSPAPERS! 

More  than  16,000  research  hours  have  been  devoted  to  revising, 
adding,  updating  and  enhancing  the  Year  Book.  It  provides  the  most 
up-to^te  data  available.  Order  your  set  today! 


Dailies  throughout  the  world  including  contact  names,  addresses, 
phone/fax  numbers,  local  population,  circuladon,  special  editions, 
mechanical  specs,  equipment,  news  services  and  more!  Also  data  on 
news,  picture  and  syndicated  services;  equipment/interactive  prod¬ 
ucts  and  services;  and  other  organizations  and  industry  services. 

NEW!  P.\m~  2  -  U.S.  AND  CANADIAN  COMMU¬ 
NITY,  SPECIALTY  and  FREE  PUBLICATIONS 

Community  papers,  shoppers/TMQ,  specialty  and  niche  publica¬ 
tions:  alternative,  ethnic,  religious  ...  Contaa  names,  addresses, 
phone/fex  numbers,  circulation,  ad  rates,  mechanical  specs,  equip¬ 
ment  and  more! 


PRICING 

Full  set,  Parts  1,  2  and  3  -  $179  •  Dailies  (Part  1)  and 
Who’s  Where  (Part  3)  —  $129  •  Dailies  (I^  1)  ONLY  —  $1 15 
Ask  about  Sscounts  on  five  or  more  copies! 

Also  available  on  CD-ROM 

Database  and  application  WITH  listing  capabilities  —  $895 

Mail  Your  Order  and  Payment  To:  Editor  &  Publisher  Intemadonal  Year 
Book,  PO  Box  3000,  Denville,  NJ  07834-3000  Or  charge  your  order  to 
your  AMEXA^isa/MC  account,  call:  800-783-4903  •  Fax:  973-627-5872 
•  E-mail:  edpub^mediainfo.com  ORDER  ONLINE:  www.mediainfo.com 
•  CD-ROM  inquiries:  (212)  675-4380,  ext.  172 

Payment  must  accompany  all  orders  for  1999  edition.  CA,  CO,  DC,  MA  and 
NY  residents  please  add  appropriate  sales  tax.  Canada  residents  please  add 
GST.  No  shipment  to  PO  Boxes.  All  CD-ROM  sales  are  final. 


P.\RT  A  -  "WHOS  WHERE’ 

Your  separate,  perfecdy  portable  and  packable  phone  direaory  of  the 
major  players  in  both  DAILY  and  NON-DAILY  papers. 
Alphabetical  by  name  with  company  name,  title  and  phone  number. 
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The  EDITORdrPUBLISHER  COMPANY 

Where  You’ll  Find  the  Powers  of  the  Press.™ 


SEE  US  AT  NEXPO  ’99,  BOOTH  2539 
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Playing  the  newspaper  game 


“It’s  News  To  Me”  brings 
newspaper  marketing 
to  the  game  room  with  a 
Trivial  Pursuit  approach  that 
promotes  daily  news  read¬ 
ing  for  the  young  and  old. 

by  Joe  Strupp 

If  you’re  among  those  who  believe  the 
newspaper  business  is  not  a  game, 
meet  Barbara  Goldman.  The  Pittsburgh 
public-relations  veteran,  who  markets  a 
newspaper  board  game  for  everyone  from 
schoolchildren  to  prison  inmates,  says 
newspapers  can  survive  the  onslaught  of 
online  and  television  competition  if  they 
make  news  reading  fun. 

“Newspaper  marketing  through  ads  is 
all  well  and  good,  but  kids  need  a  product 
they  can  open  up  and  share  and  learn 
from,”  says  Goldman,  who  launched  the 
board  game,  “It’s  News  to  Me,”  four  years 
ago  through  her  company,  Newsline  Pub¬ 
lications  Inc. 

“Newspapers  are  very  adult  and  a  little 
overwhelming  for  kids.  But  if  you  take 


them  through  it  and  show  them  how  to 
absorb  it  in  a  fun  way,  that  will  break  down 
the  obstacles  and  teach  them  to  enjoy  it.” 

Goldman,  a  53-year-old  former  com¬ 
munity  relations  director  for  bookselling 
Barnes  and  Noble  Inc.,  says  the  game 
was  originally  designed  to  market  news¬ 
papers  to  children  by  teaching  them  how 
to  read  newspapers,  while  educating 
them  about  some  elements  of  reporting. 

But  interest  has  gone  beyond  the  regu¬ 
lar  classroom  to  adult-education  pro¬ 
grams,  English-as-a-Second-Language 
curricula,  and  even  prison  classes. 

“The  idea  behind  it  is  interaction  with 
the  news,”  says  Goldman.  “It  really  meets 
the  goals  of  breaking  down  the  newspaper 
in  a  structured  way  and  promotes  it.” 

The  game  —  a  sort  of  newsman’s 
Trivial  Pursuit  —  uses  a  traditional  game 
board  design  broken  down  into  five  sec¬ 
tions.  Using  any  daily  newspaper,  players 
must  navigate  through  each  game  section 
by  answering  questions  based  on  informa¬ 
tion  from  the  newspaper.  The  questions 
are  printed  on  “Press  Passes”  and  relate  to 
information  ranging  from  the  dateline  on  a 
story  to  the  consumer  group  being  target¬ 
ed  by  a  specific  ad. 

An  activity  book  using  the  same  ele¬ 


The  latest  approach  to  newspaper  mar¬ 
keting  means  game  time,  not  ad  time. 


ments  also  is  included  for  those  who  want 
to  play  the  game  alone.  The  game  can  be 
played  with  any  online  version  of  a  daily 
newspaper  as  well. 

“It  captures  the  style  and  spirit  of 
‘Trivial  Pursuit’  and  acclimates  students 
to  the  newspaper  while  building  their 
awareness  of  the  world  around  them,” 
says  Ginny  Swinson,  education  services 
manager  for  The  Charlotte  (N.C.) 
Observer,  who  praised  the  game  in  a  let¬ 
ter.  “I  observed  a  middle-school  class 
using  the  game  and  was  very  impressed 
with  its  highly  interactive,  skills-build- 
ing  style.” 

Burt  Lawrence,  who  headed  the  News¬ 
papers  in  Education  (NIE)  program  at  the 
Herkimer,  N.Y.,  Evening  Telegram,  also 
offers  positive  reviews.  “I  have  had  the 
game  in  the  hands  of  a  few  teachers,  and 
the  response  has  been  very  positive,” 
says  Lawrence,  who  also  used  the  game 
for  a  prison-based  newspaper  awareness 
program.  “They  have  been  unanimous  in 
their  praise.” 

More  than  5,000  games  have  been  sold, 
including  those  purchased  by  more  than 
170  newspapers  for  use  as  contest  prizes 
and  in  NIE  programs,  Goldman  says. 

Cathy  Tallant,  NIE  coordinator  for 
the  Northeast  Mississippi  Daily  Journal 
in  Tupelo,  Miss.,  says  the  board  game 
approach  makes  teachers  and  students 
feel  comfortable  with  newspapers  as  a 
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daily  read. 

“I  have  used  it  to  teach 
students  about  the  many 
aspects  of  our  newspa¬ 
per,”  Tallant  says.  “It  real¬ 
ly  helps  to  introduce  them 
to  our  paper.  It  is  also  a 
good  warm-up  for  teach¬ 
ers  who  want  to  be 
involved  in  [NIE].” 

Some  examples  of 
game  questions  include  | 
those  that  ask  player  to; 

•  find  out  which  areas  of 

the  city  have  the  most 
houses  for  rent.  “It’s  News  To 

•  identify  a  building  pro¬ 
ject  that  requires  different  groups  to  work 
together. 


“For  a  lot  of  them,  the 
[children’s  newspaper] 
changed  their  focus  on 
career.  Many  didn’t  realize 
that  they  could  actually 
do  this  for  a  living.’’ 

—  Barbara  Goldman 


“It’s  News  To  Me”  helps  students  read  the  newspaper 


up  daily  reading  as  children  and  adults. 

“Kids  need  to  know  that  this  is  the 
way  to  be  smart  consumers  and  learn 
about  what  is  going  on  around  them,” 
Goldman  says.  “Kids  are  busy  and  are 
being  pulled  in  a  lot  of  directions.  This  is 
good  for  them.” 

Goldman  says  she  is  discussing  a 
national  marketing  campaign  with  a 
major  toy  company  to  promote  the  game, 
but  would  not  cite  any  specifics.  She  says 
the  game  is  currently  available  for  $19.95 
through  seven  educational  catalogues  and 
the  online  toy  store  at  www.Smarterkids.- 
com.  Mail  orders  may  be  sent  to 
Newsline  Publications  Inc.,  P.O.  Box 
8114,  Pittsburgh,  PA,  15217.  ■{ 


Need  a  blender? 
See  Microsoft  Net 

Only  weeks  after  it  began  selling  more 
than  2,000  appliances  on  its  own 
Web  site.  Sears,  Roebuck  and  Co.  has 
signed  a  two-year  deal  to  advertise  on  the 
Microsoft  Network  (MSN)  of  online  con¬ 
nections,  according  to  Reuters. 

Under  an  agreement  that  began  June  1, 
Sears  has  become  the  largest  advertiser  on 
the  MSN  Home  Adviser  real  estate  ser¬ 
vice.  Sears  officials  say  their  online  mar¬ 
keting  program  is  aimed  at  reaching  a 
broad  audience  through  banner  ads,  fixed- 
placement  ads,  sponsorships,  and  promo¬ 
tional  ads  throughout  MSN  Web  sites. 

“We  are  aggressively  expanding  our 
online  presence,  and  the  MSN  network  of 
Internet  services  is  a  powerful  vehicle  that 
will  help  increase  our  visibility  on  the  Web 
and  help  us  drive  traffic  to  Sears.com,” 
says  Alice  Peterson,  Sears  Online  vice 
president  and  general  manager. 

Sears.com  provides  online  access  to  the 
largest  selection  of  appliances  on  the  web, 
as  well  as  4  million  machinery  parts  and 
3,500  tools. 

Sears  would  not  say  what  effect,  if  any, 
the  deal  would  have  on  Sears’  longtime  tra¬ 
dition  of  newspaper  and  magazine  adver¬ 
tising  or  the  company’s  decades-old  cata¬ 
logue  sales.  —  Joe  Strupp 


•  check  the  financial  section  to  find  dif¬ 
ferent  terms  for  money. 

•  find  an  issue  that  targets  a  specific 
neighborhood  or  societal  group  and 
describe  its  affect  on  that  group. 

Goldman,  who  oversaw  two  children’s 
newspapers  in  the  Pittsburgh  area  in  the 
mid-1980s  that  used  children  as  young  as 
8  years  old  as  reporters,  says  the  board 
game  takes  the  same  approach  to  get  chil¬ 
dren  involved  in  news. 

“For  a  lot  of  them,  the  [children’s  news¬ 
paper]  changed  their  focus  on  career,” 
Goldman  says.  “Many  didn’t  realize  that 
they  could  actually  do  this  for  a  living  and 
have  fun  with  it.” 

Growing  up,  Goldman  says  she  learned 
the  importance  of  a  daily  newspaper  first¬ 
hand  from  a  father  who  “would  read  every 
word  on  every  page.  It  was  a  ritual  with 
him.  ...  I  got  into  it  because  I  wanted  to 
find  out  what  it  was  all  about.” 

Goldman  says  she  also  taught  her  two 
sons  the  importance  of  a  daily  newspaper 
read,  which  inspired  both  of  them  to  step 

www.mediainfo.com 


Newsprint  Inventory 
Management  System 


NIMS  is  a  full-featured  inventory  management  package,  that  provides  a 
cost-effective  alternative  for  users  requiring  the  results  of  a  mainframe 
system  without  the  hassle  or  expense.  Designed  specifically  for  the 
needs  of  newspaper  and  commercial  printing  industries, 

NIMS  offers  something  for  everyone! 

•  Y2K  compliant 

•  Supports  import  of  manifests  via  EDI 

•  Supports  original  and  ANSI  X12  versions  of  EMBARC  standards 

•  Supports  Wedge  Barcoders  and  Remote  Barcoders 

•  Microsoft  Access™  platform 

•  Customization  available  to  meet  your  specific  needs 

•  Extensive,  advanced  accounting-based  reporting 


For  more  information: 

Website:  http://vvww.msi-nims.com 
Email:  sales@mainstreams.com 
Call:  (330)963-0103 
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Unconventional  June  for  Pott 
as  cartoon  convention  nears 


His  month  includes 
changing  syndicates 
and  heading  the  AAEC 
as  it  meets  this  week 
in  Chattanooga,  Tenn. 
by  David  Astor 

Joel  Pelt  has  traveled  all  over  the 
world,  but  two  of  the  more  signifi¬ 
cant  journeys  in  his  life  are  taking 
place  in  the  United  States  this  month. 

Effective  June  1,  his  editorial  cartoons 
migrated  from  the  “Best  and  Wittiest” 
package  offered  by  North  America 
Syndicate  (NAS)  of  New  York  City  to 
individual  distribution  by  Universal  Press 
Syndicate  of  Kansas  City,  Mo. 

Pett  himself  will  travel  from  his 
Lexington  (Ky.)  Herald-Leader  office  to 
Chattanooga,  Tenn.,  for  the  June  16-19 
Association  of  American  Editorial 
Cartoonists  convention.  As  AAEC  presi¬ 
dent,  he’ll  lead  the  meeting  along  with 
host  cartoonist  Bruce  Plante  of  the 
Chattanooga  Times. 

The  gathering,  Pett  promises,  will  be 
Gore-free.  “We  probably  could  have  got¬ 
ten  A1  Gore  to  speak  because  of  the 
Tennessee  connection,  but  the  biggest 


decision  Bruce  and  I  made  was  to  stay 
away  from  big-name  politicians,”  he  says. 
“My  view  is  that  you  just  get  the  standard 
stump  speech.” 

A  couple  of  lesser-known 
politicians  are  tentative 
guests,  but  speakers  will 
include  people  not  ordinarily 
seen  at  AAEC  conventions. 

Ben  Cohen  of  Ben  &  Jerry’s 
ice  cream  fame  will  talk 
about  doing  business  with  a 
heart,  while  a  comedian,  sit¬ 
com  writer,  and  country 
singer  will  discuss  creativity. 

Several  newspaper  editors 
and  publishers  are  scheduled 
to  speak,  too. 

Of  course,  various  car¬ 
toon  matters  are  also  on  the 
1999  agenda  of  the  42-year- 
old  group  (www.detnews.com/AAEC). 
Sessions  will  focus  on  race-related  car¬ 
toons  by  white  creators  that  angered  black 
readers,  female  editorial  cartoonists  and 
why  there  are  so  few  of  them,  cartooning 
about  the  religious  right,  and  the  dangers 
faced  by  some  foreign  cartoonists. 

Whether  it  comes  up  during  one  of  the 
sessions  or  in  the  corridors  of  the 
Chattanooga  Marriott,  there’s  also  sure  to 
be  talk  about  the  paucity  of  editorial  car¬ 
tooning  jobs  as 
newspapers  fold 
or  don’t  replace 
their  cartoonists. 

“I  can’t  under¬ 
stand  why  news¬ 
papers  won’t  hire 
more  editorial 
cartoonists,  print 
more  cartoons, 
and  promote 
them  more,”  says 
Pett.  “Editorial 
cartoons  have 
attitude,  visual 
impact,  and  don’t 
take  up  much  of 
your  time”  — 
qualities,  he 


notes,  possessed  by  TV  and  other  media 
that  newspapers  compete  against. 

Actually,  Pett  knows  some  of  the  rea¬ 
sons  why  papers  may  not  be  enamored 
with  editorial  cartoonists. 
For  one  thing,  he  says,  edi¬ 
tors  tend  to  be  more  com¬ 
fortable  with  words  than 
pictures. 

“They  sort  of  fear  us,” 
Pett  adds.  “An  editorial  car¬ 
toon  is  like  a  hand  grenade. 
You  just  lob  it  in  there  and 
see  what  happens.  ...  A  lot 
of  editors  and  publishers  are 
loathe  to  offend  anybody, 
but  bland  newspapers  offend 
everyone!  And  you’re  not 
going  to  get  younger  readers 
back  by  being  bland.” 

He  says  newspapers  fear 
the  potential  of  local  cartoons  to  rile  both 
readers  and  advertisers.  For  instance,  “If  a 
cartoonist  does  something  against  subur¬ 
ban  sprawl,  he  or  she  is  going  against 
homebuilders,  banks,  and  a  lot  of  other 
movers  and  shakers  —  including  newspa¬ 
per  publishers  —  who  want  the  communi¬ 
ty  to  grow,”  Pett  says.  “Newspapers  are 
secretly  relieved  when  a  cartoonist  does 
10  weeks  of  Monica  Lewinsky.” 

Pett  —  who  emphasizes  that  some 
papers,  including  his  own,  give  cartoonists 
plenty  of  freedom  to  say  what  they  please 
—  devotes  at  least  two  of  his  five  cartoons 
a  week  to  local  issues.  He  particularly 
likes  to  make  local/nonlocal  links,  as  he 
did  several  years  ago  in  a  cartoon  compar¬ 
ing  bloated  bureaucracies  in  the  old  Soviet 
Union  and  Kentucky’s  state  education 
system.  His  hard-hitting  cartoons  also 
lampoon  local  leaders,  satirize  rampant 
consumerism,  point  out  the  widening  gap 
between  the  rich  and  the  poor,  hit  the  U.S. 
for  exporting  lots  of  weapons,  and  com¬ 
ment  on  other  matters.  They  have  earned 
him  several  awards,  two  Pulitzer  Prize 
nominations  —  and  plenty  of  angry  letters 
and  phone  calls. 

The  Herald-Leader  staffer  faces  callers 
head  on  by  keeping  his  home  phone  num- 
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Joel  Pett  works  for  the 
Lexington  (Ky.)  Herald- 
Leader  and  Universal 
Press  Syndicate. 
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First  Place 
$5,000  Scholarship 

Jamie  M.  Malernee 
University  of  Florida 


Second  Place 
$4,000  Scholarship 

Leif  B.  Strickland 
University  of  Southern  Caiifornia 


Third  Place 
$3,000  Scholarship 

Sharif  J.  Durhams 
University  of  North  Carolina 


First  Place 
$5,000  Scholarship 

Franka  Bruns 
Ohio  University 


Second  Place 
$4,000  Scholarship 

Jakub  Mosur 

San  Francisco  State  University 


Third  Place 
$3,000  Scholarship 

Pat  Shannahan 
Arizona  State  University 


First  Place 
$5,000  Scholarship 

Leila  Walsh 
Syracuse  University 


Second  Place 
$4,000  Scholarship 

Mark  Brodie 
Syracuse  University 


Third  Place 
$3,000  Scholarship 

Steve  C.  Lawrence 
Ohio  University 
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First  Place 
$5,000  Scholarship 

Kiet  Oo 

San  Jose  State  University 


Second  Place 
$4,000  Scholarship 

Nikole  N.  Kiilion 
Northwestern  University 


Third  Place 
$3,000  Scholarship 

Clint  Brown 
University  of  Alabama 


The  Hearst  Journalism  Program  congratulates  winners  of  the 

39th  Annual  National  Print,  Photojournalismi  and  Broadcast  News  Championships. 


We  wish  them  continued  success  in  their  journalistic  careers. 

For  further  information,  contact  the  chair  of  any  accredited  school  of  journalism  or 

The  Hearst  Journalism  Awards  Program  •  90  New  Montgomery  Street,  Suite  1212  •  San  Francisco,  CA  94105  •  415.543.6033 

Fully  funded  by  the  William  Randolph  Hearst  Foundation,  under  the  auspices  of  the  Association  of  Schools  of  Journalism  And  Mass  Communication. 
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ber  listed  and  answering  his  office  phone 
without  using  an  answering  machine  as  a 
screening  device. 

Pett,  45,  joined  the  Lexington  paper  in 
1984  after  seven  years  of  doing  freelance 
cartoons  out  of  his  native  Indiana.  In 
1989,  his  work  became  part  of  the  NAS 
editorial  cartoon  package. 

Now  that  he’s  individually  syndicated 
with  Universal,  Pett  has  to  do  at  least  three 
cartoons  a  week  focusing  on  national  or 
international  topics.  But  Pett  feels  local 
cartoons  are  so  important  that  he  will,  if 
necessary,  do  three  or  four  of  them  some 
weeks  on  top  of  the  three  nonlocal  ones 
required  for  syndication. 

When  Pett  does  do  nonlocal  work,  he 
tries  to  avoid  topics  that  numerous  other 
cartoonists  comment  on.  He  doubts,  for 
instance,  that  too  many  of  his  peers  did  a 


NSNC  Conference'99 


LottUrilU,  Ky 


From  the  National  Society  of  Newspaper  Columnists’  Web  site 


Columnists  will  make 
Kentucky  their  home 
lor  3-ilay  convention 


“Editorial  cartoons  have 
attitude,  visual  impact, 
and  don’t  take  up  much 
of  your  time.” 

—  Joel  Pett 
President,  AAEC 


books  and  TV  appearances. 

The  convention’s  keynote  speaker  is 
columnist  Bob  Greene  of  the  Chicago 
Tribune  and  Tribune  Media  Services. 
Receiving  a  Lifetime  Achievement  Award 
will  be  longtime  Atlanta  Journal  and 
Constitution  columnist  Celestine  Sibley. 

Hosting  the  meeting  for  the  22-year-old 
NSNC  (www.columnists.com)  are  Bob 
Hill  and  Rochelle  Riley  of  The  Courier- 
Journal  in  Louisville.  Leading  the  con¬ 
vention  will  be  NSNC  president  and 
Akron  Beacon  Journal  writer  Regina  Brett 
(profiled  in  E&P,  June  13,  1998,  p.  44). 

—  David  Astor 


Credibility  will  be  among  the  top¬ 
ics  on  the  agenda  when  the 
National  Society  of  Newspaper 
Columnists  (NSNC)  meets  June  18-20  in 
Louisville,  Ky. 

Among  the  scheduled  speakers  is  man¬ 
aging  editor  Gregory  Moore  of  The 
Boston  Globe,  which  fired  columnists 
Mike  Bamicle  and  Patricia  Smith  last  year 
because  of  charges  that  there  were  fabri¬ 
cations  in  their  work.  Moore  will  be  part 
of  an  “Ethics  and  Fairness”  panel. 

Other  sessions  will  discuss  writing 
about  gay,  feminist,  and  black  issues; 
doing  columns  at  small  papers;  and  doing 


cartoon  about  Nigeria’s  recent  changeover 
from  a  military  to  civilian  government. 

“If  I  start  doing  Dan  Quayle-can’t- 
spell  cartoons,  drop  me!”  is  Pett’s  mes¬ 
sage  to  newspapers  subscribing  to  his 
Universal  work. 

When  he  was  growing  up,  Pett  lived  in 
Nigeria  during  his  father’s  five-year  stint 
as  a  professor  in  the  African  country.  He 
has  also  visited  China,  Cuba,  Europe, 
Russia,  South  America,  and  other  places 
as  a  child  and  adult. 

What  does  all  this  travel  offer  Pett  as  an 
editorial  cartoonist?  “Perspective,”  he 
replies.  ■§ 


Changes  coming 
for  ‘Brainstorm’ 


the  page’s  format  will  be  more  modular. 

Thomson  Newspapers  announced  last 
month  that  it  will  integrate  the  efforts  of  its 
TTM  and  Thomson  Interactive  Media  units 
{E&P,  May  29,  page  10). 


Thomson  Target  Media’s  (TTM) 
“Curiocity’s  BrainStorm”  newspaper  page 
will  be  renamed  “FreeZone”  in  August  and 
offer  new  content. 

The  page  will  woiic  closely  with  TTM’s 
“FreeZone  Online”  (http://freezone.com), 
the  Web  site  aimed  at  children  8  to  14. 
There’s  also  a  customized  “FreeZone”  site 
for  each  subscribing  newspaper. 

The  new  or  revised  content  will  include 
educational  games  and  contests  that  corre¬ 
spond  to  the  customized  “FreeZone”  sites. 
There  will  also  be  teachers’  guides,  articles 
written  by  children,  and  a  “Helping  Hand” 
section  that  lets  children  offer  advice.  And 


Universal  offering 
‘Insider’  golf  page 
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A  page  covering  golf  has  been  intro¬ 
duced  by  Universal  Press  Syndicate. 

“Insider  Golf’  includes  news  items,  a 
Q&A  section,  playing  instruction,  statis¬ 
tics,  tour  schedules,  photos,  graphics, 
and  more. 

The  weekly  feature  is  by  T.J.  Tomasi, 
who  was  named  one  of  the  top  100  golf 


Pett  gives  China  a  U.S.  syndrome. 


)1999  Charles  Barsotti  from  cartoonbank.com.  Alt  Rights  Reserved. 


f 


‘Tve  been  predicting  the  death  of  newspapers 
for  twenty  years.  If  I  stop  now, 
people  might  question  my  credibility! 


BSfP  BRIEFS 


teachers  for  1999  by  Golf  Magazine.  He’s 
director  of  the  Players  School  at  PGA 
National,  Palm  Beach  Gardens,  Fla. 

The  former  pro  player,  who  holds  a 
Ph.D.  in  education,  has  also  served  as  the 
chief  instructional  editor  for  Golf  Illustrated 
and  Golfing  magazines;  authored  six  books; 
and  appeared  on  an  instructional  series  for 
CNN  seen  on  planes  and  airports  through¬ 
out  the  world. 

Eighty  bodacious 
years  for  ‘Snuffy’ 

“Barney 
Google  and 
Snuffy 
Smith”  will 
turn  80  on 
June  17. 

The  comic, 
which  King 
Features 
Syndicate  still 
distributes  to 
over  900  pa¬ 
pers,  was  cre¬ 
ated  by  Billy 
DeBeck  in  1919.  Its  current  cartoonist, 
Fred  Lasswell,  started  working  on  the 
strip  as  a  17-year-old  in  1934. 

Lasswell  (profiled  in  E&P,  Jan.  13, 
1996,  p.  30)  also  has  a  Web  site  at 
www.unclefred.com. 

Millennial  info  in 
Copley  package 

Copley  News  Service  is  offering  a 
“Millennium”  package  that  looks  at  the 
past  century  and  the  next  one. 

The  paginated  package  —  available  on 
CD-ROM  —  includes  a  history  quiz,  a  look 
at  Hollywood’s  greatest  films,  photos,  illus¬ 
trations,  and  more. 

Cartoonist  makes 
Philly  top- 100  list 

The  Philadelphia  Weekly  newspaper 
has  named  editorial  cartoonist  Signe 
Wilkinson  one  of  the  top  100 
Philadelphians  of  the  century. 

Wilkinson  —  of  The  Philadelphia  Daily 
News  and  Washington  Post  Writers  Group 


It’s  tee  time  for  newspapers. 


—  was  joined  on  the  list  by  notables  such  as 
singer  Marian  Anderson,  basketballer 
Charles  Barkley,  boxer  Joe  Frazier,  and 
actress  Jayne  Mansfield. 

Etcetera  ... 

Two  stars  of  the  Broadway  revival  of 
“You’re  A  Good  Man,  Charlie  Brown” 
won  Tony  Awards  June  6.  They  were 
Roger  Bart  (Snoopy)  and  Kristin 
Chenoweth  (Charlie  Brown’s  sister).  The 
musical  is  based  on  “Peanuts”  by  Charles 
Schulz  of  United  Media  ...  ‘Tell  Me 
About  It,”  the  Washington  Post  Writers 
Group  advice  column  aimed  at  people 
under  30,  has  doubled  its  frequency  to 
twice  a  week.  Its  writer,  Carolyn  Hax, 
has  also  added  a  second  live  chat  on 
www.washingtonpost.com.  She  talks  on 
Fridays  at  noon  and  Mondays  at  8  p.m. 
Eastern  time  ...  With  Flag  Day  and 
Independence  Day  coming,  Knight 
Ridder/Tribune  (KRT)  is  offering  mate¬ 
rial  relating  to  the  $5.5-million  project  to 
save  the  War  of  1812’s  “Star-Spangled 
Banner,”  which  has  been  displayed  in  the 
Smithsonian’s  American  Museum  of 
Natural  History.  Included  is  a  paginated 
page,  a  graphic,  a  Web  package,  stories, 
and  photo  and  news  animations  . . .  Also, 
KRT  received  a  bronze  ‘Telly”  for  ani- 
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Big  birthday  for  King 
comic  strip. 


Cartoon  book  is 
‘Weird  but  TKie’ 

Did  you  know  that  Charles  Schulz  dis¬ 
likes  the  name  “Peanuts?”  That  Carl 
Anderson  was  almost  70  when  his  “Henry” 
comic  began?  That  Herblock  coined  the 
word  McCarthyism? 

These  are  some  of  the  items  in  “Weird 
but  True  Toon  Factoids!,”  a  new 
Gramercy/Random  House  book  by  Craig 
Voe.  He’s  donating  the  book’s  proceeds  to 
the  Children  Affected  by  AIDS  Foundation 
and  the  National  Cartoonists  Society’s  Milt 
Gross  Fund  for  needy  cartoonists. 

Powell  does  piece 
for  Father’s  Day 

Scripps  Howard  News  Service  is  offering 
SHNS  and  non-SHNS  clients  a  Father’s 
Day  essay  by  Colin  Powell. 

SHNS  says  the  piece,  moving  June  14 
for  use  on  June  20,  will  discuss  Powell’s 
father  and  “the  importance  of  having  caring 
adults  in  the  lives  of  young  people.” 


mation  it  produced  on  the  restoration  of 
the  Washington  Monument.  The  anima¬ 
tion  was  distributed  to  newspapers  as  part 
of  a  KRT  package  ...  Copley  News 
Service  is  offering  a  three-part  series  on 
two  childhood  friends,  Eric  Chavez  and 
Eric  Munson,  trying  to  make  it  to  base¬ 
ball’s  Major  Leagues.  The  series  is  writ¬ 
ten  by  Paula  Bott  of  the  San  Diego 
Union-Tribune,  with  photos  by  John 
McCutcheon  ...  Two  Los  Angeles 
Times  Syndicate  (LATS)  creators  have 
new  books  out.  One  is  “Drawing  the 
Line,”  a  collection  of  editorial  cartoons 
by  Paul  Conrad.  The  other  is  “Years  of 
Renewal.”  the  third  volume  of  memoirs 
by  Henry  Kissinger,  whose  current  activ¬ 
ities  include  a  LATS  column  ...  The 
Bank  Street  College  of  Education  chose 
the  “Night  Lights  and  Pillow  Fights” 
children’s  book  as  one  of  the  best  of  the 
year.  It’s  by  Guy  Gilchrist,  who  does  a 
children’s  cartoon  feature  with  the  same 
name  as  the  book  as  well  as  the  “Nancy” 
comic  for  United. 
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You  know  our  individual 
strengths. 


Now,  imagine  what  we 
can  do  together! 


With  our  two  unique  companies  and  our 
extensive  years  of  experience,  CCI  Europe 
and  Neasi-Weber  International  are  devel¬ 
oping  a  unique  cross-media  advertising 
management  solution  integrating  the 
entire  advertising  workflow  into  a  single 
comprehensive  advertising  and  revenue 
management  system. 

Newspaper  and  magazine  publishers 
around  the  globe  will  find  new  levels 
of  flexibility,  cutting-edge  technology, 
superior  product,  technical  support  and 
an  unparalleled  knowledge  base  of  ad¬ 
vertising  operations. 

Visit  us  at  NEXPO  ‘99  to  see  how  AdVenture 
can  improve  your  advertising  operations. 


CCI  Europe  Neasi-Weber  International 

Tel:  +45  87  33  55  88  Tel:  (818)  895-6900 

info9ccieurope.com  sales9nwintl.com 

www.ccieurope.com www.nwintl.com 
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John  Corr,  veteran  feature  writer  for  the 
Inquirer,  works  on  his  story  from  a 
porch  across  the  way  from  the  show. 


Nelson,  PNI  publishing  systems  operations  manager,  is  to  the  left.  In  the  rear  are 
(from  left  to  right)  the  /nqu/rer’s  John  Corr;  Dick  Cooper,  assistant  regional  edi¬ 
tor,  Pauline  Bogaert,  a  reporter;  Sandra  Clark,  an  editor;  and  Mari  A.  Schaeffer,  a 
deputy  photo  director.  Robin  Henry,  an  editor,  is  wearing  a  red  shirt,  and  George 
Carter,  a  copy  editor,  is  seated  at  the  computer  terminal. 


of  a  different  color 


ake  instant  news  at  the  Devon  Horse  Show 


It  was  a  far  cry  from  the  100-plus-page 
broadsheet  published  by  the  Inquirer 
every  day,  but  it  proved  popular  even  at  $  1 
a  copy.  (The  paper’s  regular  broadsheet 
sells  for  50  cents.) 

Consisting  of  four  pages  of  black-and- 
white  editorial  and  two  pages  of  pre-print- 
ed  color  ads,  the  tab  flew  the  Inquirer's 
flag,  with  “Devon  Horse  Show  Edition”  in 
small  letters  on  top.  The  pages  were  print¬ 
ed  two  sides  at  once  and  then  bound  by 
hand  with  a  purpose-built  binder.  The  col¬ 
lating  also  was  done  by  hand.  The  Xerox 
people  doing  the  production  work  turned 
out  four  to  five  copies  a  minute. 

Dick  Cooper,  who  spearheaded  the 
project  for  the  Inquirer,  credits  E&P  for 
the  idea.  “1  first  heard  about  [the  instant 
newspaper  concept]  on  the  E&P  Web  site 
quoting  Lois  [Niland,  Xerox  manager  for 
new  business  development]  in  January,” 
he  explains.  On  that  occasion,  Niland  was 
describing  a  similar  project  carried  out 
with  the  Rochester  (N.Y.)  Democrat  and 
Chronicle  last  year.(see  sidebar  p.42) 


The  popularity  of  the  instant  newspaper 
should  surprise  no  one  who  has  been 
involved  in  something  like  a  ship’s  news¬ 
paper,  which  often  is  the  only  source  of 
news  for  those  aboard.  Newspapers  pro¬ 
duced  on  mimeograph  machines  gave 
budding  journalists  on  U.S.  troopships 
during  the  Korean  War  their  earliest  expe¬ 
riences  in  journalism  on  a  daily  deadline. 

The  difference  between  the  old-fash¬ 
ioned  instant  newspapers  and  the  new¬ 
fangled  ones  lies  in  the  quality  of  the 
product:  The  Inquirer's  Devon  Horse 
Show  offspring  was  every  bit  as  slick  as 
its  parent,  with  the  exception  of  color 
photos  and  graphics.  And,  of  course,  its 
news  —  show  competition  results  —  did¬ 
n’t  even  get  pjosted  on  the  Internet  until 
the  instant  newspaper  staff  sent  it  first  to 
the  Web  site  shared  by  the  Inquirer  and 
The  Philadelphia  Daily  News. 

Niland,  interviewed  at  the  Devon  Horse 
Show,  says  she  believes  newspapers  can 
regain  the  edge  in  reporting  breaking  news 
that  they  have  lost  to  TV  and  the  Internet. 


With  on-site  instant  newspaper  installa¬ 
tions,  they  can  draw  on  the  editorial  and 
technical  expertise  of  parent  publications 
as  the  Inquirer  did  with  its  Devon  paper. 

As  an  example,  she  explains,  “You  could 
install  [Xerox]  DocuTechs  in  train  stations 
and  sell  commuters  instant  newspapers  cus¬ 
tomized  [with  suburban  news]  by  train 
routes.”  (Newspap)er  p)eople  with  long 
memories  might  add  “late  stock  prices  and 
baseball  scores”  to  the  mix.) 

Cooper,  an  assistant  regional  editor  at 
the  Inquirer,  is  not  put  off  by  the  present 
slow  pace  of  production  with  hand-collat¬ 
ing  and  -binding  compared  to  the  blister¬ 
ing  pace  of  a  modem  newspap)er  press. 
(The  Inquirer's  produce  50,000  an  hour.) 
“Because  it’s  digital,  you  don’t  have  to 
build  up  an  inventory.  You  can  print  on 
demand,”  he  explains. 

The  first  day,  the  instant  newspaper 
crew  printed  100  copies,  sold  out,  and 
printed  50  more,  adding  a  photo  of  a  horse 
in  the  show  ring  collapsing,  apparently  of 
old  age,  as  well  as  a  story  of  a  shooting  and 
suicide  in  a  nearby  community.  This  was 
on  an  extra  day  added  to  the  103-year-old 
show’s  schedule  that  drew  many  competi- 
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tors,  but  few  spectators. 

Over  the  next  nine  days,  the  Inquirer 
sold  2,550  more  copies  of  its  instant 
paper,  including  650  back  issues  toward 
the  end  of  the  show’s  10-day  run,  for  a 
total  of  2,700  copies  of  30  editions.  Most 
were  six  pages  with  color  ads  on  the  last 
two  pages,  but  there  also  were  two  12- 
page  special  editions  and  a  final  eight- 
page  edition  on  the  last  day  of  the  show. 

After  learning  about  Xerox’s  involve¬ 
ment  in  the  instant-newspaper  concept 
via  E&P,  Cooper  arranged  for  a  presenta¬ 
tion  at  the  Inquirer,  and  the  Devon  show 
newspaper  grew  out  of  that.  As  for  the 
future,  he  says,  “We’re  looking  at  it  for  a 


variety  of  things.” 

One  of  those  things  could  be  the 
Republican  National  Convention,  which 
will  be  in  Philadelphia  next  year.  Coopier 
wouldn’t  commit  himself,  but  Chris 
Nelson,  publishing  systems  operation 
manager  for  Philadelphia  Newspapers 
Inc.  (PNI),  parent  of  the  Inquirer  and  the 
Daily  News,  is  already  preparing  for  this. 

Among  the  things  Nelson  will  change, 
he  explains,  is  the  route  of  the  publication 
file  from  the  editorial  computers  to  the 
DocuTech  printer.  For  the  Devon  show, 
the  Inquirer  set  up  a  local  Ethernet  LAN 
in  the  trailer  at  Devon  that  connected 
writers,  photographers,  and  editors.  This 


network  was  managed  by  a  server  run¬ 
ning  Windows  NT,  which  was  expected  to 
pass  the  final  publication  file  to  a  Unix 
.server  in  a  Sun  workstation  that  ran  the 
DocuTech  6180  printer. 

For  a  couple  of  hours  the  first  day  of 
the  show,  the  combined  expertise  of  PNI 
and  Xerox  was  stalled  by  the  refusal  of 
the  Unix  server  to  accept  the  publication 
file  as  sent.  The  six  editorial  pages  were 
paginated  in  QuarkXPress  on  PowerMacs 
brought  from  the  Inquirer  and  sent  to  the 
Windows  NT  server  as  a  PostScript  file 
and  from  there  to  the  Unix  server,  where 
it  was  rejected  for  “illegal  instructions.” 
Finally,  a  PostScript  file  was  .sent  directly 


Inventing  the  instant  editinn 


When  the  Rochester  Democrat 
and  Chronicle  had  opportuni¬ 
ties  to  provide  ongoing,  near- 
real-time  print  coverage  for  two  major 
events  last  year  within  its  circulation  area, 
it  also  had  a  powerful  local  partner. 

The  undertaking  challenged  radio.  TV, 
and  the  Internet  for  people’s  attention  by 
competing  with  a  product 
they  could  read  immedi¬ 
ately  or  at  their  leisure, 
then  re-read  10  years  later 
as  souvenirs  of  the  events. 

Linking  the  paper’s  own 
digital  text  and  image  input 
and  layout  capabilities  to  a 
high-speed  digital  printer 
from  Xerox  Corp.,  staffers 
at  Gannett ’s  first  daily  cre¬ 
ated  the  chain’s  first  hourly 
newspaper. 

The  New  York  state  paper  sought  to 
augment  its  daily  coverage  of  celebrations 
of  the  anniversary  of  a  women’s  rights 
convention  in  Seneca  Falls  and  the  PGA’s 
U.S.  Open  with  special  editions  featuring 
coverage  of  events  as  they  happened. 
Copies  were  sold  to  attendees  on  site. 

The  paper  assigned  extra  staff  to  the 
event,  which  it  would  be  covering  any¬ 
way.  Their  raw  copy  was  delivered  by 
golf  cart  to  page  make-up  editors  work¬ 
ing  at  computers  in  a  nearby  trailer. 
Assembled  pages  were  sent  to  a  Xerox 
DocuTech  printer,  where  pre-printed 
color  ads  were  merged  with  deadline 
news  copy  and  photos. 


So  swift  was  the  entire  process,  accord¬ 
ing  to  assistant  managing  editor,  photog¬ 
raphy,  Alan  R.  English,  that  multiple  edi¬ 
tions  were  produced.  Copies  sold  for  $1. 

At  the  high  point  at  Seneca  Falls, 
when  first  lady  Hillary  Rodham  Clinton 
addressed  the  crowd.  “We  had  papers 
there  before  Hillary  left  the  stage,” 
English  told  the  News¬ 
paper  Association  of 
America  Super-Con¬ 
ference  earlier  this 
year.  He  noted  that  the 
last  quotes  were  added 
from  a  radio  broadcast 
even  before  reporters 
turned  in  final  copy. 

Similar  success  at 
an  evening  concert  had 
the  crowd  buying 
keepsake  editions  before  the  last  singer 
left  the  stage.  The  D&C  repeated  the  pro¬ 
ject  for  the  annual  golf  tournament. 

Not  only  were  the  printed  editions 
available  as  soon  as  or  sooner  than  strict¬ 
ly  electronic  accounts,  but  the  hard-copy 
editions  were  something  those  attending 
could  take  home,  ads  and  all. 

Not  merely  a  technology  demonstra¬ 
tion,  the  project,  said  English,  was  an 
advertising  opportunity  and  a  chance  to 
exploit  the  paper’s  market  position  and 
community  identity  for  a  captive  audi¬ 
ence  of  satisfied  readers. 

Advances  in  hardware  and  software 
have  enabled  fairly  easy  setup  of  tempo¬ 
rary  offices  or  bureaus  for  reporters,  edi¬ 


tors  and  photographers.  But  only  since 
the  development  of  compact,  high-speed 
devices  capable  of  accepting  input  from 
pagination  systems  has  temporary  on-site 
printing  been  possible. 

The  DocuTech  “is  so  small  relative  to 
the  offset  press,”  says  Lois  Niland,  a 
Xerox  business  development  manager, 
“that  we  think  there’s  an  opportunity  to 
make  it  portable  and  take  it  on  the  road.” 

The  printer  also  makes  shorter  runs 
economically  feasible,  supports  the  dis- 
tribute-then-print  publication  model  used 
by  PressPoint,  and  holds  out  the  possibil¬ 
ity  of  true  personalized  publishing. 

If  offers  a  “different  value  proposi¬ 
tion,”  says  Niland,  who  notes  that  al¬ 
though  the  per-page  production  cost  is 
higher  than  that  for  a  longer  web-offset 
print  run,  the  technology  may  allow  pub¬ 
lishers  to  offer  more  value  to  readers  and 
advertisers  in  certain  situations. 

The  DocuTech  and  printers  from  IBM 
and  other  developers  aim  to  serve  corpo¬ 
rate  and  on-demand  printing  markets, 
which  require  many  copies  of  documents 
that  are  likely  to  be  frequently  revised — 
but  not  in  quantities  that  cost-justify  off¬ 
set  press  runs.  Also,  on-demand  printing 
can  satisfy  the  need  for  changing  special¬ 
ty  publications  —  technical  or  academic 
—  that  may  sell  only  in  relatively  small 
numbers  at  a  time. 

At  least  one  retail  bookseller  invested 
in  on-site  printing  and  binding,  using  out- 
of-print  and  unstocked  books’  down¬ 
loaded  digital  files.  — ^Jim  Rosenberg 


;  Staffers  at 
Gannett’s  first 
daily  created 
the  chain’s  first 
hourly  newspaper. 
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from  a  PowerMac  to  the  Unix  server 
(bypassing  the  trailer’s  Windows  NT 
server),  and  printing  commenced. 

Nelson  says  the  Windows  NT  server 
has  been  known  to  handle  a  PostScript 
file  from  a  G3  Mac,  but  apparently  it 
wouldn’t  from  the  PowerMac.  His  solu¬ 
tion  would  be  to  send  the  paginated  file  to 
PNI’s  Hermes  publishing  system  and 
from  there  back  to  the  Xerox  server  in  a 
form  it  was  sure  to  accept. 

The  PowerMacs  in  the  trailer  at  Devon 
were  connected  by  U.S.  Robotics  56K 
modems  to  PNI’s  internal  Ethernet 
LAN  through  conventional  phone 
lines.  A1  Hasbrouck,  Inquirer  sys¬ 
tems  editor,  says  T-1  lines  would 
have  added  unnecessary  cost. 

There  wasn’t  a  conventional  tele¬ 
phone  in  sight,  however.  Everyone 
was  talking  on  a  cell  phone. 

The  cell  phones  supplied  to  all 
12  of  the  writers,  photographers, 
editors,  and  systems  people  from 
the  Inquirer  were  Nokia  6120s 
connected  to  the  Comcast  Digital 
network. 

The  writers  were  equipped  with 
Compaq  Pentium  2  Armada  41(X) 
laptops,  but  the  photographers 
stuck  with  their  Macintosh 
Powerbooks  to  unload  their  digital 
images  and  put  them  into  the  trail¬ 
er’s  Ethernet  LAN. 

The  Compaq  laptops  were  tied 
together  by  their  own  wireless  net¬ 
work.  Each  laptop  was  fitted  with  a 
sending  unit  made  by  Lucent 
Technologies  —  lEE  802. 1 1 
Wavelan  —  that  sent  a  signal  to  the 
Windows  NT  server  in  the  trailer. 

There  was  also  a  walky-talky  con¬ 
nection  between  the  press  box  and 
the  trailer.  Photographers  preferred  to  walk 
the  1(X)  or  so  feet  from  the  show  ring  to  the 
trailer  where  they  downloaded  their  digital 
pictures  into  their  Macintosh  Powerbook 
34(X)cs,  which  were  connected  to  the  trail¬ 
er’s  Ethernet  LAN. 

Mari  A.  Schaeffer,  the  Inquirer  deputy 
photo  director  who  oversaw  the  photo 
operation  for  the  instant  newspaper,  says 
all  the  photos  were  shot  in  color  and  con¬ 
verted  to  gray  scale  for  use  in  the  instant 
newspaper.  In  this  way,  she  explains,  they 
could  also  be  used  in  the  main  newspaper 
and  filed  in  the  newspaper’s  digital 
archive  for  future  use. 

The  Inquirer-Daily  News  Web  site  was 
also  tied  in  to  the  instant  newspaper’s 
operation.  Nelson  showed  how  the  editor¬ 


ial  pages  appeared  on  the  Web  site  min¬ 
utes  after  they  were  completed. 

The  digital  cameras,  Kodak  620s  and 
520s,  used  by  the  Inquirer  photographers 
were  particularly  useful  for  the  instant 
newspaper,  for  which  there  were  no  estab¬ 
lished  deadlines.  Makeovers  could  be 
made  at  any  time  with  no  concern  for 
newsprint  waste  or  time-consuming  plate 
changes. 

There  are  limitations  besides  the  need 
for  a  faster  bindery,  however.  At  present, 
the  DocuTech  can  accept  only  a  complete 


file.  To  change  a  page,  the  whole  publica¬ 
tion  file  would  have  to  be  sent  anew, 
unlike  newspaper  publishing  systems  that 
permit  pages  to  be  changed  and  renum¬ 
bered  on  the  fly. 

Xerox  is  adapting  the  technology  of 
high-speed  transactional  printing  (month¬ 
ly  bills  and  direct-mail  solicitations)  to  a 
publishing  environment  where  PostScript 
is  king.  Niland  says  that,  with  the  pur¬ 
chase  of  Delphax  last  year.  Xerox  has 
available  to  it  a  high-.speed,  roll-fed  laser 
printer  that  can  print  up  to  1 ,300  pages  a 
minute.  The  DocuTech  6180  tops  out  at 
180  pages  a  minute  and  is  sheet-fed, 
although  a  roll-feed  adapter  is  available. 

The  Delphax  printer,  however,  does  not 
understand  PostScript. 


“Not  yet,”  Niland  adds,  “but  that’s  the 
challenge.  Color,  that’s  the  other  chal¬ 
lenge.” 

In  the  future,  costs  could  come  down  as 
a  trend  toward  this  kind  of  publishing 
takes  hold,  and  the  blending  of  offset  and 
laser  printing  moves  forward,  according 
to  Niland. 

The  Devon  Horse  Show  was  an  inter¬ 
esting  venue  for  an  instant  newspaper. 
Among  horse  people,  it  has  great  status, 
like  Wimbledon  might  have  for  tennis 
fans,  but  the  athletic  part  of  it  has  always 


been  held  in  thrall  to  the  social.  Some 
years,  the  show  jumping  classes  get  big 
play  locally  on  the  sports  pages;  The 
National  Horse  Show  at  New  York’s 
Madison  Square  Garden  might  get  signif¬ 
icant  ink  in  The  New  York  Times,  for 
example,  but.  mostly,  new.spapers  have 
treated  horse-show  competition  as  a 
minor  sport,  with  an  occasional  nod  to  the 
society  figures  involved  and  to  its  very 
photogenic  participants.  Saddle-horse  and 
carriage  classes  are  big  in  Kentucky  but 
get  little  attention  from  the  media  in  the 
Northeast,  where  Jumpers  have  a  larger 
following. 

At  Devon,  the  events  scheduled  over  10 
days  included  those  for  hunters,  jumpers, 
three-gaited  and  five-gaited  saddle-hors- 


Jerry  Fuhrmeister  (center),  PNI  advertising  production  manager,  appiauds  as  DocuTech  6180 
prints  the  first  page  of  the  lnquirer"s  instant  Devon  Horse  Show  newspaper. 
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es,  as  well  as  classes,  such  as  roadster, 
fine  harness,  hackney  horse,  hackney 
pony,  and  coaching,  which  has  people 
ride  behind  the  horses,  not  on  them.  Many 
of  these  are  championship  events  with 
substantial  cash  prizes,  such  as  the 
$50,000  Budweiser  Grand  Prix  of  Devon 
for  jumpers. 

The  Inquirer  broadsheet,  on  the  day  after 
the  show  opened,  carried  coverage  of  the 
first  day’s  events  inside  the  sports  section, 
along  with  a  short  story  on  the  death 
of  the  horse  in  the  show  ring.  A 
three-column  picture  of  the  fallen 
horse  was  in  the  “Neighbors”  sec¬ 
tion  with  a  caption,  and  a  page  later 
there  appeared  an  interview  with 
Leonard  King,  president  of  the 
Devon  Horse  Show  and  Country 
Fair,  and  a  one-column  picture  of 
him. 

Nonetheless,  Cooper  was  satis¬ 
fied  with  sales,  which  averaged  270 
a  day.  He  says  he  was  particularly 
pleased  that  some  people  were  also 
buying  previous  days’  editions. 

Looking  back  on  publishing  the 
show  paper.  Cooper  was  thrilled, 
calling  the  effort  “a  pretty  good  success.” 
More  tests  with  the  Xerox  printer  are 
planned  for  the  coverage  of  other  events. 
The  show  paper  also  drew  surprising 
advertiser  interest.  Because  of  space  limi¬ 
tations,  the  show  paper  was  able  to 
accommodate  only  three  advertisers,  in 
addition  to  those  on  the  two  pre-printed 


color  pages,  according  to  Cooper. 

Devon  Horse  Show  officials 
appeared  particularly  pleased  with 
the  attention  the  instant  newspaper 
gave  their  event.  Clarence  (Honey) 
Craven,  a  veteran  horseman  and 
.show  official  for  64  years,  said,  “It’s 
quite  the  thing.” 

Gib  Marcucci,  who  brought  nine 
Hackney  ponies  to  the  show  from 
Monmouth,  Iowa,  said,  “Is  that  the 


one  they  charge  a  dollar  for?”  Asked  if  he 
thought  it  was  worth  it,  Marcucci,  who 
has  come  to  the  show  for  the  past  38 
years,  replied,  “It  is,  if  you  want  to  read 
about  Devon.” 

Nicole  Simpson,  a  competitor  in  open- 
jumper  and  grand-prix  classes  from 
Hidden  Valley,  Calif.,  said,  “It’s  nice  to 


Jerry  Fuhrmeister 
(above),  PNI  advertis¬ 
ing  production  manag¬ 
er,  and  Lois  Niland, 
Xerox  production  sys¬ 
tems  group  manager 
of  new  business  devel¬ 
opment,  chat  behind 
the  Xerox  DocuTech 
6180.  Jerry  Leone 
(left),  a  Xerox  account 
rep,  looks  over  pages 
for  The  Philadelphia 
Inquirer's  instant 
newspaper. 


have  the  results  updated  and  right  at  hand.” 

Frankie  Trull,  of  Middleburg,  Va.,  said, 
“I  think  [the  Inquirer's  show  newspaper] 
is  fabulous.  We  don’t  have  enough  media 
coverage.” 

Jimmy  Orphanos,  of  Charlotte,  N.C., 
said,  laughing,  “We  like  it.  We  are  on  the 
cover.”  Hi 
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PrePress  Solutions 
stake  acquired 

Owners  of  IPA  Systems,  Monotype 
Systems  Ltd.,  Scangraphic  PrePress  Tech¬ 
nology,  Alpha  Media,  and  Freedom  Sys¬ 
tems  Integrators  last  month  announced 
their  acquisition  of  a  strategic  interest  of 
undisclosed  value  in  imaging  systems 
manufacturer  PrePress  Solutions  Inc., 
Billerica,  Mass. 

The  “strategic  association  ...  will 
accelerate  and  expand  the  company’s 
reach  into  the  prepress  industry,”  says 
Robert  H.  Trenkamp,  president  of  Pre- 
Press  Solutions,  which  was  formed  from 
the  old  Varityper  business  in  1994. 

The  companies  reported  that  the  tech¬ 
nology  of  IPA  Systems  and  Monotype 
Systems  “is  compatible  with  the  PrePress 
Solutions  product  line  through  existing 
cooperative  development,”  enabling  inte¬ 
gration  of  PrePress  Solutions  products 
with  front-end  systems,  remote  servers 
and  database  asset  management  systems. 

Dennis  E.  Nierman,  director  of  IPA  and 


Monotype,  noted  that  the  addition  of 
PrePress  Solutions  products  provides  a  sin¬ 
gle  source  for  database  tracking.  Internet- 
related  and  remote  transmission  solutions, 
and  Scangraphic ’s  drum  technology. 

New  plants  set 
for  K&F  plates 

New  production  plants  in  three  states 
will  be  equipped  with  Plate  Express  plate 
lines  from  K&F  Printing  Systems  Inter¬ 
national  in  Granger,  Ind. 

The  Chicago  Sun-Times  bought  five 
automated  plate  lines  with  Vision  Benders 
and  sortation  plate  stackers;  The  Des 
Moines  (Iowa)  Register  ordered  two  lines 
with  Vision  Benders;  and  another  two 
lines  with  Vision  Benders  will  go  into  The 
Patriot-News,  Harrisburg,  Pa. 

A  single  Plate  Express  line  with  Vision 
Bender  was  sold  to  The  Leader-Post, 
Regina,  Saskatchewan. 

Other  recent  sales  included  a  press 
lock-up  and  register  system  for  Gannett 


Suburban  Newspapers,  White  Plains,  N.Y., 
and  the  Daily  Press,  Newport  News,  Va., 
and  a  Vision  Bender  for  The  Morning  Call, 
Allentown,  Pa.,  the  Daytona  Beach  (Fla.) 
News-Journal,  and  The  (Jacksonville)  Flor¬ 
ida  Times-Union  (single-double  bender). 

Turkish  publisher 
picks  Tecsa  scanner 

The  publisher  of  Turkey’s  600,000-cir¬ 
culation  Sabah,  three  other  dailies,  week¬ 
lies,  and  monthly  periodicals,  selected  a 
Tecsa  TS3100  copydot  broadsheet  scanner 
to  replace  aging  models  from  another 
manufacturer. 

Capable  of  scanning  prescreened  mate¬ 
rials  (the  paper  says  it  scans  500  mono¬ 
chrome  ads  and  color  separations  week¬ 
ly),  the  flatbed  TS3100  will  contribute  to 
the  all-digital  workflow  required  for 
Sabah's  expected  conversion  to  computer- 
to-plate  output.  It  has  tested  an  Agfa 
Polaris  platesetter  and  will  test  a  Western 
Lithotech  DiamondSetter. 
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The  TS3100’s  PC-based  software's 
color-registration  feature  automatically 
aligns  color-separated  films.  A  Multiple 
Image  Cropping  program  automatically 
cuts  out  and  manages  batch-scanned  ads 
or  pages.  Multiple  Adaptive  Threshold 
Control  compensates  for  dot  gain  or  loss 
in  the  film-imaging,  platesetting,  and 
printing  processes.  Other  options  include 
descreening,  format  conversion,  and 
spooling  control. 

Detroit  JOA  papers 
linked  to  plants 
via  ITS  network 

Integrated  Technologies  Solutions  Inc., 
Farmingdale,  N.Y.,  completed  a  network 
that  connects  the  downtown  facilities  of 
Detroit  Newspapers  with  the  joint  operat¬ 
ing  agency’s  Riverfront  and  North  Plant 
printing  plants. 

Permitting  finished  pages  to  move  from 
any  transmission  unit  to  any  output  device, 
the  new  “PostFax”  system  integrates  at  the 


downtown  site  Autologic  Information 
International  RIPs,  Konica  and  Eskofot 
scanners,  Scitex  Whisper  color  worksta¬ 
tions,  and  Prolmage  page-pairing  systems. 

For  the  first  time,  prepress  can  send 
pages  from  all  its  transmission  devices 
simultaneously.  Pages  transmitted  to  the 
remote  plants  are  imaged  on  Konica  and 
All  recorders. 

System  design,  according  to  ITS  presi¬ 
dent  Ezra  Gershon,  “emphasized  automa¬ 
tion  with  a  simple  operator  interface”  for 
productivity  in  the  face  of  a  heavy  work¬ 
load.  To  manage  PostScript  and  scanned 
pages  for  remote  printing,  color  proofing, 
and  ink  control,  ITS  says  it  relies  on  stan¬ 
dard  workstations,  networking  equipment, 
file  formats,  and  protocols. 


E&?  PEOPLE 


ECRM 

GEORGE  M.  CARLISLE,  the  former 
president  of  Scitex  America  Corp.  and 
Indigo  America,  has  been  named  presi¬ 
dent  and  chief  executive  officer  of  ECRM. 


the  Tewksbury,  Mass.,  manufacturer  of 
film  and  plate  imaging  systems.  Carlisle 
takes  over  for  Bill  Givens,  who  becomes 
ECRM  co-chairman  with  Richard  B. 
Black.  Givens  had  held  the  posts  for  all 
but  one  of  the  past  17  years.  Before  Join¬ 
ing  Scitex,  Carlisle  served  as  newspaper 
systems  division  general  manager  and 
domestic  marketing  manager  for  Compu- 
graphic  Corp. 

WESTERN  LITHOTECH 

LORIE  WILSON,  formerly  with  disk¬ 
ette  maker  Kasai  Memory  Products,  was 
named  production  manager  at  the  Jack¬ 
sonville,  Texas,  plant  of  Mitsubishi  Chem¬ 
ical’s  sister  company  Western  Lithotech. 

Among  other  responsibilities,  the 
plant’s  new  logistics  manager,  L.C. 
MALONE,  will  supervise  customer  ser¬ 
vice,  which  is  moving  from  St.  Louis 
headquarters  to  improve  production 
scheduling  and  expedite  service. 

The  changes  follow  the  addition  of  new 
plate-graining,  anodizing,  and  coating 
lines  that  double  overall  plate  and  chemi¬ 
cal-making  capacity. 
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First,  digital  signs. 
Next,  digital  paper. 


Science  fiction’s  (and  the 
newspaper  industry’s) 
dream  of  digital  ink  is 
getting  closer  to  reality 

by  Steve  Outing 

Science-fiction  stories  long  have  had 
characters  reading  futuristic  ver¬ 
sions  of  newspapers  and  maga¬ 
zines,  using  electronic  readers  or  digital 
paper.  We’re  finally  getting  closer  to  that 
reality.  In  four  to  five  years,  expect  to  be 
reading  digital  versions  of  printed  publica¬ 
tions  using  devices  that  offer  close  to  the 
resolution  of  paper  in  a  compact  form  no 
bigger  than  a  typical  magazine. 

A  few  weeks  ago,  we  saw  a  development 
that  puts  us  farther  down  that  road.  E-Ink  of 
Cambridge,  Mass.,  debuted  its  first  commer¬ 
cial  product,  an  electronic  sign  using  the 
company’s  digital-ink  technology.  The  signs 
will  be  used  first  in  a  J.C.  Penney  retail  store 
in  Massachusetts,  and  later  at  other  U.S. 
stores.  While  they  look  like  any  other  sign, 
the  message  will  change  every  few  seconds. 

E-Ink’s  digital-ink  technology,  which 
was  developed  primarily  at  the  Massachu¬ 
setts  Institute  of  Technology  Media  Lab 
before  being  taken  commercial  by  its 
inventors,  combines  the  look  of  ink  on 
paper  with  the  dynamic  capability  of  an 
electronic  display.  The  company’s  ultimate 
goal  is  to  produce  digital  versions  of 
books,  newspapers,  and  magazines,  pre¬ 
sented  in  an  electronic  form  that  looks  and 
feels  pretty  much  like  ink  on  paper. 

According  to  E-lnk  vice  president  and 
general  manager  Russ  Wilcox,  signage  is 
the  logical  first  step  in  demonstrating  digi¬ 
tal  ink,  because  the  letters  being  used  are 
2V2  inches  to  several  feet  tall.  At  this  stage 
of  the  technology,  high  resolution  for  small 
devices  is  not  possible,  so  large  signage  is 
an  ideal  real-world  market  test. 

Actually,  it’s  more  than  a  test;  it’s  a  real 
commercial  product  with  hundreds  of  poten¬ 
tial  applications.  Imagine  driving  down  the 
highway  and  seeing  billboards,  bus  adver¬ 
tisements,  and  road  signs  change  before  your 


eyes  —  their  messages  changed 
via  wireless  communication. 

The  potential  cost  savings 
could  be  significant  once  the 
technology  is  more  widely 
available.  Think  about  a  com¬ 
pany  that  owns  highway  bill¬ 
boards  scattered  across  the 
country.  Using  digital  ink  as  A 
the  medium,  they  could  be  ■ 
changed  wirelessly  from  a  PC. 

Or  a  single  billboard  could  rotate 
through  three  different  ads  every  few  sec¬ 
onds.  The  company  could  download  to  its 
billboards  different  advertisements  for  dif¬ 
ferent  markets.  Gone  will  be  the  people 
who  drive  to  a  billboard,  pull  out  a  ladder, 
and  paste  a  new  ad  over  the  old  one. 

Wilcox  says  the  real  advantage  to  these 
“expressive  surfaces,”  as  the  company 
refers  to  them,  is  in  the  instantaneous  nature 
of  the  medium.  A  department  store  chain 
may  produce  and  send  out  signs  for  a  spe¬ 
cial  sale  to  every  store  —  an  expensive  and 
time-consuming  process.  With  digital  ink, 
the  signs  are  changed  within  60  seconds 
from  a  computer  command,  compared  to  a 
90-day  process  for  updating  the  physical 
signs  in  all  of  the  chain’s  stores.  To  return 
this  to  a  publishing  focus,  newspaper  pub¬ 
lishers  might  envision  digital-ink  rack  cards 
that  never  need  to  be  changed  and  can  fea¬ 
ture  constantly  updated  headlines. 

Digital  ink  in  its  current  form  has  seri¬ 
ous  limitations.  For  now,  only  the  colors 
blue  and  white  are  available,  but  additional 
colors  should  be  added  soon,  says  Wilcox. 
Full-color  digital  ink  is  probably  two  to 
three  years  away.  But  it  already  has  several 
advantages  over  other  screen  technologies, 
including  a  wider  viewing  angle  (like 
paper)  and  better  reflectivity  (the  typical 
image  is  on  a  white  background). 

Also  likely  is  that  we’ll  see  digital  ink  in 
electronic  books,  or  e-books.  Today’s  de¬ 
vices,  still  in  their  infancy,  don’t  offer  great 
resolution,  and  battery  life  is  an  issue. 
Wilcox  expects  to  see  his  company’s  digi¬ 
tal-ink  screens  being  used  in  e-book 
devices,  which  will  then  better  mimic  ink- 
on-paper  reading  and  allow  longer  viewing 
times.  The  digital-ink  technology  uses  a 


I 


very  small  amount  of  power  compared  to 
display  technology  found  in  today’s  lap¬ 
tops  and  portable  hand-held  devices. 

Wilcox  says  the  goal  is  to  get  digital-ink 
displays  to  a  resolution  that’s  comparable 
to  looking  at  a  piece  of  paper.  Such  an  elec¬ 
tronic  viewing  device  would  be  acceptable 
at  a  resolution  of  150  to  300 
dots  per  inch  (dpi).  That  can 
be  done  in  the  lab,  he  points 
out,  but  the  big  challenge  is 
taking  the  material  processes 
and  scaling  them  for  reliable 
manufacturing. 

There’s  definitely  a  need 
for  a  paper-like  electronic 
screen  presentation.  Web  use- 
ability  research  shows  that 
reading  on  a  typical  computer 
screen  is  impaired  by  about 
25%  compared  to  paper.  Most  Web  users 
don’t  read  lengthy  text  online,  but  print  it 
out  (only  to  toss  it  in  the  recycling  bin  soon 
after).  With  digital  display  devices  that 
don’t  punish  our  eyes,  the  information  rev¬ 
olution  might  actually  lessen  our  use  of 
real  paper. 

What  will  tomorrow’s  electronic  read¬ 
ing  devices  look  like?  Wilcox  says  it’s  too 
early  to  tell,  and  that  the  market  will 
decide  what  it  wants.  He  expects  to  see  a 
family  of  products,  possibly  each  with  a 
different  function.  (A  newspaper/maga¬ 
zine  reader  might  be  a  separate  device;  a 
financial  information/stock  tracking 
device  might  be  another  product  on  the 
market.)  An  alternative  view  is  that  we’ll 
have  a  single  device  with  a  digital-ink 
screen  that  serves  many  information 
needs,  from  newspapers  to  catalogs. 

Today’s  e-books  are  one  possibility  of  the 
form  electronic  reading  will  take,  as  they 
mature  and  become  more  sophisticated  with 
better  screen  resolution.  The  vision  that  gets 
many  people  excited  is  that  the  devices  look 
like  a  fat  piece  of  paper  (or  two  pieces  of 
paper  that  can  be  folded),  so  that  the  hun- 
dreds-of-years-old  experience  of  print-media 
reading  is  mimicked  in  the  digital  realm. 

Wilcox  thinks  this  approach,  which  is 
possible  with  his  company’s  fledgling 
product,  will  be  a  godsend  to  traditional 
newspaper  and  magazine  publishers.  With 
an  industry  already  producing  billions  of 
audience  impressions  in  a  timeworn  form 
factor  (print),  it  will  be  an  uphill  battle  to 
convince  many  readers  to  switch  to  digital 
reading  if  the  experience  is  substantially 
different.  There  are  clearly  advantages  for 
a  technology  that  is  similar  to  print  read¬ 
ing,  yet  entirely  new. 
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Squirrels,  and  reporters, 
should  seek  out  the  nuts 


A  news  feature  should  start 
by  setting  the  abstract 
in  concrete  and  then 
building  on  this  foundation 
a  graf  that  explains  why 
you  would  want  to  read  it 

by  Jack  Hart 

The  nut  graf  is  to  the  American 
news  feature  what  the  dress  coat 
was  to  a  Victorian  gentleman  — 
something  you  just  don’t  appear  in  pub¬ 
lic  without. 

And,  for  the  most  part,  the  nut  graf  is 
a  modem  fashion  that  makes  perfect 
sense.  Who  could  argue  with  the  propo¬ 
sition  that  most  news 
features  should  carry  a 
paragraph,  played  near 
the  top,  that  explains 
the  story’s  importance? 

A  carefully  crafted 
nut  helps  focus  the 
writing,  draws  readers 
into  the  content,  and 
makes  reading  more 
meaningful. 

So  why  don’t  more 
stories  have  solid  nut 
grafs?  And  why  do 
some  writers  —  and 
some  newsrooms  —  do 
a  much  more  consis¬ 
tent  and  professional  job  of  explaining 
what  stories  mean  to  readers? 

Surely  one  reason  is  that  some  writers 
are  simply  better  at  finding  meaning. 
Their  habits  of  mind  find  connections  that 
other  writers  miss.  They  discover  patterns 
in  what  others  see  as  chaotic  thickets  of 
information.  And  they  have  a  knack  for 
explaining  their  findings  in  ways  that 
relate  to  the  lives  of  their  readers. 

No  doubt  some  of  that  ability  flows 
from  God-given  talent.  A  good  education 
counts  for  something,  too.  But  the  ability 
to  find  meaning  is  also  a  skill.  Any  writer 
can  get  better  at  it. 

One  route  to  improvement  is  to  copy 


The  idea  is  that 
everything  fails 
into  a  hierarchy 
ranging  from  the 
most  concrete ... 
to  the  most  abstract 


somebody  who’s  already 
mastered  the  skill. 

And  the  most  analytical 
writers  I  know,  the  ones 
who  make  stories  signifi¬ 
cant  by  finding  connec¬ 
tions  that  make  them  more 
meaningful,  follow  specif¬ 
ic  strategies. 

One  of  the  most  suc¬ 
cessful  exploits  the  ladder 
of  abstraction,  a  concept 
popularized  by  S.I.  Hayakawa  a  half-cen¬ 
tury  ago.  The  semanticist’s  book, 
“Language  in  Thought  and  Action,”  still 
makes  good  reading  for  reporters  and 
editors. 

The  idea  is  that  everything  falls  into  a 
hierarchy  ranging  from  the  most  concrete 
—  individual  objects  in  the  visible  world 

—  to  the  most  abstract 

—  the  sweeping  ideas 
that  have  broad  applica¬ 
tion  to  the  whole  uni¬ 
verse  of  experience. 

The  first  rung  of  a 
typical  abstraction  lad¬ 
der  might  represent 
Hugo,  my  neighbor’s 
cocker  spaniel.  The 
next  rung  might  repre¬ 
sent  “spaniels.The  next: 
“dogs.”  Then:  “mam¬ 
mals,”  “animals,”  and 
so  on. 

As  a  reader,  I  may 
have  no  particular 
interest  in  Hugo.  But  if  a  news  feature 
begins  with  Hugo,  and  ascends  the  lad¬ 
der  of  abstraction  to  a  generalization 
about  all  dogs,  then  maybe  I  can  see  how 
it  connects  with  Speedy,  my  ill-behaved 
Dalmatian.  If  it  can  help  me  keep  Speedy 
off  the  couch.  I’m  interested. 

The  same  technique  can  work  for  a 
variety  of  stories.  Say,  for  example,  that  a 
reporter  stops  into  a  greasy  spoon  for  a 
quick  burger.  She  strikes  up  a  conversa¬ 
tion  with  Madge,  the  waitress,  who 
promptly  plops  herself  down  at  the  table 
and  gabs  away. 

The  reporter  notices  the  strange  nota¬ 
tions  that  fill  the  woman’s  order  pad,  and 


she  asks  about  them.  She  finds  out  that 
the  code  has  been  passed  down  through  a 
long  line  of  cooks  and  waitresses. 

The  reporter  is  fascinated  by  the  order 
code.  It’s  a  form  of  brief-hand,  she  thinks, 
similar  to  what  she  herself  uses  for  taking 
notes.  And  brief-hand  is  an  informal  ver¬ 
sion  of  shorthand,  a  code 
that  represents  a  more  com¬ 
plete  language.  Maybe 
there  are  principles  that 
apply  to  all  such  codes? 

She  calls  a  linguist  at  the 
local  university.  That  leads 
to  several  experts  on  short¬ 
hand  systems  and  how  they 
opierate.  The  reporter  now 
has  herself  a  Sunday  life¬ 
style  story. 

She  opens  her  story 
with  a  vignette  describing  Madge  as  she 
jots  down  a  big  order  and  barks  it  out  to 
the  short-order  cook.  She  describes  a  few 
of  the  arcane  scribbles  that  Madge  enters 
on  her  order  pad.  Then  comes  her  nut: 
“The  language  on  the  order  pad  is  brief- 
hand,  a  code  that  summarizes  language 
for  hurried  note-takers. 

Waitresses,  secretaries,  delivery-truck 
drivers,  and  reporters  all  have  their  own 
versions.  But,  as  it  turns  out,  certain 
principles  apply  to  all  brief-hand  sys¬ 
tems.  Knowing  those  can  help  anybody 
take  faster,  more  thorough,  and  more 
accurate  notes.” 

Ah  ha.  Now  a  story  is  broad  enough 
to  interest  a  huge  swath  of  possible 
readers  —  even  journalists.  And  it  also 
promises  to  use  specific  examples  that 
will  add  color,  emotion,  and  tangible 
application. 

The  technique  can  work  with  just  about 
any  subject.  A  tactic  used  by  labor  nego¬ 
tiators  can  reveal  something  about  resolv¬ 
ing  all  kinds  of  disputes,  including  those 
between  husbands  and  wives. 

John  Glenn’s  return  to  space  might 
lead  to  a  feature  on  the  principles  of 
staying  active  through  old  age.  Roman 
architecture  might  connect  to  modem 
garden  design. 

The  only  constant  is  the  habit  of  mind 
that  leads  a  writer  to  move  up  the  ladder 
of  abstraction,  out  into  a  broader  concept 
and  down  into  the  real  world  again.  The 
only  requirement  is  that  the  landing 
point  is  somewhere  close  to  the  daily 
concerns  of  your  readers. 


Hart  is  a  managing  editor  at  The 
Oregonian  in  Portland,  Ore. 
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jmcgann9aug.com 
(904)  826-1335 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  *  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


KAMEN  &  CO.  GROUP  SERVICES 
Appraisers/ Management  Consultants 
Specializing  in  weekly/monthly  pub¬ 
lications.  NY  (516)  379-2797,  Tampa 
(727)  786-5930.  Fox  (516)  379-3812 


BIG  AL  CARTOONS:  Samples 
www.bigalcartoons.com  E-mail 
bigalcartoons@mindspring.com 
Fax  (770)  937-9079 


_ ENTERTAINMENT _ 

"Hollywood  Behind  the  Scenes' 

Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

Rates  and  samples, 

(800)  959-9977 


COLUMNS  AVAILABLE 


SOCIAL  SECURITY,  MEDICARE  issues 
covered  in  a  timely,  tested,  readable 
column  that  invites  reader  questions 
and  comments  .E-mail: 


FEATURES  AVAILABLE 


dcbeeder@cx>l.com  (or  samples. 


The  weapon  of  ihe  brave  is  in  his  heart 

Unknown 


"THE  SELF-EMPLOYED  WOMAN,"  a 
weekly  column  by  America's  leading 
author-expert  on  women's  small  and 
home-based  businesses.  Email: 
pyhu((@cynet. net  Call  (215)  453-1233 
WWW. selfemployedwoman.com 


BOOST  READERSHIP  WITH  GREAT 
COLUMNISTS  ON:  GenX  Humor. 
Sports.  Parenting.  Gardening.  Travel. 
Nature.  Computers.  Entertainment. 
More!  Contact  PBB  Media  Syndicate 
media@uni5erve.e0m 
(604)  792-5778. 


SLIGHTLY  OFF  SUPERMOM! 
Syndicated  columnist  Deb  Di  Sandro 
(51 5)  222-6994.  www.slightlyoff.com 


NEWSPAPER  APPRAISERS 


WHAT'S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It's  Free! 
vnvw.mediamergers.com 


NEWSPAPER  BROKERS 


750Sold-Est.  1959 
WB.  GRIMES  &  COMPANY 
242 1 2  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (30 1 )  253-501 6 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Phillip  Ferguson,  SW/Midwest/ 
Internet  M&A  (409)  234-251 1 
Michael  Bradley,  Northeast 
(508)  563-2835 


NEWSPAPER  BROKERS 


BILL  MAnHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


DORAAAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 
1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)960-0096 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


‘A  traditioii  of  service 

to  commiinlty  newspapers’ 

“You  can  count  on  our  knowledge  and  experience  when  you  are 
contemplating  the  sale  of  your  community  newspaper.  “ 

Bolitho  Media  Service 

Brokers  •  Appraisers  •  Consultants 

(580)1 421-9600 


P.0. 80x1985“  Ada,  OK  74821-1985  T(xn  Bolitho 
Web  address:  bolUho.com  •  e-mail:  bolUho@bolitho.com 


INTERNET  &  TECHNOLOGY 

TechnologyFairCom 
See  the  Tech  News  Center  for 
Tech  Editors  and  Journalists 
www.technologyfair.com 


NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures, 
vrww.  newsm®akers.  net 


_ PUZZLES _ 

ABSOLUTELY  the  finest  in  crosswords 
PU22LE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-761 7 


BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fox  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 


NEWSPAPER  BROKERS 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


GREGG  K.  KNOVYLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales  &  Appraisals 
(909)  626-6440  Fox  (909)  624-8852 


MICHAEL  D.  UNDSEY 
Experienced  --  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003  FAX  (307)  772-0004 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 


Check  ou  r  References 

(214)265-9300  Ted  P.ickenbacher 
Rickenbacher  Media 

6731  Desco  Dr.,  Dallas,  TX  75225 


www.rickenbachermedia.com 


Did  you  know...  9  ;  ? 


DIRECTORY 


For  Business  Card  advertising, 
call  (212)  675-4380,  ext  174 
Contract  rates  avateble 


28.31%  of  all  new  start  orders 
written  are  either  never  started, 
started  with  a  delivery  problem,  or 
no  good. 


Source:  Ver-A-Fast  Corporation,  1998  data 
1-800-327-8463 


www.mediainfo.com 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  »  lisadQmediainlo.com  »  micheleaQmediainfo.com 


ANNOUNCEMENTS 


NEWSPAPER  BROKERS 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 

MEL  HODEa  NEWSPAPER  BROKER 
51 96  Benito,  #1 1,  Montclair,  CA  9 1763 
(909)626-6440  Fox  (909)  624-8852 

NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 

PHIlilPS  PROPERTIES,  INC. 
Consultants-Investments 
Manogement- Brokers 
P.O.Box  219 
Baker,  FL  32531 
Phone  (850)  537-4040 
_ Fox  (850)  537-4050 _ 

NEWSPAPERS  FOR  SALE 

BI-MONTHLY  TRADE  NEWS  for  arts 
and  crafts  exhibition  for  sales.  10 
years  old.  Minimal  maintenance.  Can 
locate  anywhere.  Box  08837,  Editor  & 
Publisher. _ 

NEWSPAPER  BROKERS 


Confidential  Appraisals 
for  Estate,  ESOP, 
Partners,  Bank,  Tax, 
Stock,  Assets 

Bolitho-Cribb 
&  Associates 

PubHottlon  Broktrage  & 
AppMiMlt  ttnc*  1928 

We  have  sold 
thousands  of 
publishing  companies 
since  1923 

;  ,  Please  call  us  to  discuss  your  options  in  a  sale 

JofmCribb 
406-586-6621  \ 
104  E.  Main,  Suite  402, 
Bozeman.  Mr  59715 
jcrtbb@imtnet 


Cribb  Jim  Hicks 

5-6621  \  307-884-7431 

,  Suite  402,  336  US  16  East, 

MT  59715  N  Buffalo,  WY,  82834 
imtnet  )fblcks<^b.com 


Tom  Karavakis 
715-256-0081 
268  Edgemere  Way  E., 
Naples,  FL  341(K 
tokis@mindspring.com 


NEWSPAPERS  FOR  SALE 

FOR  A  USTING  OF  W.B.  GRIMES 
Publications  For  Sale  Go  To ... 

WWW. mediamergers.com 

MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 

1 801  Exposition,  Austin,  TX  78703. 

_ (512)476-3950 _ 

WISCONSIN  (SOUTHERN).  Adjudicated 
community  newspaper,  established 
1 937.  Servicing  a  great  small  community. 
Good  management.  Write  Box  08793, 
Editor  &  Publisher. _ 


VYESTERN  MONTANA  WEEKLY 
Beautiful  mountain  location,  profitable 
business.  John  E.  von  der  Linden, 
broker,  P.O.  Box  275,  Spirit  Lake,  lA 
51360.  (712)336-2805. 

NEWSPAPERS  WANTED 

FACKEU4AN  NEWSPAPERS  SEEKS  ta 
add  quality  publicatians  ta  our  family 
of  community  newspapers.  Thinking  of 
selling?  Please  consider  us.  Cash  or 
terms.  Confidential.  Call  Marc  A. 
Richard  (850)  785-7709  or  mail  Box 
2265,  Panama  City,  FL  32402. 

VYE  HAVE  BUYERS 
for  Newspaper  and 
Other  Print  Media 

RANGING  FROM  $  1 0OK  to  $  1 0OM 
Knowles  Media  Brokerage  Services 
Gregg  K.  Knovdes,  President 
(909)  626-6440  Fox  (909)  624-8852 


NEWSPAPERS  WANTED 

SEEK  ESTABLISHED  WEEKLY  pub¬ 
lication  property.  Experienced,  with  sub¬ 
stantial  downpayment.  Revenues 
$400-$600K.  Prefer  Wisconsin,  Min¬ 
nesota  or  Colorado.  Box  08865,  Editor 
&  Publisher. 

PUBUCATIONS  FOR  SALE 

UVE,  WORK  in  HAWAII 
Very  profitable  real  estate  mo^zines. 

Aggressive  national  franchise. 

Full  ccxor.  Room  to  grow  even  more. 

(808)874-3536 

PROFITABLE  BUSINESS  MAGAZINE 
Serving  growing,  desirable  N.  Califor¬ 
nia  market.  '99  cash  flow  projected 
$200K.  Individual  or  corporate  buyer 
makes  sense.  Price:  $1.4  million. 
ALSO,  N.  California  suburban  news¬ 
paper  group.  '98  sales  $800K-i-, 
tremendous  growth  potential.  Price: 
$500K.  M.  Hodell,  broker.  CONTAa 
GREGG  K.  KNOWLES,  Exclusive  Agent 
(909)  626-6440,  fax  (909)  624-8852 

PUBLICATIONS  WANTED 

ARE  YOU  SELLING  or  thinking  about 
it?  Larry  Ross  Advertising,  Inc.  is  look¬ 
ing  to  purchase  publications  and  direct 
mailing  programs.  Open  to  all  types 
and  frequencies.  Please  contact  Larry 
Ross  at  (732)  679-6488,  or  mail  sam¬ 
ples  to  Larry  Ross  Advertising,  Inc., 
2500  Route  9  South,  Old  Bridge,  NJ 
08857. 


EQUIPMENT  & 
SUPPLIES 

CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 

MAILROOM 

NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini  and 
Heidelberg  Inserting  Systems 

•Spare  Parts  ‘Training  •Installation 
•Mailroom  Systems 
•Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 

PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
{770)  428-5817  Fax  (770)  590-7267 

FERAG  EQUIPMENT 


FERAG  MULTI  CELL 
STACKER  COMPLUES 
FOR  SALE 

Contact:  John  Wills 

Mi«m:  (516)  843-3003 
hot  (516)  843-2280 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher /Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax(256)  997-9656 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-5218  Fax  (407)  273-901 1 

LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Kansa  480  Inserters 
MID-AMERICA  GRAPHICS,  INC. 
(800)356-4886  Fax  (816)  887-2762 

PIONEER  EQUIPMENT 
MUELLER  INSERTERS 
(One)  4-1  227S  (Two)  5-1  227S 
(Tvw)  6-1  227S 
Phone  (21 7)  431 -0275 
Fax  (21 7)  431 -0273 


MELVILLE,  NY 


GOSS  COMMUNITY  PRESS  10  floor 
units  I  stack  (7  units  rebuilt).  1  SS/C 
folder  with  1  /4  folder  and  upper  for¬ 
mer,  1  S/C  folder  with  1/4  folder,  2 
drives  parallel  system  with  7  clutches. 
Other  auxiliary  equipment  including 
two  1-Dab  stackers  available.  Call  Tom 
Bugbee  for  details  (520)  775-3804. 

OFFERED  FOR  SALE 
6-unit  Harris  V-22  press  with  JFl 
(older,  roll  stands,  and  press  drive. 
6-unit  News  King  press  (3  floor  units, 

3  stacked)  with  106  (older,  roll  stands 
and  press  drive.  Tel:  (941 )  561  -6401 . 

E-mail:  inter@sprintmail.com 
Inter-Continental  Graphics,  Inc. 


_ PRESSES _ 

A  BRIEF  DESCRIPTION  OF  PRESSES 
INLAND  IS  CURRENTLY  OFFERING 

•22"  GOSS  COLORLINER,  27  print¬ 
ing  couples,  doubles  3:2,  160-page 
(older,  nine  45"  RTP's  -  1 990  vintoro. 
•Five  MAN  Roland  Lithomatic  iT  units 
ond  2  half  decks,  42"  RTP's  and  60  HP 
motors  &  controllers. 

•  10-unit  GOSS  URBANITE  with  folder 
and  upper  former,  two  150  HP  con¬ 
trollers  and  mators,  8  Carys  -  1981  vin- 

^unit  GOSS  URBANITE  with  1300 
series  1/2  &  1/4  page  folder  &  u.f.; 
paralleled  1 50  HP  matars;  9  units  (3  of 
which  are  stacked).  Press  is  very  clean 
&  in  very  good  operating  condition  - 
low  usage,  too.  Available  1  st  quarter 
2000. 

•GOSS  URBANITE  tri-color  unit  with 
1 0-side  color  desk  (U-807). 

•5-unit  HARRIS  VI 5C  with  JF7  &  30 
HP  drive,  1981  vintage,  available  first 
quarter  1 999. 

•4  HARRIS  VI 5C  units  (converted  to 
VI 5D),  mid-70's  vintage. 

•4-unit  NEWS  KING  &  COLOR  KING 
with  KJ6  and  30  H.P.  mator  and  drive. 
Can  be  seen  in  operation  and  will  be 
available  Sept.  99. 

•NEWS  KING  &  COLOR  KING  add¬ 
on  units,  folders,  press  drives  and  roll 
stands. 

•Model  News  90  SIGNODE  TYERS, 
Model  2000  IDAB  Stackers  & 
STEWERT  GLAPAT  COR  Truck  Looders. 

Inland  Newspaper 
Machinery  Corporation 
For  a  complete  list  of  presses. 

(800)  255-67^  or  (91 3)  492-9050 
www.inlandnews.com 

METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fax  (770)  552-2669 


PRESSES 

Goss  3:2  Folders  23  9/10",  22  3/4", 

22",  21  1/2",  21" 

New  or  Rebuild  Goss  R.T.P.  42"  +  45" 

Goss  Y  columns  all  sizes 

Goss  Metro  Units 

Harris  1 650  folder  22  3/4' 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 

Fox:  (323)256-7607 _ 

USED  NEWSPAPER  PRESSES. 

Call  Henry  Cobb  @  ONE 
_ (404)  842-01 1 1 _ 

BEST  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 

COMMERCIAL  PRESSES  &  AUXILIARIES 

•  2  Units  V- 1 5D,  1 979,  in  production 
until  5/30.  $35,000  each. 

•  10UnitV-15DPresswith2JF-4 
Folders.  $235,000. 

(81 5)  648-461 1  Fax  (81 5)  648-2856 

WANTED  TO  BUY 

GOING  DIGITAL?  Will  pay  cash  for 
photo  archives,  any  quantity,  any- 
where.  Call  Jim,  1  (800)  872-99W. 

NEWSRACKS  WANTED.  Want  to  get 
rid  of  your  old  newsracks?  Call  me,  I 
will  buy  them.  John  (305)  225-3742. 

WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitcher Arimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fox  (256)  997-9656 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  ar  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817  Fox  (770)  590-7267 


EDITOR  a  PUBLISHER  /  JUNE  12.  1999 


www.mediainfo.com 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  ha2elp@mediainf0.com  •  micholea@mediainfo.com 


CLASStFIED 


INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

!!!!!  ONE  ALTERNATIVE  FOR 
PRUDENT  NEWSPAPERS  Ml!! 
Circulation  Development,  Inc. 
Teleservices  For  Newspapers 
(800)  247-2338 
www.circulation.net 


III!!!!!!!!!!!!!!  1  ANSWER !!!!!!!!!!!!!!!!! 
METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEAAARKETING 
Horace  Southward 
(877)  550-1515 
E-mail:  mnsl@metro-news.com 
www.metro-news.com 


BLENKARN  TELEAAARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  21 8-6731 


JOHN  A.  BURKE 
NY  •  NJ  •  PA 
Boy  Crew  Sales 

Phone/Fox:  (516)  588-2735 


METRO  MARKETING 
The  Complete  Teleservices  Company 
•Cold  Call  Selling 
•Upgrade  Selling 
•Retention/Renewal  Programs 
Call  Dan  Bono 
(800)696-7788 


CIRCULATION  SERVICES 

HEADUNE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALUNG 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 


Dennis  McQuillan 
(800)  260-9823 


PRO  STARTS 

THE  TELEAAARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  AAARKETING 
TOMZGONC 
(800)  776-6397 


TELE  DIREa  AAARKETING,  INC. 

(91 2)  226-6100  Fox  (912)  226-5414 
'newspaper  telemarketing  experts' 


WEB  PUBUSHING 


Portals 


Guides 


TownSource 

Interactivetm 


/.webpublishin);tools.ccni 


CIRCULATION  SERVICES 

SPECTRUM  /MARKETING  SERVICES 
A  teleservices  solution  for 
•Cold-call  projects 
•Stop-saver  projects 
•Up-grade  projects 
Call  Doug  Reese  at  (800)  972-6778 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)791-3301 
hltp://www.  fakebrains.com 

PRESSROOM  SERVICES 

DO  YOU  NEED  HELP  ON  YOUR 
ELECTRICAL  DRIVE  SYSTEM? 

AAASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hour  line 
(505)842-1357 
P.O.Box  1952 
Albuquerque,  NM  871 03 


CIRCULATION  SERVICES 


PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lod- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
AU  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE 
(800)657-2110 


_ TRAINING _ 

NEWSPAPER  SALES  MAGIC.  Subscrip¬ 
tion  sales  training  tapes.  4  upbeat 
tapes  show  how  to  close/objections. 
American  Reading  Association 
(888)  747-2929  sales@magicm.com 


When  you  have  got  an  elephant  by  the 
hind  legs  and  he  is  trying  to  run  away, 
it  is  best  to  let  him  run. 

Abraham  Lincoln 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES,  INC. 

Professional  Telemarketing  &  Database  Services 

PAID  IN  ADVANCETELEMARKETING 

Credit  Cards  or  FoneChex™- Thousands  Processed  Weekly 
25%  Minimum  PIA  Guaranteed 
Programs  Powered  By  INSOURCE™  -  Data  From  experian™ 

The  leading  source  of  consumer  marketing  info  available 
Great  Rates,  the  most  accurate  data  and  the  highest  quality  representation  available 

1-888-343-0470  Offices  Nationwide 


HELP  WANTED 


_ ACADEMIC _ 

THE  DEPARTMENT  of  Journalism  at 
The  University  of  Arizona  seeks  a 
tenure-track  assistant  professor 
beginning  January  2000.  Substantial 
relevant  professional  background 
required.  Ph.D.  preferred.  Master's 
degree  required,  teaching  experience 
desirable  (Journalists  who  have 
achieved  national  prominence  will  be 
considered  regardless  of  degree 
status).  The  department's  needs  include 
mass  media  law,  broadcasting,  visual 
communication  and  new  media/online 
journalism.  Successful  candidates 
should  also  be  prepared  for  teaching 
assignments  in  the  usual  array  of 
courses  offered  by  on  accredited  pro¬ 
gram.  Applicants  must  conduct 
research  and/or  creative  activity  and 
must  be  prepared  to  publish  in  aca¬ 
demic  or  professional  publications,  or 
both.  The  department  has  270  under¬ 
graduate  majors  and  is  fully  accredited 
by  ACEJMC.  Send  letter,  resume,  sam¬ 
ples  of  written  creative,  research  or  pro¬ 
fessional  work  and  three  letters  of 
recommendation  to  Jim  Patten,  Head, 
Department  of  Journalism,  The  Univer¬ 
sity  of  Arizona,  Tucson,  AZ  85721. 
Application  review  begins  July  2, 
1 999,  and  will  continue  until  the  posi¬ 
tion  is  filled.  The  University  of  Arizona  is 
an  EEO/AA  employer  -  M/W/D/V 


_ ACADEMIC _ 

PART-TIME  teaching  positions  at  The 
University  of  Arizona,  Department  of 
Journalism  for  1999-2(XX)  academic 
year.  Applicants  must  have  a 
Bachelor's  degree  and  professional 
journalistic  experience.  Interested  indi¬ 
viduals  must  submit  references  and 
resume  to  The  University  of  Arizona, 
Department  Head  Jim  Patten,  Depart¬ 
ment  of  Journalism,  P.O.  Box  210080, 
Tucson,  AZ  85721 -(X)80.  Application 
review  begins  July  3,  1999,  and 
applications  will  expire  no  later  than 
June,  2(XX).  The  University  of  Arizona  is 
an 

EEO/ AA  Employer  -  M/W/D/V 

ACCOUNTING 

ACCOUNTING  MANAGER 
An  accounting  degree  and  a  minimum 
of  five  years  of  experience  are 
required  (or  this  key  role  at  a  prog¬ 
ressive  newspaper  company.  Your 
skills  should  translate  smoothly  onto 
spreadsheets  and  computerized 
accounting  systems.  You'll  supervise 
five  people.  Billing,  a/r  and  a/p,  gen¬ 
eral  ledger  reconciliation,  operating 
statements,  are  part  of  the  position. 
We  are  in  a  growing  area  in  the 
Washington,  DC  metro  area.  Reply 
promptly  with  resume,  references  and 
salary  requirements  to  Tom  Lee,  pub¬ 
lisher,  The  Journal,  P.O.  Box  807, 
Martinsburg,  WV  25402  or 

jlomlee@access.mountain.net 


ACADEMIC  ACADEMIC 


JOURNALISTS  WANTED 

for  The  Freedom  Forum  Ph.D.  Fellowship  Program 

The  School  of  Journalism  and  Mass  Communication  at  the 
University  of  North  Carolina  at  Chapel  Hill  is  seeking  applicants 
for  its  sixth  class  of  Freedom  Forum  Ph.D.  Fellows.  Open  to  mid¬ 
career  professionals  with  at  least  10  years  of  news  experience. 
Must  be  currently  enutloyed  full  time  in  a  news  operation. 
Experience  as  adjunct  faculty  member  beneficial  but  not  essen¬ 
tial.  The  27-month  program  pays  up  to  $50,000  a  year  plus  tuition, 
medical  insurance  and  travel  benefits.  GRE  required  of  all  appli¬ 
cants.  Master's  not  required.  This  program  is  funded  by  The 
Freedom  Forum. 

Contact:  Margaret  A.  Blanchard 
mablanch@email.unc.eda 
919/%2-4072 

Program  information  also  available  at: 
http://metalab.unc.edu/jomc/academic/graduate/financial/fff.html 
Deadline:  Dec.  1, 1999 
Class  enters  May  2000 

UNIVERSITIY  OF  NORTH  CAROLINA 
THE  FREEDOM  FORUM 


CLASSIFIED  ADVERTISING  DEADLINES 

In-Column  Advertisements: 

Tuesday  noon  (EST)  for  following  Saturday  issue 
Classified  Display: 

Friday  5pm  (EST)  8  days  prior  to  publication 
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HELP  WANTED 


_ ACCOUNTING _ 

THE  SACRAMENTO  BEE,  a  division  of 
McClofchy  Newspapers  Inc.,  has  o 
senior  finance  position  opening,  report¬ 
ing  to  the  Vice  President  of  Operations. 
The  ideal  candidate  will  have  three  to 
five  years  of  experience  in  a  medium 
to  major  sized  newspaper  in  the  senior 
financial  position  or  will  be  prepared 
to  step  into  that  position.  A  record  of 
accomplishment  of  initiating  ard  imple¬ 
menting  change  to  the  finance  area 
and  support  change  in  the  balance  of 
the  newspaper  is  required  along  with 
an  M.B.A.  or  C.P.A.  designation. 

Compensation  is  competitive  and  com¬ 
mensurate  with  experience.  Please 
respond  by  sending  a  cover  letter, 
resume  and  salary  requirements  to 
Gerry  Tryhane,  Vice  President  of 
Operations,  The  Sacramento  Bee, 
2100  Q  Street,  P.O.  Box  15779, 
Sacramento,  CA  95852  or  E-mail 
these  to: 

gtryhane@sacbee.com 
The  Sacramento  Bee,  an  equal  oppor¬ 
tunity  employer,  is  committed  to  pro¬ 
moting  diversity  within  our  drug  and 
alcohol  free  workplace. 


ADMINISTRATIVE 

DIREaOR  OF  NEWSROOM 
OPERATIONS 

The  News  &  Observer,  a  165,000- 
circulation  daily  (209,000  Sunday)  in 
the  fast-growing  Triangle  region  of 
North  Carolina,  is  seeking  a  Director 
of  Newsroom  Operations.  We're  look¬ 
ing  for  someone  who  is  energetic, 
organized,  has  strong  people  skills  and 
experience  with  financial  budgets.  The 
Director  is  responsible  for  handling  the 
operational  needs  of  the  newsroom's 
staff  of  250,  tracking  expenses  and 
budgetary  trends,  supervising  a  sup¬ 
port  staff  of  six  and  coordinating  the 
training  and  development  program  for 
the  news  staff.  The  Director  of 
Newsroom  Operations  reports  to  the 
Executive  Editor.  Send  resumes  to: 

Director  of  Newsroom  Operations 
The  Nevrs  &  Observer 
21 5  S.  McDowell  Street 
Raleigh,  NC  27601 


ADVERTISING 


ADMINISTRATIVE 

MANAGER 

Large,  weekly  newspaper  is  seeking  an 
experienced  manager  of  newspaper 
publishing  and  operating  systems. 
Candidate  should  have  experience  in 
organizing  and  implementing  a  com¬ 
puterized  publishing  system  including 
E-Commerce.  Particular  capability  is 
desired  to  develop  and  facilitate 
interface  activities  with  accounting  and 
sales  departments.  Salary  is  based  on 
experience.  Benefits  include  medical, 
dental  coverage  and  vacation.  Please 
submit  your  resume  by  mail  or  fax: 

Fox  (323)  292-8289 
Wove  Community  Newspapers 
2621  W.  54lh  Street 
Los  Angeles,  CA  90043 
Attn:  Dario  Florez 

ASSOCIATE  DIREaOR 

New  Directions  for  News,  a  non-profit 
agency  affiliated  with  the  University  of 
Missouri,  serves  os  the  nation's  leading 
think  tank  devoted  to  fostering  innova¬ 
tion  in  the  news  and  information  indus¬ 
try.  Funded  by  major  grants  from  cor¬ 
porations  and  foundations  within  the 
information/ media  industries,  it's 
mission  is  to  identify  and  disseminate 
new  trends  ond  technologies  in 
delivery  systems  that  will  impact  media, 
news,  and  technology. 

The  position  of  Associate  Director 
requires  a  multi-talented  individual 
with  the  capabilities  and  experience  to 
serve  as  Chief  Operating  Officer, 
oversee  fundraising,  management  of 
internal  organization  and  staff  of  1 2- 
1 5,  and  interact  directly  with  Board  of 
Directors,  grantors  and  media  industry 
leaders.  Qualified  candidates  will  have 
highly  developed  creative  abilities  and 
appropriate  media  experience  to  work 
with  the  Executive  Director  to  co¬ 
develop  and  implement  mission, 
policy,  planning,  program,  fund  rais¬ 
ing,  research  and  outreach  activities. 

If  you  possess  a  Bachelor's  degree  in  a 
related  field,  have  relevant  manage¬ 
ment  and  medio  industry  experience, 
and  would  like  to  be  considered  for  the 
position,  mail  or  fax  cover  letter  and 
resume  to: 

Duane  McCombs 
HR  Outsourcing 
7529  N.  Granby  Avenue 
Kansas  City,  MO  64151 
Fax:  (B16)  505-3141 


ADVERTISING 


VICE  PRESIDENT,  ADVERTISING  SALES 


Senior  sales  management  position  with  leading  national  media  brand. 
Proven,  category  dominant  publications  and  online  products. 
Experienced  director  for  team  of  nationwide  sales  professionals. 
Strong  current  advertising  base  plus  big  opportunities  for  category 
growth.  This  challenging  position  requires  significant  senior 
management  experience,  budgeting  and  forecasting  skills  and 
proven  track  record  of  achievement  in  a  large,  sophisticated 
consumer  media  sales  environment.  Company  and  position  in 
Washington,  DC.  Excellent  compensation  and  benefits  include  high 
salary  and  bonus  offerings.  Principals  only  please  apply. 


For  consideration  please  apply  to 
Box  08863,  Editor  &  Publisher 


ADMINISTRATIVE 

Executive  Search  - 

•  PUBUSHERS  -  East,  Southwest 

•  GENERAL  MANAGER  -  East 

•  DISPLAY  SALES  MANAGER  -  East 

•  CLASS.  TM  MANAGER  -  Midwest 

•  PR  Supervisor  -  Midwest 

We  are  an  Executive  Search  firm,  all 
fees  paid  by  client  newspapers.  Submit 
your  resume  in  total  confidence,  your 
resume  is  never  forwarded  without 
your  approval. 

Send  resume  to 
Box  08872,  Editor  &  Publisher 


COLBY,  A  HIGHLY  SELEQIVE  private 
liberal  arts  college  of  1,750  students 
located  in  Central  Maine,  seeks  appli¬ 
cants  for  the  following  position: 

Managing  Editor/ Associate  Director  of 

Communications 

Reporting  to  the  Director  of  Communi¬ 
cations,  the  managing  editor/associate 
director  manages  publication  of  Col¬ 
by's  award-winning  quarterly  maga¬ 
zine  and  performs  writing,  editing  and 
production  management  ror  other  col¬ 
lege  publications.  The  position  requires 
outstonding  writing  and  editing  skills, 
ability  to  manage  the  College's  pub¬ 
lications  production  and  budget,  and 
the  ability  to  meet  firm  deadlines  work¬ 
ing  with  a  team  of  professionals.  Min¬ 
imum  qualifications  include  a 
Bachelor  s  degree;  five  years'  pro¬ 
fessional  experience,  preferably  on  a 
magazine  staff;  organizational  skills  to 
manage  production  of  high-quality 
publications;  proven  writing  and  edit¬ 
ing  skills;  computer  experience. 

Interested  candidates  should  submit 
two  copies  of  a  cover  letter  and  two 
copies  of  a  resume,  including  the 
names  and  telephone  numbers  of  three 
references  to  -  Douglas  C.  Terp, 
Director  of  Personnel  ^rvices,  Colby 
College,  5500  Mayflower  Hill, 
Waterville,  ME  04901  -8855.  A  review 
of  applications  will  begin  immediately 
and  will  continue  until  the  position  is 
filled. 

For  more  information  about  the  Col¬ 
lege,  please  visit  the  Colby  vreb  site: 

www.colby.TOu 

Colby  is  an  EEO/AA  Employer  and 
strongly  encourages  applications  from 
women  and  minorities. 

PUBLISHER  -  The  Outer  Banks  Sentinel, 
Nags  Head,  NC  has  an  opening  for  a 
hands-on  sales/marketing  oriented 
publisher.  Proven  skills  in  day-to-day 
operations  management  and  sales 
development.  The  Outer  Banks  is  a 
dynamic  and  fast  growing  community 
teaming  with  opportunity.  Send  resume 
to  Tony  McGowan,  c/o  The  Outer 
Banks  Sentinel,  P.O.  Box  546,  Nags 
Head,  NC  27959. 

ADVERTISING 

AD  MANAGER:  Award-winning 
Mobridge  Tribune,  SD's  largest  weekly. 
Strong  selling,  supervise  two.  $35,000 
plus  full  benefit  package.  Call  Larry 
Atkinson,  (800)  594-9418. 


ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  X!)BS  page  at  our  w^  site: 
www.boonenewspapers.com 


ADVERTISING _ 

CLASSIFIED  SALES  A4ANAGER 
A  7-day  morning  paper  with 
1 8,(XK)  subscribers  in  the  Heart  of 
Texas  is  seeking  an  experienced 
classified  sales  executive.  The  individ¬ 
ual  will  hove  2  to  4  years  of  management 
experience  with  outside  sales.  The  Killeen 
Daily  Herald  offers  a  strong  benefits 
package,  health,  life  and  retirement.  Send 
cover  letter,  resume  and  salary 
requirements  to  Julene  Tudor,  market¬ 
ing  director,  Killeen  Daily  Herald,  P.O. 
Box  1300,  Killeen,  TX  76540. 

Or  E-mail  jtudor@vvm.com 

I  ADVERTISING  SALES  professional 

I  needed  by  6,5(X)  daily  newspaper. 

I  Management  possibility  for  someone 
creative  and  ambitious.  Would  you  like 
to  work  for  a  good  newspaper  and  live 
in  an  outdoor  paradise?  If  yes,  send  let¬ 
ter,  resume  and  salary  requirements  to 
Publisher,  The  Sheridan  Press,  Box 
2006,  Sheridan,  VYY  82801. 


ADVERTISING  SALES 
Join  one  of  the  industry's  most  prog¬ 
ressive  companies  and  live  in  sunny 
Phoenix,  Arizona.  Our  cross-functional 
sales  teams  use  the  latest  technology 
and  marketing  available.  Super  pay 
plan  and  excellent  benefits!  Two  to  four 
years  advertising  sales  experience  pre¬ 
ferred.  Must  have  excellent  communi- 
I  cation  skills,  spelling,  grammar,  math, 

!  and  punctuation  skills.  Typing  ond  spell¬ 
ing  test  will  be  given  prior  to  interview. 

•  Ability  to  give  individual  and  group 
I  presentations  a  must.  PC  experience  is 
j  necessary.  We  currently  have  openings 
I  in  the  following  positions: 
i 

1  •  National  Rep/Travel 
!  •  Key  Accounts 
j  *  Key  Accounts  Automotive 

!  If  you're  a  team  player  with  high  stan- 
I  dards,  the  desire  to  learn  and  you  are 
I  willing  to  take  your  skills  to  the  next 
I  level,  please  send  your  resume  to  The 
I  Arizona  Republic,  c/o  Jennifer 
I  Williams,  2(X)  E.  Van  Buren  Street, 
j  Phoenix,  AZ  85004. 

j  ADVERTISING  SALES  TRAINER 

I  Hands  on,  out-in-the-field  trainer  assist¬ 
ing  in  growing  person  staff  to  thirty. 
Dynamic,  Zone  1  product  of  paid 
weekly,  free  newspapers,  niche  pro¬ 
ducts,  inserts  and  printing.  Opportunity 
to  prove  yourself  and  move  up  the 
ladder. 

j  Salary  based  on  experience,  expecta¬ 
tions,  benefits  and  bonuses.  Send  let- 
j  ter,  resume,  including,  salary  history  to 
i  Box  08857,  Editor  &  Publisher. 


CLASSIFIED  ADVERTISING  MANAGER 
A  rare  opportunity  to  join  progressive 
over  100,0(X)-t  circulation,  indepen¬ 
dent  daily  newspaper  with  state-of-the- 
art  sales  system,  technology  and  pro¬ 
duction  plant.  Candidates  preferably 
will  bring  both  classified  and  retail 
management  experience  to  the  assign¬ 
ment.  Job  features  include  beautiful 
N.W.  city,  nice  salary  and  employee 
benefit  package.  Please  respond  by 
sending  a  cover  letter,  resume  and 
salary  requirements  to  Dan  Grady, 
advertising  director.  The  Spokesman- 
Review,  999  W.  Riverside,  Spokane, 
WA99201.EOE 
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ADVERTISING 


HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  SALES  MANAGER 

Needed  for  a  STB  trade  publication. 
Located  in  Central  NJ,  this  is  a  causal, 
smoking  office,  offering  good  salary 
against  high  commission.  Medical  and 
401  (k)  are  just  some  of  the  benefits. 

Call  Ann  O'Neal  at  (800)  732-5856 


ASSISTANT  CLASSIFIED  ADVERTISING 
MANAGER  for  the  Lexington  Herald- 
Leader,  circulation  1 23,000  daily  and 
1 60,000  on  Sunday.  We  need  a  high- 
energy  and  enthusiastic  manager  with 
a  positive  attitude  to  lead  a  staff  of  23. 
Locoted  in  the  heart  of  bluegrass  coun¬ 
try,  Lexington,  KY  is  a  great  place  to 
raise  a  family.  It's  the  major  financial, 
educational,  cultural,  medical  and 
retail  hub  for  all  of  Central  and  Eastern 
Kentucky  plus  being  the  home  of  the 
University  of  Kentucky.  We  value  our 
employees  and  offer  a  salary  that  is  com¬ 
petitive  on  both  a  local  and  national 
level  along  with  excellent  benefits  and 
a  great  working  environment  Respond 
by  sending  resume  and  salary  require¬ 
ments  to  E.  Arnold,  employment  man¬ 
ager,  1 00  Midland  Avenue,  Lexington, 
KY  40508,  Fax  (606)  231  -3584  or 
E-mail  to  eamold@herald-leader.com 


CLASSIFIED  SALES  MANAGER 

Philadelphia  Weekly,  Pennsylvania's 
largest  weekly  newspaper  is  seeking  a 
dynamic,  experienced  team  leader  to 
grow  the  area's  best-read  classifieds.  If 
I  you  can  lead  through  positive  motiva- 
I  tion,  have  excellent  interpersonal  and 
communication  skills,  this  would  be  the 
I  ideal  position  for  you.  Increasing  an 

I  existing  customer  base,  developing 

I  new  business  and  being  goal  oriented 

I  is  a  must. 

I  Great  salary,  commissions,  bonuses 

and  benefits.  Mail  or  fox  your  resume 
to  Steven  Guerrini,  Philadelphia 
Weekly,  1701  Walnut  Street,  Philadel- 
[  phia,  PA  19103  or  Fax  (215)  563- 

i  6799. 

I - 

I  MAX)RACCCXJNTS  MANAGER 

I  The  Tampa  Tribune  is  seeking  an 

j  energetic  and  focused  individual  that 

I  can  lead  a  sales  team  of  nine.  The 

candidate  should  possess  strong 
verbol,  written,  presentation  and  nego- 
I  tiation  skills.  A  proven  track  record 

with  a  minimum  of  5  years  manage¬ 
ment  in  the  newspaper  industry  is 
required.  This  position  requires 
extensive  knowledge  in  planning, 
budgeting  revenues  and  expenses  and 
developing  creative  programs  that 
increase  revenue  within  the  categories 
of  the  top  150  advertisers.  Ability  to 
motivate  sales  staff  and  develop  rela- 
1  tionships  with  clients  is  a  necessity. 
Degree  in  marketing/advertising  is 
preferred.  Send  resume  to  Human 
Resources,  The  Tampa  Tribune,  P.O. 
Box  1 91 ,  Tampa,  FL  33601 .  EOE 


j  MARKETING  DIREaOR 

!  (Santa  Barbara) 

National  award  winning  magazine 
publisher  seeks  a  seasons  Modeling 
Director  who  understands  the  Hispanic 
business  market.  This  person  will  be  a 
strategic  partner  with  our  CEO  in  audit¬ 
ing  and  developing  a  plan  for  each 
product  line.  Will  be  involved  in  ail 
aspects  of  the  business  including  Sales 
Manager,  Pubic  Relations,  Diversity 
Recruiting  Services  and  New  Media. 
This  is  a  challenging,  fast  paced 
environment  where  your  contributions 
will  make  a  difference.  Bilingual  an 
asset,  but  not  required.  Please  visit  our 
website  at  www.hispanstar.com  and 
fax  your  resume  to: 

HISPANIC  BUSINESS  INC. 

Fax:  (805)964-6139 


REGIONAL  ADVERTISING  DIREaOR 

The  North  Georgia  Newspaper  Group, 
located  in  Dalton,  Georgia,  is  looking 
for  an  experienced,  high-energy  adver¬ 
tising  director  to  lead  our  two-  region 
advertising  department  of  its  nine  pub¬ 
lications  with  a  total  circulation  of  over 
100,000.  Direct  responsibility  of  southern 
region,  which  consists  of  an  award 
winning  7-day  daily  newspaper  and 
three  other  publications.  Wonderful 
opportunity  for  someone  with  advertising 
sales  and  staff  management  to  lead  an 
aggressive,  enthusiastic,  hard-working 
I  team  into  the  next  century. 

We  offer  an  excellent  salary, 
aggressive  management  incentive  plan 
and  complete  benefits  package. 

If  you  possess  the  right  skills,  a  positive 
attitude  and  thrive  in  a  fast-paced  com¬ 
petitive  environment,  please  send  your 
resume  with  a  cover  letter  to  Richard  D. 
Brown,  regional  publisher.  North 
Georgia  Newspaper  Group,  P.O.  Box 
1 1 67,  Dalton,  GA  30722- 1 1 67. 


ADVERTISING 


SALES  AND  MARKETING  DIREaOR 

The  Arizona  Daily  Sun,  a  Pulitzer 
newspaper  has  an  opening  for  a  Sales 
and  Marketing  position.  We  offer  com¬ 
petitive  salary,  401  (k),  MBO,  and 
excellent  benefits.  Successful  candidate 
must  be  comfortable  in  selling  major 
advertisers  as  well  as  local  accounts, 
effectively  manage  sales  staff,  budget¬ 
ing,  oversee  and  execute  promos,  and 
develop  niche  and  web  products.  Pro¬ 
vide  resume  and  salary  requirements  to 
Publisher,  P.O.  Box  1849,  Flagstaff, 
AZ  86002.  Fox  (520)  91 3-8672. 


_ ART/EDITORIAL _ 

NEWS  PAGE  DESIGNER 

The  Columbus  Dispatch  is  looking  for  a 
designer  who  is  serious  about  hard 
news.  Our  design  desk  is  off  to  a  flying 
start,  and  we're  searching  for  the  right 
candidate  to  help  push  our  team  to  the 
next  level.  Our  mission  is  straight¬ 
forward:  to  make  our  news  pages  as 
good  as  our  award-winning  feature 
pages. 

The  right  candidate  will  bring  a  mix  of 
creativity,  flexibility  and  news  judg¬ 
ment.  Experience  in  page  design  is 
important,  and  knowledge  of  Quark¬ 
XPress  is  essential.  Familiarity  with 
Press2Go  and  Atex  would  help.  A  sense 
of  humor,  a  good  attitude  and  an 
ability  to  work  within  a  team  are  vital. 

Our  seven-member  design  desk  works 
nights  and  rotates  weekends  off. 

Send  clips  and  resume  to  Mabry 
Donabauer,  human  resources 
specialist,  Columbus  Dispatch,  34  S. 
Third  Street,  Columbus,  OH  43216- 
1289. 


ADVERTISING 


_ ART/GRAPHICS _ 

GRAPHICS  EDITOR:  The  News  & 
Observer  is  looking  for  a  journalist 
with  strong  visual  skills.  We  need 
someone  who  is  dedicated  to  info¬ 
graphics,  understands  and  appreciates 
the  power  of  good  illustrations  and 
who  believes  that  the  best  information 
sometimes  means  changes  on  dead¬ 
line.  We  need  someone  who  has 
had  daily  newspaper  graphics  experi¬ 
ence,  preferably  someone  who  has 
supervised  a  graphics  operation.  We 
need  someone  who  knows  how  to  mix 
it  up  in  news  meetings,  contribute 
strong  visual  ideas  and  move  forward 
with  a  plan  (or  our  seven-person  graphics 
staff.  Check  out  the  newspaper  online  at 
http://  www.sutton4nabj.com  and  find 
out  why  so  many  love  North  Carolina's 
Triangle  region  of  Raleigh-Durham- 
Chapel  Hill.  If  you  think  you  have  what 
it  takes  to  join  a  forward-thinking, 
progressive  newspaper  with  inside 
color  nearly  every  day.  E-mail  Deputy 
Managing  Editor  Will  Sutton  about 
your  immediate  interest  at  sutton@nan- 
do.com  If  you  know  you're  someone 
who  loves  the  idea  of  working  (or  a 
newspaper  that  wants  to  display  front¬ 
page  graphics  while  finding  homes  (or 
good  illustrations,  send  your  resume,  a 
list  of  three  or  more  references,  your 
best  work  samples,  an  autobiography 
that  says  who  you  are  as  a  person,  a 
professional  and  a  visual  journalist  and 
a  cover  letter  telling  us  what  you  have 
to  offer  and  what  you  want  to  gain  to 
Melanie  Sill,  managing  editor,  P.O. 
Box  191,  Raleigh,  NC  27602.  We 
value  diversity  and  we  want  those  who 
share  our  desire  to  build  a  diverse  staff 
and  a  diverse  newspaper. 


_ CIRCULATION _ 

ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 

I  See  the  X!>BS  page  at  our  web  site: 
j  www.boonenewspapers.com 


AREA  CIRCULATION 
MANAGER  NEEDED 

The  Post  and  Courier,  Charleston,  SC 
seeks  an  individual  who  can  come  to 
the  game  ready  to  ploy.  This  front-line 
position  will  know  the  importance  of 
carrier  and  subscriber  retention, 
understand  the  importance  of  circula¬ 
tion  growth  and  contract  management, 
and  have  strong  organizational  and 
interpersonal  communication  skills. 
Qualified  applicants  must  have  a  min¬ 
imum  of  three  years  field  management 
experience  and  a  verifiable  track 
record  of  success. 

We  offer  the  opportunity  for  advance¬ 
ment  and  a  complete  benefits  program 
of  medical  and  dental  insurance,  paid 
vacation,  401  (k)  and  a  company  paid 
pension  plan.  Please  send  resume  and 
cover  letter  to  Andy  Morgan,  circula¬ 
tion  manager.  The  Post  and  Courier, 
1 34  Columbus  Street,  Charleston,  SC 
29403  or  E-mail: 

amorgan@postandcourier.com 

EOE 


GROW  WITH  LANDON  MEDIA  GROUP 

The  nation's  largest  newspaper  advertising  sales  and  marketing 
company  is  adding  a  Sales  Manager  for  the  CWO&O  Division  of  the 
Landon  Media  Group,  Inc.  in  San  Fransisco.  We  are  seeking  a 
person  who  is  in  tune  with  today's  marketing  strategies  of  national 
manufacturers... someone  who  recognizes  the  strengths  of  daily 
newspapers  in  the  marketplace,  and  who  has  the  vision  to  appreciate 
that  the  development  of  nontraditional  revenue  sources  is  necessary 
to  compete  in  today’s  environment:  and  someone  who  would  enjoy 
selling  markets  like  Dallas  Morning  News,  Milwaukee  Journal 
Sentinel,  San  Antonio  Express-News  and  Los  Angeles  Newspaper 
Group.  If  you  have  a  college  degree,  and  have  media  sales  and/or 
agency  or  advertiser  experience,  send  your  resume  and  salary 
requirements  to  Wayne  Kuhn,  CWO&O 

National  Sales  Manager  at;  JpL 

Landon  Media  Group,  Inc. 

805  Third  Avenue  LANDON 

New  York,  NY  1 0022  - 

Fax  (212)  832-8802  MEDIA  GROUP  INC 

No  phone  calls,  please  a,  a..,i..-.  ,r.., 
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HELP  WANTED 


_ CIRCULATION _ 

CIRCULATION  ZONE  MANAGER 

Seven-day  local  100,000-f  newspaper 
in  Zone  4  has  a  great  opportunity  (or 
an  experienced  circulator.  The  candi¬ 
date  we  seek  has  strong  home  delivery 
experience  to  develop  and  implement 
appropriate  controls  to  maximize  sales 
and  service. 

The  ideal  candidate  will  have  a  mini¬ 
mum  of  five  years  circulation  man¬ 
agement  experience  and  a  desire  to 
join  a  company  that  provides  unlimited 
career  growth  potential. 

We  offer  a  competitive  salary,  great 
benefits  and  a  401  (k)  plan.  Qualified 
individuals  should  send  their  resume 
and  salary  requirements  to  The  Mobile 
Register,  Attn:  Human  Resources,  P.O. 
Box  2488,  Mobile,  AL  36652-2488. 

THOMSON  WEST  VIRGINIA/Virginia 
Strategic  Marketing  Group  has  an 
opportunity  (or  an  experienced  Sales 
and  Marketing  Manager.  We  are  a 
group  of  2  daily  newspapers  with  doily 
circulation  of  54,000  and  56,000  on 
Sunday,  3  weeklies  and  numerous 
monthly  and  specialty  publications 
located  in  southern  West  Virginia  and 
Virginia.  Candidates  must  hove  at  least 
2  years  of  management  experience  in 
Sales  and  Marketing.  Individuals  must 
possess  strong  marketing,  communica¬ 
tion,  and  leadership  skills.  We  offer  a 
competitive  salary,  bonus,  401  (k)  plan 
and  excellent  benefits.  Send  resume  to 
Director  of  Circulotion,  Thomson  West 
Virginia/Virginia  SMG,  P.O.  Box 
1599,  BluefiJd,WV  24701. 


ADVERTISING 


_ CIRCULATION _ 

CIRCULATION  DIREaOR 

The  Daily  News-Sun,  a  20,000  doily 
circulation  newspaper  in  beautiful  Sun 
City,  Arizona,  is  looking  (or  a  circula¬ 
tion  director  to  analyze  the  market  and 
aggressively  promote  our  products  in  a 
highly  competitive  environment.  This  is 
a  pivotal  position  reporting  directly  to 
the  publisher. 

Must  have  the  ability  to  guide  and 
motivate  staff  while  meeting  daily 
challenges  of  circulation.  We're  look¬ 
ing  for  a  dynamic  person  with  mini¬ 
mum  5  years  of  upper  circulation 
management  experience  and  a  proven 
track  record  in  marketing  and  distribu¬ 
tion.  We  offer  a  competitive  salary, 
bonus  and  excellent  benefits. 

Please  moil  or  fax  your  resume  and 
cover  letter  to  Karen  Bulissa  by  June 
22,1999: 

The  Tribune 
1 20  West  First  Avenue 
Mesa,  AZ  85210 
Fox:  (480)898-6401 


THE  GREAT  BEND  TRIBUNE,  in  Great 
Bend,  Kansas,  is  looking  (or  a  circula¬ 
tion  manager  for  our  8,000  circulation 
daily,  and  associated  weekly  newspa¬ 
per  products  in  the  Central  Kansas 
area.  This  is  a  good  opportunity  with  o 
solid  organization  looking  to  grow. 
The  salary  for  this  position  is  relative  to 
experience,  and  also  includes  an  array 
of  benefits.  Send  resumes  to  Tom 
Larimer,  Publisher,  Great  Bend 
Tribune,  2012  Forest  Avenue,  Great 
Bend,  KS  67530  or  phone: 

(316)792-1211 


ADVERTISING 


THE  CmMHMICATIM  UW  HE  THE  HEWVVER  HHHISTHT  FmitHED  MOErEIIOEHILy  EVERT  WEEE  UKE  1M4 


NATIONAL  ACCOUNTS  MANAGER 

The  Editor  &  Publisher  Company  seeks  a  dynamic,  self-starter 
to  be  our  National  Accounts  Manager. 

Utilize  115  years  of  unique,  newspaper  industry  readership 
and  grow  Editor  &  Publisher's  national  and  agency  business. 
Candidate  requirements: 

•  Thorough  knowledge  of  newspaper  industry 

•  Minimum  1 0  years  ad  sales  experience  that  includes 
national  ad  agencies 

Position  is  located  at  E&P  New  York  office. 

Please  send  letter  of  interest,  r^me  and  salary  requirements  to: 

Dennis  O'Neill 
VP  Sales  &  Advertising 
The  Editor  &  Publisher  Company 
11  W  19th  Street 
New  York,  NY  10011 

Or  E-mail  the  same  to  denniso(g>mediainfo.com 


_ CIRCULATION _ 

THOMSON  WEST  VIRGINIA/Virginia 
Strategic  Marketing  Group  has  an 
opportunity  for  an  experienced  Sales 
and  Marketing  Manager.  We  are  a 
group  of  2  daily  newspapers  with  daily 
circulation  of  54,000  and  56,000  on 
Sunday,  3  weeklies  and  numerous 
monthly  and  specialty  publications 
located  in  southern  West  Virginia  and 
Virginia.  Candidates  must  have  at  least 
2  years  of  management  experience  in 
Sales  and  Marketing.  Individuals  must 
possess  strong  marketing,  communica¬ 
tion,  and  leadership  skills.  We  offer  a 
competitive  salary,  bonus,  401  (k)  plan 
and  excellent  benefits.  Send  resume  to 
Director  of  Circulation,  Thomson  West 
Virginia/Virginia  SMG,  P.O.  Box 
1 599,  Bluefield,WV  24701. _ 

THOMSON  WEST  VIRGINIA/Virginia 
has  an  opportunity  for  an  experienced 
Single  Copy  Manager.  We  are  a 
group  of  2  daily  newspapers  with  doily 
circulation  of  54,000  and  56,000  on 
Sunday,  3  weeklies  and  numerous 
monthly  and  specialty  publications 
locotea  in  southern  West  Virginia  and 
Virginia.  Candidates  must  have  at  least 
2  years  of  monagement  experience  in 
single  copy  soles  and  possess  strong 
marketing,  communication,  and  lead¬ 
ership  skills.  We  offer  a  competitive 
salary,  bonus,  401  (k)  plan  and 
excellent  benefits.  Send  resume  to 
Director  of  Circulation,  Thomson  West 
Virginia/Virginia  SMG,  P.O.  Box 
1 599,  Bluefi^,WV  24701. 

EDITORIAL 

ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  w^  site: 
www.boonenewspapers.com 


AMERICAN  BANKER,  the  top  daily 
newspaper  on  financial  services,  has 
several  immediate  openings  for 
energetic,  creative  journalists. 

Investments  reporter.  Cover  mutual 
funds  and  asset  management.  Requires 
2+  years  of  journalism  experience. 
Position  is  in  New  York. 

Copy  editor.  Excellent  line  editing, 
headlines,  rewrite,  news  judgment. 
Requires  3-f  years  of  experience.  Posi¬ 
tion  is  in  New  York. 

Washington  reporter.  Cover  o  range  of 
policy  issues.  Requires  3-t-  years  of 
experiefKe. 

Southeast  reporter.  Cover  major  finan¬ 
cial  companies.  Requires  5-f  years  of 
experience.  Position  may  be  in  Wash¬ 
ington,  Charlotte,  or  Atlanta. 

Midwest  reporter.  Cover  mid-size  finan¬ 
cial  companies  and  agricultural 
finance.  Requires  2+  years  of  experi¬ 
ence. 

Daily  reporting  experieiKe  is  a  plus  (or 
all  positions.  Send  resume,  cover  letter 
and  a  few  clips  to  Debra  Cope,  execu¬ 
tive  editor,  American  Banker,  1  State 
Street  Plaza,  New  York,  NY  1 0004. 

No  foxes  or  phone  calls 


_ EDITORIAL _ 

ASSISTANT  CITY  EDITORS 
Looking  for  a  job  where  you  can  moke 
a  difference  in  a  great,  two-newspaper 
city?  The  morning  Seattle  Post- 
Intelligencer  is  looking  for  smart,  savvy 
assistant  city  editors  to  help  us  win  one 
of  the  hottest  newspaper  wars  in  the 
natian.  Candidates  must  have  at  least 
five  years  a(  metro  journalism  experi¬ 
ence,  including  significant  work  as  a 
reporter.  Applicants  must  be  great 
coaches,  willing  to  work  with  reporters 
from  story  conception  to  polished  fin¬ 
ish.  And  most  important,  candidates 
must  lave  telling  a  good  story  and  get¬ 
ting  it  first,  right  and  best.  Please  send 
a  cover  letter,  resume  and  clips  to 
Kathy  Best,  metro  editor,  Seattle  Post- 
Intelligencer,  101  Elliott  Avenue  West, 
Seattle,  WA  98119.  You  can  also  send 
information  via  E-mail  to 

kathybest@seattle-pi  .com 


ASSISTANT  EDITOR 

The  Covington  News,  a  rapidly  grow¬ 
ing,  award-winning  (10  GPA  awards 
this  year/1 3  last  year)  tri-weekly  com¬ 
munity  newspoper  is  looking  (or  top 
candidates.  Far  the  right  candidate,  the 
job  description  can  be  molded  to  fit 
their  own  special  interests  whether  it  be 
creating  great  special  sections  or  writ¬ 
ing  award-winning  enterprise  stories. 
Excellent  verbal,  writing,  editing  and 
QuarkXPress  (ar  Pagemaker)  page 
layout  skills  required.  Newspaper 
experience  a  must. 

As  a  property  of  nationally  knawn 
Morris  Newspaper  Company,  The  Cav- 
ington  News  serves  all  Newton  County 
-  warm,  scenic  'small  town'  Southern 
community  just  30  minutes  east  of 
downtown  Atlanta.  Send  resume  to  The 
Covington  News,  P.O.  Box  1 249,  Cov¬ 
ington,  GA  30015  or  fox  to  (770) 
786-645 1 .  Benefits/ salary/bonuses 
are  competitive.  Leave  messages  at: 

(770)  787-6397  ext.  21 

ASSISTANT  MANAtSING  EDITOR 

The  Mail  Tribune,  sauthern  Oregon's 
leading  newspaper,  seeks  an  enthu¬ 
siastic  leader  ta  oversee  nighttime 
newsroom  operations.  We're  looking 
(or  someone  with  the  ability  to  work 
with  reporters,  coordinate  breaking 
news  and  pitch  in  to  help  the  copy 
desk  meet  deadline.  We  offer  com¬ 
petitive  salaries  and  a  comprehensive 
benefits  package,  as  well  as  the  oppor¬ 
tunity  to  live  minutes  away  from  skiing, 
rafting  and  the  Oregan  Shakespeare 
Festival.  Check  us  aut  aniine  at 
www.mailtribune.cam  or  send  ques¬ 
tions  by  E-mail  k3: 

jwurth@nKiiltribune.cam 
Ta  apply,  send  a  letter  resume  and  five 
samptes  of  your  best  work  (clips,  projects 
you  coordinated,  descriptions  of  on-the- 
job  successes)  to  Julie  Wurth,  managing 
editor.  Mail  Tribune,  P.O.  Box  1108, 
Medford,  OR  97501 .  Deadline  is  June 
21.  EOE 
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HELP  WANTED 

EDITORIAL 

ASSISTANT  METRO  EDITOR 

The  News-Senfinel,  a  48,000  Monday- 
Saturday  XDA  daily  in  Fort  Wayne,  IN, 
needs  an  assistant  metro  editor  quickly. 
The  ideal  candidate  is  a  team  leader 
who  lives  for  planning  and  bringing  it 
all  together  --  a  coach,  a  wordsmith,  a 
community  journalist  who  always 
begins  with  the  reader.  Some  man¬ 
agement  experience  preferred,  but  not 
critical  if  the  candidate  has  aggressive 
reporting,  writing  and/or  copy  editing 
skills.  This  is  a  highly  competitive 
environment,  with  another  daily,  TV 
and  radio  --  and  lots  of  other  ways  for 
readers  to  spend  their  time.  Excellent 
Knight  Ridder  benefits  in  a  low-cost  city 
with  minor  league  baseball,  basketball 
and  hockey  teams.  Send  resume  and 
work  samples  to  Jeri  S.  Kornegay, 
executive  metro  editor.  The  News- 
Sentinel,  600  W.  Main  Street,  Fort 
Wayne,  IN  46802,  or  to: 

jkomegay@news-sentinel.com 
An  Equal  Opportunity  Employer 

ASSOCIATE  EDITOR 
Aquent.com,  an  off-beat,  Web-based 
lifestyle  and  business  magazine  about 
self-employed  professionals,  seeks  an 
associate  editor  to  generate  and 
develop  new  features  and  story  ideas, 
manage  freelancers,  and  assign  and 
edit  stories.  You  should  have  excep¬ 
tional  English  language  skills,  a 
penchant  for  the  irreverent,  and  five  or 
more  years  of  full-time  editorial  experi¬ 
ence  in  print  or  on-line  magazines. 
Salary  negotiable.  Submit  cover  letter, 
resume,  and  five  writing  samples, 
either  by  E-mail  to: 

egershon@oquent.com  or 
Fax  to  (617)  535-5003,  or  post  to  Eric 
Gershon,  assistant  editor,  Aquent 
Magazine,  71 1  Boylston  Street,  Bos¬ 
ton,  MA  021  16. 

ASSOCIATE  EDITOR 

PENN  STATE 

The  Penn  Stater,  Penn  State's  1 20,000- 
circulation  alumni  magazine,  seeks  an 
associate  editor  to  write  features  and 
smaller  articles.  Responsibilities  also 
include  story  planning,  assigning,  and 
editing  for  one  or  more  magazine  sec¬ 
tions.  We  stress  creative  nonfiction  and 
hove  won  national  awards  for  our  writ¬ 
ing.  The  staff  is  creative,  team-oriented, 
and  committed  to  producing  one  of  the 
best  magazines  of  its  kind.  Requires 
Bachelor's  degree,  or  equivalent  in 
English  or  related  field,  plus  two  years 
of  v«jrk-related  experience.  Experience 
in  literary  journalism  strongly  pre¬ 
ferred,  magazine  experience  a  plus.  To 
apply  send  a  cover  letter  and  resume 
to  Employment  and  Compensation 
Division,  Job  #C-5118,  120  S.  Bur- 
rowes  Street,  University  Park,  PA 
16801-3857  or  Fax  to  (814)  865- 
3570.  Application  Deadline:  June  22, 
1999.  Penn  State  is  committed  to 
affirmative  action,  equal  opportunity 
and  the  diversity  of  its  workforce. 

ASSCXIIATE  EDITOR,  slot  person  for 
award-winning  PA  daily.  Experience  in 
layout,  editing  copy  and  layout.  Man¬ 
agement  position  responsible  for  news 
desk.  Send  resume,  salary  require¬ 
ments  and  samples  to  Editor,  500 
Mildred  Avenue,  Primos,  PA  1 901 8. 


I _ EDITORIAL _ 

I  AWARD-WINNING  MONTHLY  busi¬ 
ness  magazine  needs  a  managing 
editor-  a  craftsman  whose  writing/ 
editing  skills  make  stories  sing  and  a 
leader  who  will  continue  18  yeors  of 
ground-breaking  coverage  of  one  of 
the  nation's  most  vibrant  economies. 
Send  resume  and  salary  range  to 
David  Kinney,  editor  and  publisher. 
Business  North  Carolina,  5435  77 
Center  Drive,  Suite  50,  Charlotte,  NC 
282 1 7  or  kinney@businessnc.com 

BEAT  WRITER  WANTED 

The  Times-Picayune  is  seeking  a  beat 
writer  to  cover  Louisiana  State  Univer¬ 
sity,  one  of  the  most  important  posi¬ 
tions  in  the  department.  Applicants 
should  have  3-5  years  experience,  the 
desire  to  break  news,  the  ability  to 
work  independently  and  the  mindset  to 
generate  enterprise  stories.  If  you  are  a 
thinker,  not  just  a  writer,  send  writing 
samples  (two  deadline  game  stories, 
two  enterprise  stories  and  two  feature 
stories),  a  resume  and  references  to: 

Steve  Rocca,  Sports  Editor 
The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  701 25- 1 429 

An  Equal  Opportunity  Employer,  M/F 
BUSINESS  EDITOR 

Successful  candidate  will  be  responsi¬ 
ble  for  a  vital  multi-page  business  sec¬ 
tion  that  includes  a  mix  of  stocks, 
national  business  developments  and 
aggressive  local  coverage.  Our 
franchise  and  mission  is  the  delivery  of 
a  robust  local  report.  Must  be  able  to 
work  solo  on  self-assigned  materials 
and  supervise  work  of  reporters  work¬ 
ing  on  assignments.  Requires  a  B.A. 
and  a  minimum  of  three  years  daily 
experience.  Supervisory  experience  a 
plus.  Send  resume  and  clips  to 
Antelope  Valley  Press,  P.O.  Box  4050, 
Palmdale,  CA  93590-4050,  Attn: 
Personnel. 

BUSINESS  AND  TECHNOLOGY 
REPORTER  position  open  for  the 
Gaithersburg-based  Montgomery  Busi¬ 
ness  Gazette  and  Tech  Gazette.  Two 
years  experience  reporting  and  writing 
under  daily  deadlines.  Please  send 
clips  and  resume  to: 

Human  Resources 
The  Gazette 

1 200  Quince  Orchard  Boulevard 
Gaithersburg,  MD  20878 
EOE 

BUSINESS  REPORTER  needed  for  a 
team  covering  FL's  largest  city.  Must  be 
news-hungry  self-starter  willing  to  go 
beyond  the  surface.  Attitudes  OK.  Con¬ 
tact  Jim  Witters,  The  Business  Journal, 
1 200  Riverplace  Blvd.,  Jacksonville,  FL 
32207.  E-mail  jwitters@jbj.amcity.com 

BUSINESS  WRITERS! 
Opportunity  of  o  lifetime  in  Washing¬ 
ton,  DC  writing  about  tronsition  in 
America's  biggest  industry.  Business 
writing  experience  ideal.  Non-smoking 
office.  Fax  resume  only  to  US  Pub¬ 
lishing,  (202)  298-8210. 


_ EDITORIAL _ 

BUSINESS  WRITER 

37,000  circulation  daily  at  the  base  of 
the  Adirondacks  seeks  self-motivated 
business  reporter  who  can  do  hard 
news,  trends  and  features,  and  col¬ 
umns.  Send  resume  and  clips  to  Ken 
Tingley,  managing  editor.  The  Post- 
Star,  P.O.  Box  2157,  Glens  Falls,  NY 
12801. 

COPY  EDITOR  -  To  prepare  for  our 
new  Sunday  edition,  we  need  a  solid 
copy  editor  who  values  precision  and 
appreciates  words.  We're  a  locally- 
owned  newspaper  committed  to  good 
journalism,  in  America's  Number  1 
small  city  in  the  Pacific  Northwest. 
Send  letter,  resume,  clips  to  Human 
Resources,  Skagit  Valley  Herald,  P.O. 
Box  578,  Mount  Vernon,  WA  98273. 

CITY  EDITOR  FOR  12,000  daily  deep 
in  Cajun  country,  50  minutes  from 
New  Orleans.  Two-years  experience  at 
daily  required.  Writing,  editing  and 
page  design  skills  needed.  Oversee 
reporters.  Manage  web  site.  Send 
resumes  and  samples  of  work  to  Daily 
Comet,  P.O.  Box  5238,  Thibodaux,  LA 
70302. 

CITY  EDITOR:  The  Herald  in  Jasper, 
IN,  seeks  veteran  editor  to  carry  on 
tradition  of  outstanding  local  coverage. 
Copy  editing  and  teaching  skills  essen¬ 
tial.  We  are  an  award-winning, 
unique,  afternoon  small-circulation 
daily  willing  to  pay  for  experience  and 
skill.  Excellent  benefits.  Located  in  one 
of  the  best  small  cities  in  America. 
Send  resume,  work  samples  to  Fred 
Smith,  The  Herald,  P.O.  Box  31, 
Jasper,  IN  47547-0031 . 

ADMINISTRATIVE 


_ EDITORIAL _ 

CHILD  WELFARE  REPORTER 

Are  you  interested  in  one  of  the  best 
beats  on  the  best  paper  in  Iowa?  The 
Quad-City  Times  is  seeking  a  child 
welfare  reporter.  The  position  is  port  of 
our  community  journalism  project  team 
and  requires  innovative  enterprise 
reporting  that  engages  and  motivates 
people  to  act  on  behalf  of  children.  The 
beat  encompasses  any  and  all  tradi¬ 
tional  beats  that  touch  children.  It  is 
driven  by  issue,  not  meeting  coverage. 
If  you  are  a  great  reporter,  wonderful 
writer,  and  have  a  track  record  for 
developing  sources  on  your  beat,  call 
us.  We  led  all  Iowa  daily  papers  in  the 
state  press  association  contest,  includ- 
I  ing  first  place  for  overall  excellence 
I  and  investigative  reporting.  Please 
send  a  resume  and  work  samples  to 
I  Mark  Ridolfi  at  mridolfi@qctimes.com 
or  at  the  Quad-City  Times,  500  E.  3rd 
Street,  Davenport,  lA  52801 . 

EOE 

COPY  EDITOR  -  Mid-Michigan  daily 
seeks  an  energetic  addition  to  its  six- 
member  copy/ design  desk.  Knowledge 
of  QuarkXPress  a  must.  Qualified  can¬ 
didate  must  hove  a  college  degree. 
Prefer  some  newsroom  experience.  Com¬ 
petitive  salary  and  benefits  with  the 
Booth  Newspapers  group  in  Michigan. 
Equal  Opportunity  Employer.  Send  a 
resume  with  names  and  phone  num¬ 
bers  of  three  references,  and  samples 
of  your  best  copy-desk  work,  by  July  2 
to  Tom  Limmer,  news  editor,  Jackson 
Citizen  Patriot,  214  S.  Jackson  Street, 
Jackson,  Ml  49201-2282.  No  phone 
calls,  please. 

ADMINISTRATIVE 
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HELP  WANTED 


COPY  EDITOR  for  Northeast  PA  dolly. 
Successful  applicant  will  hove  at  least  2 
years  experience  on  a  daily  newspa¬ 
per  and  be  proficient  in  QuarkXPress 
and  Photoshop,  with  ability  to  write 
catchy  headlines,  work  well  with  our 
staff,  handle  deadline  pressure  and 
turn  ordinary  writing  into  something 
special.  Reply  to  Jeff  Cox,  editor-in- 
chief,  Standard-Speaker,  Hazleton,  PA 
18201. 


COPY  EDITOR/PAGINATOR 
The  Spectrum,  a  22,000  circulation 
daily  newspaper  in  St.  George,  Utah, 
is  seeking  a  copy  editor/paginator. 
Applicant  must  be  proficient  in  QuarkX¬ 
Press,  have  good  copy  editing  and 
headline  writing  skills,  and  be  able  to 
work  under  deadline  pressure.  This  is  a 
night  and  weekend  shift.  Work 
includes  designing  Poge  1 ,  wire  pages 
and  other  news  pages.  St.  George  is 
located  in  southwestern  Utah,  in  the 
middle  of  redrock  country,  and  is  near 
Zion  National  Park  and  Las  Vegas. 
Send  resume,  cover  letter  and  work 
samples  to  Michelle  Bridges,  copy  desk 
editor.  The  Spectrum,  275  East  St. 
George  Blvd.,  St.  George,  UT  84770, 
or  by  E-mail  to 

mbridgesdlhespectrum  com 

COPY  EDITOR:  Want  a  job  on  the 
beach  and  within  a  few  hours'  drive  of 
New  York,  Philadelphia  and  Washing¬ 
ton? 

The  Press  of  Atlantic  City  (NJ)  has  an 
immediate  opening  for  a  copy  editor 
on  its  news  desk.  The  job  involves 
layout,  copy  editing,  headline  writing, 
photo  selection  and  working  with 
writers.  Speed,  accuracy  and  judgment 
are  crucial  for  meeting  up  to  four 
deadlines  per  night.  Knowledge  of 
QuarkXPress  helpful. 

The  position  offers  a  competitive  salary 
and  benefits  and  a  chance  to  grow  pro¬ 
fessionally  in  a  high-profile  news  area. 
A  college  degree  is  required.  At  least 
two  years'  experience  in  daily  journal¬ 
ism  preferred. 

The  Press  is  located  in  southern  New 
Jersey,  which  offers  seashore,  rural,  sub¬ 
urban  and  urban  areas  -  whatever  life¬ 
style  you're  looking  for,  you  can  find  it 
in  our  coverage  area.  We  are  a  grow¬ 
ing  paper  offering  opportunities  to 
creative  people  with  initiative  and 
ambition. 

The  Press  is  an  independently  owned 
paper  with  a  circulation  of  80,000 
daily  and  100,000-plus  on  Sunday.  It 
has  an  editorial  staff  of  approximately 
110,  with  offices  in  Atlantic,  Cape 
May,  Cumberland  and  Ocean  Coun¬ 
ties. 

Interested?  Send  resume  and  wark  sam¬ 
ples  to  News  Editor  Peter  M.  Brophy, 
The  Press  of  Atlantic  City,  1 1  Devins 
Lane,  Pleasantville,  NJ  08232. 

E-mail:  brophyQpressplus.com 


_ EDITORIAL _ 

DESIGN/PRESENTATION  EDITOR 

The  Stuart  News/Port  St.  Lucie  News,  a 
40,000  circulation  daily  in  a  fiercely 
competitive  market,  seeks  a  creative, 
hands-on,  person  to  lead  a  graphics 
team  and  design  a  compelling  front 
page.  The  successful  applicant  has  a 
deep  interest  in  the  news  and  a  clear 
vision  how  to  package  it;  can  combine 
words  and  images  under  daily 
deadline  pressure  to  bring  a  new 
panache  to  our  front-page  pres¬ 
entation;  can  inspire  and  enrich  young 
talent;  is  proficient  in  QuarkXPress, 
Freehand  and  Photoshop.  Harris 
pagination  a  plus,  infographics  expe¬ 
rience  a  must.  Live  in  paradise  an  Flor¬ 
ida's  Treasure  Coast.  Send  resume  ta 
Nancy  Smith,  managing  editor.  The 
News,  P.O.  Box  9009,  Stuart,  FL 
34995;  or  fax  Smith  at  (561)  221- 
4246;  or  E-mail  smith@sluartnews.cam 


Would  you  like  to  join  the  fastest- 
growing  newspaper  in  the  country,  be 
part  of  a  true  newspaper  war  and  live, 
work  and  play  in  the  Rocky  Mountain 
West? 

The  Denver  Rocky  Mountain  News  is 
looking  for  an  experienced  page 
designer  to  join  a  staff  that  was 
I  honored  last  year  with  a  gold  medal 
and  an  award  of  excellence  from  the 
society  of  Newspaper  Design.  A  win¬ 
ning  candidate  must  be  able  to  crank 
out  grabby  news  pages  and  shape 
bold  feature  frants  in  both  tabloid  and 
j  broadsheet  format.  Four  years  full-time 
j  newspaper  design  experience;  picture- 
I  editing  skill,  and  experience  in  effective 
use  of  typography  and  graphics  are 
essential.  So  is  proficiency  with  Macin¬ 
tosh  computers,  QuarkXPress  and 
,  Photoshop  software. 

The  News,  with  a  daily  circulatian  of 
359,000,  is  the  dominant  newspaper 
in  Denver,  where  this  year's  news 
stories  have  ranged  from  the  Colum¬ 
bine  High  School  tragedy  to  the  Super 
Bowl  championship.  In  the  past  year, 
journalism  groups  have  ranked  our 
Sports,  Business  and  Travel  sectians 
among  the  best  in  the  nation. 

If  you're  qualified  to  step  up  to  a  first- 
class  opportunity  and  would  like  to  live 
in  one  of  America's  most  vibrant  cities, 
immediately  contact: 

Randall  K.  Roberts,  Design  Director 
Denver  Rocky  Mountain  News 
400  W.  Colfax  Avenue 
Denver,  Co  80204 
The  Denver  Rocky  Mountain  News  is 
an  Equal  Opportunity  Employer 

EDITOR-IN-CHIEF 

Casco  Bay  Weekly,  a  well-established 
alternative  newspaper  in  Portland,  ME 
seeks  an  Editar-in-Chief.  Send  cover  let¬ 
ter,  resume,  and  clips  to  Lael  Morgan, 
Casco  Bay  Weekly,  P.O.  Box  1238, 
Portland,  ME  04104  or  E-mail 

7 1 54 1 . 1 44@Compuserve.com 


_ EDITORIAL _ 

EDITOR/REPORTER  NEEDED  BTB 
Trade  magazine  on  commercial  real 
estate  in  Central  NJ  requires  reporter/ 
writer  for  2  publications.  Casual  smok¬ 
ing  office.  Good  salary,  medical, 
401  (k)  benefits.  Call  Ann  O'Neal  at: 
(800)732-5856 


Hire  talented  people!  This  is  our  com¬ 
pany's  number  one  guiding  principle 
to  success.  Hanley-Wood,  Inc.,  the 
leading  publisher  for  the  residential  con¬ 
struction  industry  has  an  immediate 
need  for  an  experienced  Editor  ta  grow 
our  trade  magazine  into  the  best  in  its 
field.  The  right  person  will  have  5-f 
years  magazine  editing  experience, 
broad  knowledge  of  the  building  pro¬ 
ducts  industry,  strong  public  speaking 
skills,  and  experience  managing  edit 
j  staffs.  If  you  have  the  talent  ta  help 
I  move  our  dynamic  magazine  to  the 
i  next  level  of  achievement,  we  want  ta 
I  meet  you!  Your  skills  will  be  met  with  a 
I  competitive  compensation,  great  bene- 
!  fits  and  the  opportunity  for  growth. 

I  Send  resume  and  salary  requirements 
to: 

Department  Editor/PK 
Hanley- Wood,  Inc. 

One  Thomas  Circle,  NW,  Suite  600 
Washington,  DC  20005 
Fax:  (202)  785-1974 
I  E-mail:  job5@hanley-wood.com 
Visitusatwww.hanley-wood.com 


j  EXPERIENCED,  award-winning,  ener- 
I  getic  writer/editar  seeks  new  career 
i  challenge  with  specialty  or  trade  publica- 
i  tion.  (305)  891 -2595. 

EDITORIAL  MANAGER 
i  GARDENINGS  FOOD 

I  Meredith  Corporatian,  seeks  an  expe- 
i  rienced  editorial  manager  ta 
coordinate  the  operations  of  the  SIP 
I  Gardening/Food  groups  and  plan  and 
I  produce  2  annual  flower  gardening 
titles. 

j  Positian  requires  8-i-  years  editing/ 

I  writing  experience  with  a  minimum  of 
3  years  in  a  gardening/harticulture 
publication.  Managerial  experience, 
preferred.  Horticulture/botany  degree 
:  preferred;  or  journalism  degree  with  sub¬ 
stantial  experience  and  knowledge  of 
I  flower  and  vegetable  gardening, 
i 

Location:  Corporate  Headquarters,  Des 
Moines,  Iowa  offering  short  commutes, 
a  creative  environment,  and  an  autstan- 
ding  benefits  package. 

Visit  our  Career  site  at 
www.meredith.com  for  more  informa¬ 
tion.  Send  cover  letter,  resume  writing 
samples  and  salary  history  in  con¬ 
fidence  to  D.  Neumann,  staffing  ser¬ 
vices,  Department  508EP,  Meredith  Cor- 
I  poration,  1716  Locust  Street,  Des 
1  Moines,  lA,  50309-3023.  Fax  (515) 
284-2958.  EOE 

I  MEREDITH  CORPORATION 


EDITORIAL  WRITER 

The  Greensboro  News  &  Record,  a 
1(X),000  daily  in  central  North  Caro¬ 
lina,  seeks  an  editarial  writer  who 
thinks  deeply,  reports  thoroughly,  and 
writes  powerfully.  This  writer  must  write 
passionately  and  with  humor,  knowing 
when  to  be  serious  and  when  to  be 
fun. 

This  writer  must  be  willing  ta  learn 
about  our  growing  community  and  its 
many  challenges  and  opportunities. 
This  writer  must  have  a  minimum  of  5 
years  journalism  experience;  strong 
research  skills,  and  the  ability  ta  work 
in  a  team-based  environment. 

Application  deadline:  July  2, 1 999 

Send  cover  letter  and  resume,  7  writing 
samples  (preferably  editorials  or  col¬ 
umns)  and  a  one-page  essay  'What 
an  Editarial  Page  should  be*  to  Allen 
Johnson,  editorial  page  editor.  News  & 
Record,  200  E.  Market  Street, 
Greensboro,  NC  27420. 

EDITORS,  REPORTERS,  SPORTS 
WRITERS,  SPORTS  EDITORS  &  PHOTO¬ 
GRAPHERS  needed  for  group  of  south- 
central/  southeast  Kentucky  newspa¬ 
pers.  Competitive  pay,  great  benefits, 
scenic  part  of  the  country.  Join  cnhi, 
America's  fastest-growing  newspaper 
company  in  one  of  the  nation's  most 
beautiful  places.  Interested  candidates 
should  send  resumes  and  clips  ta: 

R.  Michael  Johnson 
Commonweolth  Journal 
P.O.  Box  859 

Somerset,  KY  42502-0859 


Turley  Publications,  publishers  of 
'  several  award-winning,  weekly  news- 
[  papers  in  Western  Massachusetts, 
j  seeks  a  dynamic  and  talented  individ¬ 
ual  ta  take  the  reins  as  editor  of  a  suc- 
i  cessful  weekly  newspaper. 

I  Candidates  shauld  possess  outstanding 
!  editing  and  management  skills.  We  are 
I  looking  for  someone  who  will  guide  the 
i  team  at  this  1 1 1  -year-old,  fully 
paginated  newspaper  into  the  millen¬ 
nium  by  continuing  top-notch  coverage 
of  local  news  and  features  and  by 
bringing  national  and  state  issues 
home.  Knowledge  of  QuarkXPress, 
degree  in  journalism  preferred. 

Competitive  salary  and  outstanding 


Send  resume,  cover  letter,  three  clips  or 
samples  of  >Mork  as  an  editor  to: 

Pat  Turley,  Publisher 
Tudey  Publications 
24  Water  Street,  Palmer,  MA  01 069 


Your  communication 
link  to  the  newspaper 
industry  every 
week  since  1884. 
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HELP  WANTED 


_ EDfTORIAL _ 

EDUCATION  REPORTER 

The  Times-News,  a  family-owned 
newspaper  in  Erie,  PA  is  searching  for 
a  reporter  for  its  Learning  Team. 

We  wont  a  reporter  who  can  go 
beyond  meetings  and  press  releases  to 
tell  our  readers  how  our  schools  are 
working  and  how  graduates  are  faring 
in  the  workplace  and  in  higher  educa¬ 
tion.  We  want  somebody  who's  as 
skilled  at  deciphering  complex  school 
budgets  as  they  are  in  telling  our 
readers  how  education  affects  students, 
parents,  taxpayers  and  employers. 

Candidates  should  have  two  to  three 
years  daily  newspaper  experience,  not 
necessarily  on  an  education  beat.  We 
offer  a  competitive  compensation 
package  and  the  chance  to  have  an 
immediate  and  long-term  impact  on 
our  newspapers.  Please  send  a  letter 
detailing  your  background,  resume 
and  samples  of  your  best  work  to: 

Tony  Pasquale 
Times  Publishing  Company 
205  West  1 2th  Street 

Erie,  PA  16534 

(814)870-1712 

EXPERIENCED  NEWS  ARTIST  needed 
to  handle  graphics,  illustrations,  some 
special-section  design.  Requires 
Pnotoshop,  Illustrator,  Freehand  and 
QuarkXPress  experience.  Pay  and 
benefits  among  the  best  in  the  busi¬ 
ness.  Resume,  cover  letter,  work  sam¬ 
ples  to  Frank  Craig,  AME,  The  Blade, 
541  N.  Superior  Street,  Toledo,  OH 
43660.  (41 9)  724-61 63.  E-mail: 
fcraigQtheblade.com 

ExtraCheez.com  wvirw.extracheez.com 
the  leading  online  community  and 
resource  site  for  networking  pro¬ 
fessionals  with  over  1 5,000  members, 
is  looking  for  a  talented  technical 
editor/writer  to  drive  its  online  content 
including  news,  columns,  product 
announcements,  product  reviews,  trade 
show  coverage,  matures,  etc.  This  posi¬ 
tion  will  be  responsible  for  sourcing, 
writing,  and  editing  ExtraCheez.com's 
solutions  oriented  content,  and  attend¬ 
ing  leading  domestic  IT/networking 
trade  snows  and  events. 
ExtraCheez.com  users  are  serious 
networkers  in  need  of  hard-hitting, 
practical  information  that  will  help 
them  in  their  daily  roles  as  system 
engineers,  network  administrators  and 
consultants.  If  you  have  2  or  more 
years  experience  in  a  similar  editorial 
position  and  are  looking  for  a  chance 
to  create  the  ideal  resource  and 
information  site  for  networkers,  send 
'  your  resume  in  confidence,  including 
writing  samples,  salary  history,  and 
requirements  to  hrQkinetoscope.com 
Competitive  compensation  including 

(benefits  and  stock  options  for  qualified 
candidates. 


FINANCIAL,  nationally  recognized 
online  site,  www.financialweb.com/ 
corporote/employment.asp 


_ EDfTORIAL _ 

GREAT  PUBLISHER  needs  strong 
managing  editor  to  lead  5-day  daily 
newsroom  in  Zone  4.  Pay  in  the  $30s 
with  excellent  benefits,  opportunity  for 
advancement  to  publisher  within  grow¬ 
ing  company.  A  client  of  Paper  People, 
please  call  (91 8)  542-8861  or  E-mail: 

Jerry  Turner  at  jlumerQmmind.net 

HIGH  SCHOOL  SPORTS  WRITER 
WANTED 

The  Times-Picayune  is  seeking  a  high 
school  sports  writer.  Applicants  should 
have  1  -2  years  of  experience,  be  able 
to  write  good  'people'  stories,  work 
independently  and  be  a  thinker  who 
generates  enterprise  ideas.  If  you  are 
more  than  just  a  writer,  send  writing 
samples,  a  resume  and  references  to: 

Steve  Rocca,  Sports  Editor 
The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  701 25- 1 429 

An  Equal  Opportunity  Empbyer,  M/F 


ILLINOIS  AgriNews  has  a  full-time 
opening  for  a  Field  Editor  to  work  in 
LaSalle,  IL.  Seeking  experienced 
reporter,  recent  journalism  or 
agriculture  communication  graduate. 
Agriculture  background  desirable  but 
not  required.  Photo  experience  a  plus. 
Car  required.  Fox  or  mail  resume  and 
writing  samples  to  Warren  Pufahl, 
Illinois  AgriNews,  420  Second  Street, 
LaSalle,  IL  61301.  Fax:  (815)  223- 
5997.  E-mail:  agrinews@theramp.net 


XDtN  A  WINNER 

The  News-Sentinel,  a  48,000  Knight 
Ridder  daily,  is  looking  to  fill  two  key 
positions  in  its  1 1  -member,  APSE 
award-winnir,g  sports  department. 

COLLEGE  BEAT  WRITER  --  We  don't 
do  play-by-play.  We  grab  readers 
with  quality  writing  and  depth  of  cov¬ 
erage.  And  as  the  afternoon  paper  in 
a  two-paper  town,  we  give  our  beat 
writers  the  time  to  dig  for  angles  that 
others  miss  because  of  their  early 
deadlines.  We  want  our  next  college 
writer  to  cover  Indiana  and  Purdue 
with  a  distinctive  style.  Could  that  be 
you?  Well,  then  dazzle  us  with  clips 
that  show  your  flair  for  writing  and 
your  ability  to  report  on  gomes  without 
getting  bogged  down  in  play-by-play. 
This  is  our  highest  profile  beat  and  vre 
are  looking  for  someone  with  at  least 
2-3  years  of  experience  covering  col¬ 
lege  or  professional  sports. 

DEPUTY  SPORTS  EDITOR  -  An  experi¬ 
enced  leader  is  needed  to  oversee 
night  operations  and  manage  our  four- 
person  prep  staff.  We  put  a  heavy 
emphasis  on  high  school  coverage, 
publishing  a  12-page  PrepSports 
tabloid  and  several  speciality  pages 
each  week.  Candidates  should  have 
previaus  management  experience  and 
must  be  familiar  with  QuarkXPress. 

Interested  candidates  should  send  a 
resume  and  five  of  your  best  clips  (for 
writers)  or  sections  (for  editors)  to 
Richard  Griffis,  sports  editor.  The 
News-Sentinel,  600  West  Main  Street, 
Fort  Wayne,  IN  46802. 

An  Equal  Opportunity  Employer 


_ EDITORIAL _ 

LEAD  WRITER  FOR  high  school  sports 
at  The  Virginian-Pilot,  220,000  circula¬ 
tion  paper  with  45  schools  in  its  cov¬ 
erage  area.  Responsible  for  weekly 
and/or  daily  game  coverage,  writing 
feature  stories  leading  up  ta  games, 
writing  trend  stories  off  beat,  campiling 
statistics.  Team  player  needed.  Send 
resume  and  clips  to  Bottinto  Batts,  high 
school  sports  editor,  150  W.  Bram- 
blelon  Avenue,  Norfolk,  VA  23510. 

No  phone  calls,  please 


UBRARIAN 

Investor's  Business  Daily,  the  nation's 
fastest  growing  daily,  seeks  individual 
to  help  builcT  and  manage  a  new 
electronic  archive  and  other  newsroom 
resources  for  the  Los  Angeles-based 
paper.  Newspaper  or  magazine  expe¬ 
rience  required.  Should  be  familiar 
with  government  databases,  Lexis- 
Nexis,  the  Internet.  Fax  resume  to 
Susan  Warfel,  managing  editor,  at 
(310)  577-7350.  Please  call  (310) 
448-6373  to  confirm  receipt  of  fox. 

EDITORIAL 


_ EDITORIAL _ 

LOCAL  NEWS  ElXrOR 

Immediate  opening  for  a  skilled 
newsperson  to  direct  one  of  three 
teams  of  metro  reporters  at  the 
Pensacola  News  Journal  (60,000 
daily;  82,000  Sundav),  a  Gannet 
newspaper  located  on  Florida's  beauti¬ 
ful  Gulf  Coast.  Good  planning  and  line 
editing  skills  essential.  You  will  direct 
news  coverage,  enterprise  and  project 
work  and  most  importantly  help  lead 
our  newsroom,  coaching  reporters  and 
contributing  your  ideas  to  our  award¬ 
winning  coverage.  Send  resume,  cover 
letter  and  work  samples  to  Michael 
Ryan,  managing  editor,  Pensacola 
News  Journal,  P.O.  Elox  12710, 
Pensacola,  FL  32574.  The  News 
Journal  values  and  encourages 
workplace  diversity. 

Some  like  to  understood  what  they 
believe  in.  Others  like  to  believe  in  what 
they  understand 

Stanislaus  Lee 


EDITORIAL 


Newliines 

IS  GROWING  AND  IN  SEARCH  OF  EDITORS. 

New  Times  publishes  magazine-style  weekly 
newspapers  -  covering  local  news  and  features, 
restaurants  and  sports,  film  and  music  -  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San  Francisco, 

Los  Angeles,  Cleveland  and  St.  Louis.  Our  stories  inform 
and  entertain  readers,  provoke  strong  reactions,  and 
win  national  awards.  We  are  accepting  applications 
now  for  the  following  fulltime  editing  positions 
(the  interview  process  will  include  a  test): 

NUMfilNG  EDITOR 
PHOENIX  AND  HOUSTON 

This  position  requires  fine  writing  and  editing  skills  and 
the  ability  to  help  staffers  produce  superior  stories.  The 
managing  editor  also  supervises  the  day-tcKlay  operations  of 
the  editorial  department.  Houston  candidates  should 
have  a  strong  feature/ arts  background:  Phoenix  candidates 
should  be  well  grounded  in  news. 

ASSOGIXTE  EOITDR 
FT.  LAUDERDALE 

We  are  looking  for  an  editor  with  a  strong  news  background 
who  can  craft  a  compelling  narrative  and  work  well  with  writers. 

MUSIC  EDITOR 

LOS  ANGELES,  DENVER  AND  R.  LAUDERDALE 

This  job  entails  plannir^/ editing  a  music  section,  hiring  freelancers 
and  writing  a  local  music  column  as  well  as  non-music  features. 

New  Times  offers  competitive  salaries  and  benefits. 
Interested  candidates  should  send  cover  letter, 
resume  and  clips  to: 

Christine  Brennan 
-  Executive  Managing  Editor 
P.O.  Box  5970 
Denver.  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  wwwinewtlmes.com. 
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_ EDITORIAL _ 

MANAGING  EDITOR  FOR  NEWS 

New  Hampshire's  largest  newspapers 
seek  an  editor  with  supervisory  experi¬ 
ence  who  con  increase  readership  with 
coverage  that  is  lively,  accurate,  rele¬ 
vant  -  and  ahead  of  the  competition.  If 
you  have  a  hard-news  reporting  back¬ 
ground,  administrative  skills,  and  can 
help  a  talented  staff  produce  its  best 
work,  send  your  resume  and  clips  to: 

Human  Resources  Department 
Union  Leader  Corporation 
P.O.Box  9555 

Manchester,  NH  03108-9555 
Fax;  (603)  668-8920 


MANAGING  EDITOR 
Las  Vegos  Weekly,  an  alternative 
newsweekly  serving  southern  Nevada, 
is  seeking  a  strong  leader  with  a  pro¬ 
ven  track  record  in  managing  staff  and 
developing  editorial  direction.  Suc¬ 
cessful  candidate  will  have  strong  edit¬ 
ing  ability,  good  background  in 
features,  dining,  music  and  film  cov¬ 
erage  with  an  alternative  bent.  Stable 
company  offers  excellent  benefits 
package  with  401  |k)  plan.  Interested 
candidates  should  submit  resume, 
cover  letter,  clips  and  salary  require¬ 
ments  (in  confidence)  to  Bruce  Spo- 
Heson,  general  manager.  Las  Vegas 
Weekly,  820  S.  Valley  View  Blvd.,  Las 
Vegas,  NV  89107.  E-mail  inquiries  to: 
bruce®vegas.com 


NEWS  EDITOR:  Award-winning 
Mobridge  Tribune,  SD's  largest  weekly. 
Strong  writing,  photography  skills. 
$25,000  plus  Nil  benefit  package.  Call 
Larry  Atkinson,  (800)  594-941 8. 


NORTHWEST  20,000-CIRCULATION 
daily  is  looking  to  expand  its 
newsroom.  Potential  positions  from 
reporter  to  the  newsroom's  top  spot. 
Seeking  experienced  journalists  who 
can  add  energy,  innovation  and  lead¬ 
ership.  Ability  to  communicate,  work 
and  live  in  a  community  based  on  an 
outdoors  lifestyle  and  family  values 
essential.  Salaries  commensurate  with 
experience.  Send  cover  letter,  resume 
and  salary  history  to  Box  08850, 
Editor  &  Puolisher. 


_ EDITORIAL _ 

PAGE  DESIGNERS:  We're  looking  for 
2  page  designers  with  strong  editing 
skills  for  our  7-member  universal  desk. 
You'll  design  and  edit  news,  feature 
and  sports  pages  -  insides  and  covers. 
Strong  QuarkXPress  skills  needed; 
Freehand  and  Photoshop  experience 
preferred.  Salary  based  on  experience. 
Resume,  samples  to  Rick  Modewell, 
The  Herald  Bulletin,  P.O.  Box  1090, 
Anderson,  IN  4601 5. 


PHOTO  SUPERVISOR 

The  Times-News,  a  family-owned 
newspaper  in  Erie,  PA,  is  looking  for  a 
photo  supervisor  to  lead  and  supervise 
a  five-person  photo  staff. 

You'll  be  in  charge  of  making  recom¬ 
mendations  on  photo  decisions  for  our 
front  page,  local  page,  sports  and 
feature  photos.  You'll  also  play  a  lead¬ 
ing  role  as  we  make  the  transition  next 
year  from  producing  three  editions  a 
day  (two  afternoon  editions  and  one 
morning  edition)  to  a  morning-only 
paper.  We  are  looking  for  someone 
with  a  passion  for  news,  strong 
technical  skills  and  a  sharp  eye  for 
dramatic,  storytelling  photographs  and 
I  how  those  photos  will  play  on  the 
;  page. 

If  you  can  inspire  and  coach  your  staff 
and  work  collaboratively  with  editors 
and  reporters,  we'd  like  to  hear  from 
you.  We  offer  a  competitive  salary  and 
a  promise  that  Erie  is  a  great  place  on 
a  Great  Lake  to  make  great  photos. 
Send  work  samples,  and  tell  us  about 
your  experience  in  photography, 
picture  editing  and  management  in  a 
cover  letter  and  resume  to: 

Tony  Pasquale 
Times  Publishing  Company 
205  W.  12th  Street 
Erie,  PA  1 6534 


PHOTOXDURNAUST  NEEDED 
IN  RALEIGH-DURHAM,  NC 

The  News  &  Observer,  a  165,000 
daily  and  209,000  Sunday  paper  in 
the  booming  Triangle  region  of  North 
Carolina  is  looking  for  a  talented, 
motivated  and  project-driven  photo¬ 
journalist  to  fill  a  full-time  staff  position. 
We're  looking  for  someone  with  a 
unique  photographic  visian,  excellent 
journalistic  skills  and  a  desire  to  push 
the  visual  envelope.  The  successful 
applicant  will  have  a  minimum  of  five 
years  experience. 

Join  a  top  notch  staff  af  15  phota- 
iournalists,  three  picture  editors  and 
(our  digital  image  technicians  in  a 
department  that  is  moving  to  the  next 
level.  Looking  (or  a  great  newspaper  in 
a  great  place  to  live?  This  is  it!  Send 
resume,  references,  portfolio  and 
autobiography  telling  us  who  you  are, 
what  drives  you,  why  you're  a  photo- 
purnalist  and  what  you  want  in  your 
future  career  and  life  to: 

Bonnie  Jo  Mount 
Director  of  Photography 
The  News  &  Observer 
2 1 5  S.  McDowell  Street 
Raleigh,  NC  27601 


_ EDITORIAL _ 

POUCE  REPORTER 

Night  police  reporter  sought  for 
award-winning,  suburban  Chicago 
daily.  Send  oips,  resume  to  Karen 
Sorensen,  city  editor.  Herald  News, 
300  Caterpiller  Drive,  Jaliet,  IL  60436. 
Employment  contingent  upon  drug 
screening  results.  EOE 


PRO  SPORTS  OPPORTUNITY 

The  Star  Tribune  in  Minneapolis/St. 
Paul  has  an  opening  for  a  beat 
reporter  to  cover  the  Minnesota  Vik¬ 
ings.  To  qualify  for  this  position,  you 
must  have  pro  football  reporting  expe¬ 
rience  and  know  your  way  around  the 
NFL.  You  must  be  a  competitive 
reporter  with  ability  to  break  news. 
Responsibilities  include  training  camp, 
regular-season  and  postseason  games, 
daily  breaking  news,  business  and  con¬ 
tractual  matters,  features,  profiles, 
notes,  analysis,  off-field  news  and 
related  stories.  The  beat  also  includes 
coverage  of  the  NFL,  including  owners' 
meetings,  the  draft  and  postseason 
play. 

The  Star  Tribune,  an  equal  opportunity 
employer,  is  owned  by  McClatchy 
Newspapers  of  Sacramento,  Califor¬ 
nia.  It  is  the  1 6th  largest  daily  paper  in 
the  country  with  a  circulation  of 
400,027  and  the  1 3th  largest  Sunday 
paper  at  674,066.  The  370-person 
newsroom  staff  has  a  long-standing 
history  of  editorial  excellence  and 
award-winning  journalism,  including  a 
1990  Pulitzer  Prize  for  investigative 
reporting. 

To  apply,  send  a  letter  of  application, 
resume  and  clips  to: 

Brenda  Rotherham 
Recruiting  Coordinator 
Star  Tribune 
425  Portland  Avenue 
Minneapolis,  MN  55488 

Apply  by  Wednesday,  June  30 


REPORTER 

General  assignment  reporter  responsi¬ 
ble  for  news  and  feature  reporting 
assignments  as  needed  for  a  com¬ 
munity  daily  in  Los  Angeles  County  that 
delivers  a  robust  local  news  report. 
Candidate  must  have  a  B.A.  or 
equivalent  daily  experience  with  a  min¬ 
imum  of  two  years  reporting  experi¬ 
ence  preferred.  Will  interview  promis¬ 
ing  grads.  Send  responses  to  Antelope 
Valley  Press,  P.O.  Box  4050, 
Palmoole,  CA  93590-4050,  Attn; 
Personnel. 


REPORTER  FOR  SMALL,  top  CA  daily. 
Resume,  clips  to  Mark  Derry,  P.O.  Box 
22365,  Gilroy,  CA  95020  or  (408) 
842-2^6  or  editor@garlic.com 


REPORTER  WANTED:  3-year-old,  Ann 
Arbor,  Michigan-basra  Catholic 
newspaper  seeking  experienced 
reporter.  High  level  of  organizational 
skills,  initiative  and  strong  sense  of 
mission  required.  Knowledge  of  Win¬ 
dows  95  helpful.  Salary  dependent  on 
experience.  Submit  your  resume  and 
letter  of  intent  to  Credo  Newspapers, 
Attn:  Clare,  P.O.  Box  504,  Ann  Arbor, 
Ml  48 1 06  or  Fax  to  (734)  930-3 1 79. 


_ EDITORIAL _ 

REPORTERS  and  EDITORS  needed  at 
aggressive  Northern  Virginia  daily  in 
the  Media  General  chain.  Apply  to 
Ellen  Mitchell,  Potomac  News,  P.O. 
Box  2470,  Wo^bridge,  VA  22193. 


ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine- style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  (or 
news  writers  in  Miami,  Phoenix,  Ft. 
Lauderdale,  Cleveland,  St.  Louis, 
Denver  and  Dallas.  New  Times  is  com¬ 
mitted  to  building  a  diverse  workforce 
and  acknowledges  the  needs  of 
employees  with  young  families.  We 
offer  competitive  salaries  and  bene¬ 
fits... and  all  the  space  you  need  to  put 
the  news  in  perspective  and  tell  a  good 
story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 
Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  802 17 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


SAFARI  CLUB  INTERNATIONAL  seeks 
a  managing  editor  to  plan,  write,  and 
edit  its  prestigious  hunting  publications. 
Must  have  extensive  experience  and  a 
broad  knowledge  of  hunting.  Salary 
range  $45-55K.  Send  resume  to  Safori 
Magazine,  Human  Resources,  4800 
West  Gates  Pass  Road,  Tucson,  AZ 
85745. 


SIDE  DESK  POSITION  monthly  interna¬ 
tional  trade  publication  in  Zone  4. 
Copy-editing,  pagination,  production. 
Photoshop,  graphics  and  illustration 
skills.  Assist  with  special  prajects.  Fax 
resume  to  News  Editor 

(904)  79 1-8836  or 
E-mail  gburrows@shippers.cam 


When  you  have  got  an  elephant  by  the 
hind  legs  and  he  is  trying  to  run  away, 
it  is  best  to  let  him  run. 

Abraham  Lincoln 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 
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_ EDITORIAL _ 

SPORTS  COPY  EDITORS 
Los  Vegas  Review- Journal,  a  1 65,000 
circulation  morning  daily  serving  one 
of  the  fastest-growing  cities  in  the  coun¬ 
try,  is  seeking  sports  copy  editors  with 
strong  line-editing  abilities.  Minimum 
of  five  years  of  doily  newspaper  expe¬ 
rience  required.  Must  be  knowl¬ 
edgeable  about  sports  and  possess 
excellent  word  skills.  Must  have  com¬ 
plete  command  of  spelling,  grammar, 
punctuation,  capitalization,  and  AP 
style.  Must  be  able  to  spot  typos, 
factual  errors,  and  gaps  in  stories; 
write  clear,  concise  headlines;  and 
work  on  tight  deadlines.  Pagination 
experience  is  a  bonus.  Send  cover  let¬ 
ter,  resum6,  work  samples,  and 
references  to  Jim  Possum,  sports  editor, 
P.O.  Box  70,  Las  Vegas,  NV  89125- 
0070.  Please,  no  phone  calls.  EOE 


SPORTS  COPY  EDITOR 
We  are  a  200,000  circulation  Midwest 
daily  preparing  to  bulk  up  our 
weekend  sections.  We  need  someone 
who  is  creative  enough  in  page 
designing  to  draw  in  new  readers,  and 
tough  enough  to  be  demanding  with 
local  capy.  Full-page  composition 
experience  a  plus.  Great  city  to  raise  a 
family,  and  the  pay  and  benefits  are 
outstanding.  Send  resume  and  section 
samples  to  Box  08870,  Editor  &  Pub¬ 
lisher. 


SPORTS  DESIGNER 

The  Naples  Daily  News,  a  60K  daily 
on  Florida's  beautiful  southwest  coast, 
is  seeking  a  sports  page  designer  and 
copy  editor  who  can  make  our  sports 
pages  sing.  Send  resume,  clips  and 
names  and  telephone  numbers  of  3 
references  to  Bill  Blanton,  ME,  Naples 
Daily  News,  1075  Central  Avenue, 
Naples,  FL  34102.  E-mail: 

whblanlonOrKiplesnews.com 


SPORTS  EDITOR 

Perennial  APSE  Top  10  daily  seeks 
innovator  for  top  sports  post.  Talented, 
1 1  -person  staff  covers  preps  and 
NASCAR  like  a  blanket,  travels  with 
the  Orioles  and  Penn  State  football, 
and  generates  front-page  enterprise. 
43,000  AM  in  scenic,  growing  market 
50  miles  north  of  Baltimore.  Resume, 
clips  or  section  samples  to  Managing 
Editor,  York  Daily  Record,  P.O.  Box 
15122,  York,  PA  1 7405.  Check  us  out 
atwww.ydr.com  EOE 


_ EDITORIAL _ 

SPORTS  OPPORTUNITY  -  The  Sentinel, 
a  16,000  7-day  daily,  seeks  a  sports 
editor  to  lead  its  staff  of  3  full-timers 
and  6  part-timers.  The  paper  provides 
the  technology  and  space  for  excellent 
coverage  with  a  focus  on  preps,  Penn 
State  Football  ond  minor  league,  soc¬ 
cer,  baseball  and  hockey.  We  cover 
14  high  schools,  all  PSU  grid  games 
and  put  together  weekly  Football  and 
auto  racing  tabs  during  their  seasons 
and  publish  on  the  Web.  Strong 
copyediting  and  QuarkXPress  skills 
essential.  Management  experience  a 
plus.  Send  resume  and  non-returnable 
clips  to  Carol  Talley,  editor.  The  Sen¬ 
tinel,  P.O.  Box  130,  Carlisle,  PA 
17013.  Learn  more  about  us  and  our 
community  at  our  sites: 

www.cumberlink.com 

www.PSUFoolbailNews.com 


SPORTSWRITER  WANTED  for  crowing 
southern  Nevada  twice  weekly,  with 
plans  for  third  edition.  Experience  pre¬ 
ferred,  but  will  consider  recent  gradu¬ 
ate.  Send  resume  to  Hank  Bond, 
Pahrump  Valley  Times,  2160  E. 
Calvada  Blvd.,  Pahrurnp,  NV  89048. 

Fox  (775)  727-5309  or  E-mail  to 
hbond@pahrump.net 
Opening  is  immcidiale 


SPORTSWRITER:  Good  little  daily  in 
Sierra  foothills  needs  a  writer  to  cover 
preps,  the  outdoors  and  recreation 
sports.  (No  pros,  no  college.)  Recent 
grads  considered.  Send  your  three  best 
clips  and  a  letter  explaining  why  we 
should  hire  you  to  Mike  DeCicco, 
sports  editor.  The  Union,  1 1 464  Sutton 
Way,  Grass  Valley,  CA  95945  or: 

E-mail:  miked@theunion.com 


SPORTSWRITERS  sought  for  fully- 
funded  Web  start-up.  Looking  for 
creative  individuals  who  don't  just 
regurgitate  last  night's  box  score.  Reg¬ 
ular  work  available  for  freelancers  who 
con  deliver  on  a  daily  or  weekly  basis 
and  come  up  with  ancles  nobody  else 
thought  of.  E-mail  background  and  two 
writing  samples  to 

dpor1er@bsquared.com 


STATES  NEWS  SERVICE  in  Washing¬ 
ton,  D.C.  has  openings  for  five 
reporters  to  cover  the  states  in  the  capi¬ 
tal.  Enterprise  reporting  a  must.  Apply 
to  Editor,  States  News  Service,  1331 
Pennsylvania  Avenue,  NE,  Suite  524, 
Washington,  D.C.  20004.  EOE 
E-mail  edilor@states.com 


_ EDITORIAL _ 

THE  FLORIDA  TIMES-UNION  has 
several  openings  on  its  news  desk  for 
journalists  who  want  to  help  present  com¬ 
pelling  stories  to  readers,  want  to  work 
in  a  newsroom  that  will  soon  have  all 
the  best  next-generation  technology 
and  want  to  live  in  the  nicest  city  in 
Florida. 

■Assistant  News  Editor/Design  -  will 
coach  our  news  design  teams,  plan  our 
Sunday  Insight  section,  oversee  A-1, 
and  direct  newsroom  production.  Five 
years  experience  preferred,  with  a  min¬ 
imum  of  three  years  supervisory  expe¬ 
rience. 

•Senior  A-1  Designer  -  will  lead  our 
news  design  team  and  work  with 
reporters,  editors,  photographers  and 
graphic  artists  to  create  comprehen¬ 
sive,  thoughtful,  content-driven  front 
pages.  Three  years  design  and  copy 
editing  experience  preferred. 

•Senior  Copy  Desk  Chief  -  will  lead 
our  last-read  team  and  work  with  copy 
editors  to  improve  headlines  and  edit¬ 
ing  quality.  Five  years  experience  pre¬ 
ferred. 

•News  Designers  -  will  design  A-1 ,  B- 
1,  Insight  and  special  sections.  Two 
years  design  and  copy  editing  experi¬ 
ence  preferred. 

Send  letters,  work  samples  and 
references  to  Mike  Marino,  news 
editor,  P.O.  Box  1949,  Jacksonville,  FL 
3223 1  or  send  e-portfolios  to: 
gmmarino@aol.com 
We  are  a  DRUG  FREE  WORKPLACE 
EOE 


THE  GREENSBORO  NEWS  & 
RECORD,  an  award-winning  1 00,000 
daily  in  central  North  Carolina,  seeks  a 
general  assignment  features  reporter 
who  is  equally  adept  at  covering  hard 
news  and  producing  in-depth 
enterprise  stories.  If  you  can  juggle  a 
variety  of  assignments,  if  you  prefer  cov¬ 
ering  a  range  of  topics,  and  if  you 
thrive  in  a  team-based  environment 
that  gives  you  the  freedom  to  develop 
and  explore,  this  could  be  that  dream 
job  you've  been  looking  for.  We  prefer 
a  minimum  of  3  years  reporting  expe¬ 
rience  and  a  solid  writing  portfolio. 
Send  resume,  cover  letter,  and  1 0  writ¬ 
ing  samples  to  Carla  Bagley,  features 
editor.  News  &  Record,  200  E.  Market 
Street,  Greensboro,  NC  27401 .  No 
calls  or  faxes,  please. 

THE  LOWELL  SUN,  a  54,000  circula¬ 
tion  daily  located  35  miles  north  of 
Boston,  is  seeking  an  experienced  copy 
editor  who  exercises  good  news  judg¬ 
ment  and  values  teamwork.  Copy 
editor  must  enjoy  editing  process,  from 
working  const^tively  with  reporters  to 
writing  compelling  headlines  and 
designing  quality  news  pages.  Pagina¬ 
tion  skills  preferred.  Weekly  salary  is 
$772.  Excellent  low-cost  health  insur¬ 
ance  and  dental  plans  available.  Send 
resume  to  James  H.  Campanini,  asso¬ 
ciate  editor  News  &  Operations,  Lowell 
Sun,  P.O.  Box  1477,  15  Kearney 
Square,  Lowell,  MA  01 852. 


_ EDITORIAL _ 

THE  NORWALK  REFLECTOR,  a  grow¬ 
ing  (9,100  circulation)  daily  newspa¬ 
per  in  North  Central  Ohia,  has  open¬ 
ings  for  two  newsroom  professionals. 
Narwalk  is  located  just  1 0  miles  from 
j  Lake  Erie  tourist  attractions  and  only  an 
I  hour  from  Cleveland.  It  has  excellent 
schools  and  safe,  pleasant  neighbor¬ 
hoods.  The  newspaper  is  family-owned 
and  offers  an  excellent  benefits  program. 
Both  the  publisher  and  managing  editor 
are  seasoned  newsroom  veterans. 

REPORTER  -  We  need  a  solid  writer 
with  interest  in  depth  reporting.  The 
emphasis  is  on  local  news.  Reliable 
veteran  is  our  first  choice  but  we'll 
listen  to  a  promising  beginner. 

PHOTOJOURNALIST  -  We  need  a 
person  with  a  nose  for  news  that  loves 
to  see  his  or  her  work  on  Page  1  every 
j  day.  We're  electronic  and  we  paginate 
I  but  we  don't  need  a  cyber-junkie.  We 
1  need  a  shooter  —  one  who  can  also 
write  a  solid  cutline. 

To  apply,  send  resume  and  letter  of 
application  to  Bette  Pearce,  managing 
editor,  Norwalk  Reflector,  P.O.  Box 
71,  Norwalk,  OH  44857.  Fax  (419) 
668-2424.  E-mail: 

pearce@goreflector.com  Visit  our 
web  site  at  www.norwalkreflector.com 
I  Equal  Opportunity  Employer 

I  THE  ORANGE  LEADER,  a  10,000 
circulation  doily,  has  immediate  open¬ 
ings  for  copy  editor,  news  reporter  and 
sports  writer.  Send  resume,  references, 
samples  of  work  to  Editor,  The  Orange 
Leader,  P.O.  Box  1028,  Orange,  TX 
77631;  Fax  (409)  883-6342. 

Phone  (409)  883-3571 


THE  PADUCAH  (KY)  SUN,  the  flagship 
newspaper  of  family  owned  Paxton 
Media  Group,  is  seeking  an  experi¬ 
enced  news  copy  editor.  The  Sun  is  a 
31 ,000-circulation,  7-day  AM  with  sub¬ 
scribers  in  17  western  Kentucky  and 
southern  Illinois  counties.  Position 
requires  steadfast  commitment  to 
defense  of  the  language;  ability  and 
willingness  to  rewrite  uninspired  or  dis¬ 
jointed  copy;  and  proven  news  judg¬ 
ment.  Some  basic  pagination  work  on 
a  DTI  editorial  system  required.  Train¬ 
ing  provided.  Pay  based  on  experi¬ 
ence.  The  company,  which  operates  25 
daily  newspapers  in  nine  states,  offers 
pension  AND  company- matched 
401  (k);  health,  other  benefits;  and 
opportunities  for  professional  advance¬ 
ment.  Send  resumes  to  Executive  Editor 
Karl  Harrison,  The  Paducah  Sun,  408 
Kentucky  Avenue,  Paducah,  KY 
42001. 


THE  ST.  JOSEPH  NEWS-PRESS,  an 
award-winning  newspaper  in  North¬ 
west  Missouri,  is  hunting  for  an 
agriculture  reporter.  The  desired  can¬ 
didate  will  be  familiar  with  agricultural 
issues  in  the  Midwest  and  will  have  a 
familiarity  with  the  hog  industry.  Can¬ 
didates  should  have  two  years  experi¬ 
ence,  though  talented  beginners  will  be 
considered.  Send  a  resume  with  eight 
clips  to  Robyn  Davis,  business  editor, 
St.  Joseph  News-Press,  P.O.  Box  29, 
St.  Joseph,  MO  64502. 


ffiJW  IIMIPLOYMINT  AID)  CATIEdSOEY 

FROM  EDITOR  «  PUBLISHER: 


For  entry  level  &  early  experience  (1-2  years)  jobs 
PRINT  &  ONLINE  POSTING 

Help  Wanted  $4.00  per  line  Postions  Wanted  $2.00  per  line 
-Call  Hazel  today  about  the  best  industry  value  for  entry-level 
recruitment  advertising!!- 
{and  ask  about  our  new  Career  Guide) 


hazelpQmediainfo.com  Phone  (212)  675-4380  ext  171 
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HELP  WANTED 


_ EDITORIAL _ 

TOP  BUSINESS  XXJRNAL  SEEKS  ME 
Atlanta  Business  Chronicle,  named  one 
of  the  five  best  business  weeklies  by  the 
Society  of  Business  Editors  and 
Writers,  is  looking  for  o  top-notch 
managing  editor  with  great  writing 
skills,  strong  news  judgment,  manage¬ 
ment  experience  and  desire  to  coach 
and  train  reporters  in  a  highly  com¬ 
petitive  environment.  Send  resumes  to 
Atlanta  Business  Chronicle,  1801 
Peachtree  Street,  Atlanta,  GA  30309. 


WANTED:  Government-political  reporter 
to  join  three-person  team  on  a  35,000 
daily  that  covers  politics  and  government 
on  all  levels  from  a  twin  city  divided  by  a 
state  line.  Candidates  should  have 
experience  academically  or  profes¬ 
sionally.  Send  resume,  clips  to  Ethel 
Channon,  Texarkana  Gazette,  P.O.  Box 
62 1 ,  Texarkana,  TX  75504. 


WANTED:  Sports  writer  to  cover  high 
school  sports  scene  for  the  Fairbanks 
Daily  News-Miner.  Job  includes  gather¬ 
ing  information  to  write  previews, 
game  stories  and  features  for  six  major 
schools  and  many  as  20  smaller 
schools.  Organize  info  and  stats  for 
weekly  prep  poge.  Assists  in  coverage 
of  other  sports  events.  Must  be  able  to 
communicate  well,  hove  solid  writing 
skills  and  a  good  sense  of  humor.  Send 
resume  and  clips  to  Bob  Eley,  sports 
editor,  Fairbanks  Daily  News-Miner, 
P.O.  Box  70710  Fairbanks,  AK 
99707-0710  by  June  25. 


ENTRY  LEVEL 


_ EDITORIAL _ 

WFIEN  IT  COMES  to  reporting  and 
writing,  our  favorite  words  include: 
impartiality,  diligence  and  panache. 
We  seek  freelance  carrespondents  with 
parallel  skills  and  commitments.  Cover 
education  for  an  international  newslet¬ 
ter  with  high  standards.  Competitive 
rates.  Immediate  assignments  if  you 
qualify.  Send  3  clips,  cover  letter  plus 
resume  to  P.O.  Box  568,  Floral  Pork, 
NY  11002-0568. _ 

WRITERS/EDITORS 

SENIOR  GARDEN  EDITOR 

Meredith  Corporation's  Special  Interest 
Publications  (SIP)  Group  seeks  on 
experienced,  creative  writer  to  plan 
and  produce,  among  others,  issues  of 
Garden  Ideas  and  Outdoor  Living.  Posi¬ 
tion  requires  a  B.S.  in  botany/ 
harticulture  or  substantial  career  expe¬ 
rience  and  a  minimum  of  6  years  writ¬ 
ing/editing  experience  including  1 
year  with  a  garden/horticulture  pub¬ 
lication. 

Location:  Corporate  Headquarters,  Des 
Moines,  lA.  Visit  our  www.meredith.com 
Career  Site  for  more  information  on  this 
opportunity.  Send  cover  letter,  resume  and 
writing  samples  with  salary  history  in  con¬ 
fidence  to  D.  Neumann,  Staffing  Ser¬ 
vices,  Department  509EP,  Meredith  Cor¬ 
poration,  1716  Locust  Street,  Des 
Moines,  lA  50309-3023. 

Fax  (51 5)  284-2958 

EOE 

MEREDITH  CORPORATION 


ENTRY  LEVEL 
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The  Sun  Publications  division  of  Copley  Newspapers 

has  openings  at  its  suburban  Chicago  locations.  As  our  award¬ 
winning,  exciting  community  publication  groi  p  expands,  we 
need  innovative  and  creative  journalists  to  be  part  of  the  team. 
Positions  include: 

•REPORTERS:  We  are  seeking  aggressive,  idea  generating 
individuals  with  the  ability  to  develop  both  feature  and  issue- 
based  news  stories. 

•COPY  EDITORS:  Candidates  should  have  demonstrated 
skill  in  copy  editing  and  headline  writing,  be  proficient  in  AP 
style,  grammar,  punctuation  and  word  usage. 

•DESIGNERS:  Candidates  should  have  a  high  level  of  design 
and  technical  ability  along  with  the  willingness  to  learn. 

In  return,  we  offer  a  competitive  salary  and  benefits  package 
including  medical,  dental,  401  (k)  and  more.  Interested 
candidates  should  submit  rbsum^  and  work  samples  to: 

Sun  Publications 

HR  Department/EP  ^  ^  ^ 

1 500  W.  Ogden  Avenue  |  |  | 

Naperville, IL 60540  J  J|^ 

EOE  Publications 
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_ EDITORIAL _ 

WRITERS/EDITORS 

Meredith  Corporation's  Special  Interest 
Publications  (SIP)  Group  seeks  the 
following  experienced  professionals: 

SENIOR  GARDEN  EDITOR 

Creative  Writer  to  plan  and  produce, 
among  others,  issues  of  Garden  Ideas 
and  Outdoor  living.  Position  requires  a 
B.S.  in  Botany/Horticulture  or  substan¬ 
tial  career  experience  and  a  minimum 
of  6  years'  writing/editing  experience, 
including  1  year  with  a  garden/horti¬ 
culture  publication.  Dept.  509EP. 

EDITORIAL  MANAGER 
GARDENINGS.  FOOD 

Editorial  Manager  to  coordinate  the 
operations  of  the  SIP  Gardening/Food 
groups  and  plan  and  produce  2 
annual  flower  gardening  titles.  Position 
required  8-f  years'  editing/writing 
experience  with  a  minimum  of  3  years 
in  a  gardening/horticulture  pub¬ 
lication.  Managerial  experience  pre¬ 
ferred.  Hortkulture/botany  degree  pre¬ 
ferred;  or  journalism  degree  with  subs¬ 
tantial  experience  and  knowledge  of 
flower  and  vegetable  gardening.  Dept. 
508EP. 

Location:  Corporate  Headquarters,  Des 
Moines,  Iowa  which  offers  short  com¬ 
mutes,  o  creative  environment,  and  an 
outstanding  benefits  package. 

Visit  our  Career  site  at 

www.meredith.com 
for  more  information. 

Send  cover  letter,  (indicating  Depart¬ 
ment  number  of  position  of  interest) 
resume,  writing  samples  and  salary  his¬ 
tory  in  confidence  to  D.  Neumann,  Staf¬ 
fing  Services,  Meredith  Corporation, 
1716  Locust  Street,  Des  Moines,  lA 
50309-3023;  Fax:  (51 5)  284-2958. 

EOE 

MEREDITH  CORPORATION 


_ ENTRY  LEVEL _ 

COPY  EDITOR  -  Mid-Michigan  daily 
seeks  an  energetic  addition  to  its  six- 
member  copy/design  desk.  Knowledge 
of  QuarkXPress  a  must.  Qualified  can¬ 
didate  must  have  a  college  degree. 
Prefer  some  newsroom  experience.  Com¬ 
petitive  salary  and  benefits  with  the 
Booth  Newspapers  graup  in  Michigan. 
Equal  Opportunity  Employer.  Send  a 
resume  with  names  and  phone  num¬ 
bers  of  three  references,  and  samples 
of  your  best  copy-desk  work,  by  July  2 
to  Tom  Limmer,  news  editor,  Jackson 
Citizen  Patriot,  214  S.  Jackson  Street, 
Jackson,  Ml  49201-2282.  No  phone 
calls,  please. 


EDITOR  NEEDED.  Will  consider  col¬ 
lege  journalism  graduate.  Russell  Daily 
(Kansas)  News  67665.  Allan  Evans, 
publisher. 

(785)483-2118 


_ ENTRY-LEVEL _ 

ILLINOIS  AgriNews  has  a  full-time 
opening  for  a  Field  Editor  to  work  in 
LaSalle,  IL.  Seeking  experienced 
reporter,  recent  journalism  or 
agriculture  communication  graduate. 
Agriculture  background  desirable  but 
not  required.  Photo  experience  a  plus. 
Car  required.  Fax  or  mail  resume  and 
writing  samples  to  Worren  Pufahl, 
Illinois  AgriNews,  420  Second  Street, 
LaSalle,  IL  61301.  Fax:  (815)  223- 
5997.  E-mail:  agrinews@theramp.net 

SPORTSWRITER  WANTED  for  growing 
southern  Nevada  twice  weekly,  with 
plans  for  third  edition.  Experience  pre¬ 
ferred,  but  will  consider  recent  gradu¬ 
ate.  Send  resume  to  Hank  Bond, 
Pahrump  Valley  Times,  2160  E. 
Calvada  Blvd.,  Pahrump,  NV  89048. 

Fox  (775)  727-5309  or  E-mail  to 
hbond@pahrump.net 
Opening  is  immediate 

THE  PEKIN  DAILY  TIMES,  an  award¬ 
winning  15,000  six-day  Zone  5  doily 
near  Peoria,  IL,  needs  two  reporters 
and  an  assistant  city  editor.  We  seek 
highly-motivated,  detail-oriented  peo¬ 
ple  with  excellent  grammar  and 
punctuation  skills.  Reporters  are 
needed  to  cover  the  local  police  and 
,  courts  beat  and  a  beat  that  covers  local 
I  agriculture,  business  and  county  gov- 
I  ernment.  Our  new  assistant  city  editor 
will  handle  wire  copy  and  proofread- 
I  ing,  be  responsible  for  handling 
I  electronic  downloads  and  maintain  the 
I  newspaper's  Web  site.  Applicants  may 
I  be  recent  graduates  or  veteran 
journalists.  Superior  English  and  writ¬ 
ing  skills  are  a  must.  A  Master's 
degree  in  journalism  or  related  field  is 
pr^rred.  Send  resume,  writing  sam- 
!  pies  and  salary  reauirements  to  Editor 
I  Joel  Steinfeldt,  Daily  Times,  P.O.  Box 
i  430,  Pekin,  IL61555. _ 

INFORMATION  SYSTEMS 

!  EDITORIAL  SYSTEMS 

I  ADMINISTRATOR/TECHNICIAN 
I  Investor's  Business  Daily,  the  nation's 
I  fastest  growing  daily,  seeks  individual 
I  with  computer  hardware  experience 
I  and  understanding  of  newspaper 
editorial  front-end  and  pagination 
I  systems,  as  the  L.A.  basecT  paper 
I  upgrades  to  state-of-the-art  technology. 

'  Knowledge  of  Unix,  Windows  NT/95 
;  reauired.  Orocle  and  Internet  a  plus, 
j  Will  need  to  troubleshoot  problems; 
add/change  system  users;  create  and 
test  formats  and  newspaper  design 
j  changes;  and  coordinate  between 
I  editorial,  prepress  and  technical 
I  departments.  Fax  resume  to  Susan 
Warfel,  managing  editor,  (310)  577- 
7350.  Please  call  (310)  448-6373  to 
confirm  receipt  of  fax. _ 

MID-WEST  newspaper  group  is  seek¬ 
ing  a  Group  Systems  Manager. 
Responsibilities  will  include  direct 
supervision  of  an  IT  staff,  coordination 
of  business  system  operations  at  multi¬ 
ple  locations  including  installations, 
training  and  ongoing  user  support  in 
unison  with  various  system  vendors. 

Our  group  is  committed  to  adding 
value  to  our  business  through  con¬ 
tinuous  team-oriented  work  environ¬ 
ment.  We're  an  above-average 
employer  looking  for  above-average 
people.  Salary  commensurate  with 
experience,  profit  sharing,  401  (k), 
mraical,  dental,  life,  LTD,  and  vaca¬ 
tion. 

Please  forward  resume  and  cover  let¬ 
ter,  including  salary  history  to  Box 
i  08848,  Editor  &  Publisher. 
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DLASSiFlEO  _ 


HELP  WANTED 


INFORMATION  SYSTEMS 

ASSISTANT  UNIX  ADMINISTRATOR 

SCHEDULE:  M-F  9:30  a.m.-5:30  p,m, 

SALARY:  Commensurate  with  experi¬ 
ence 

We're  looking  for  o  full-time  super- 
duper  UNIX/^loris/Sybose  GURU  to 
help  take  core  of  our  databases  and 
Sun  hardware  used  to  produce  a  daily 
newspaper!  Rarely  a  dull  moment!  A 
chance  to  learn  lots! 

This  position  assists  Administrator  with 
critical  duties  in  UNIX  systems  adminis¬ 
tration,  Sybase  database  administra¬ 
tion  and  network  infrastructure  design 
and  implementation  os  they  relate  to 
UNIX  in  a  Sun  high-availability  environ¬ 
ment.  This  includes: 

•Monitoring  and  troubleshooting 
databases  and  systems  in  a  high- 
pressure,  deadline-oriented  environ¬ 
ment 

•Creation  and  modification  of  user 
logons 

•Coordination  of  outside  support 
•Installation  of  new  UNI)(-based  and 
Sybase  systems  and  new/ updated 
applications  sofhware 
•Documenting  software  bugs  and 
determining  corrective  action 
•Monitoring  of  server  and  database 
usage  and  capacity,  and  management 
of  resources  accordingly 
•Reconfiguring  of  databases  as 
needed 

•Supervision  of  backup  procedures 
•Minor  hardwore  setup  and  recon¬ 
figuration 

•Configuration  of  external  disk  storage 
units  and  file  systems 
•After-hours  support  for  critical 
systems  involved  in  the  production  of 
the  newspaper 

REQUIREMENTS: 

•3-5  years  experience  as  a  system 
administrator  using  Solaris  2.x 
•Experience  as  a  relational  database 
administrator,  preferably  Sybase 
•Ability  to  write  Shell  and  Perl  scripts 
•Ability  to  write  short  SQL  programs 
or  scripts 

•Demonstrated  troubleshooting  and 
problem  solving  skills 
•Excellent  written,  oral  and  electronic 
communication  skills 
•Excellent  project  monogement  skills 
•Ability  to  work  well  with  users  with 
varying  levels  of  knowledge 
•Ability  to  operate  well  in  a  fast- 
paced,  interrupt-driven  environment 
•Customer  support  mindset 
•Outstanding  team  attitude 


EXCELLENT  BENEFITS 
Plus  you  get  to  live  and  work  in  Aus- 
tin-consistently  ranked  one  of  the  best 
places  in  the  country  to  live! 

REPLY  TO: 

Austin  American-Statesman 
Esther  Terrazas 
Recruitment  Coordinator 
305  S.  Congress  Avenue 
Austin,  TX  78704 
or  E-mail  rmume  to: 
oa-sjobs@statesman.com 


_ MAILROOM _ 

AAANUFACTURING 

SUPERVISOR 

The  Times  Newspaper  is  seeking  a 
Manufacturing  Supervisor  with 
mechanical  aptitude  to  manage  and 
supervise  our  Night  Packaging 
Department  operation.  Hours  are  10 
p.m.  to  6  a.m.  Candidates  should  have 
previous  manufacturing  management 
experience  and  the  ability  to  supervise 
and  work  with  a  large  production  staff. 
Willing  to  train  the  right  individual. 

The  position  requires  an  individual  with 
strong  leadership  and  excellent  orga¬ 
nizational  and  communication  skills. 
Must  also  be  able  to  meet  deadlines 
and  maintain  a  clean,  safe  work 
environment. 


We  offer  a  competitive  salary  and 
benefits  package.  Pre-employment 
physical  which  includes  drug  screen 
prerequisite  for  employment.  For  con¬ 
sideration,  please  send  resume  and 
salary  history  to: 

Personnel 
THE  TIMES 
500  Perry  Street 
P.O.Box  847 
Trenton,  NJ  08605-0847 

An  Equal  Opportunity  Employer 

PRESSROOM 


ASSISTANT  PRESSROOM  FOREMAN 

The  Milwaukee  Journal  Sentinel,  Wisconsin's  largest  daily 
newspaper,  has  an  opening  for  an  Assistant  Pressroom  Foreman  to 
share  the  responsibility  for  all  pressroom  operations,  including 
maintenance  functions,  with  the  pressroom  management  team.  The 
successful  candidate  must  bring  a  high  energy  level,  be  strongly 
motivated  and  demonstrate  initiative.  This  individual  will  have  strong 
leadership  skills  and  the  ability  to  successfully  manage  change  in  a 
department  of  140  full-time  and  part-time  employees.  In  addition, 
they  must  support  the  superintendent  in  keeping  the  department  on  a 
continuous  road  of  improvement  on  several  levels,  including;  quality 
of  product,  employee  relations,  customer  service,  workplace 
efficiency  and  cost  containment. 

The  qualified  candidate  will  have  a  minimum  of  four  (4)  years  of 
pressroom  supervisory  experience  on  web  offset,  double-width 
presses. 

The  Milwaukee  Journal  Sentinel  Inc.  is  one  of  seven  subsidiaries  that 
make  up  Journal  Communications  Inc.,  an  employee-owned 
diversified  communications  company.  We  offer  a  competitive  wage 
and  comprehensive  benefits  package,  including:  Stock-ownership, 
health,  dental,  vision,  401  (k),  pension  plan  and  tuition  reimbursement. 

Please  forward  resume  and  salary  expectations  to: 


Attn;  Human  Resources 
333  W.  State  Street,  Milwaukee,  Wl  53203 
Fax:  (414)  224-2897 

Journal  Sentinel  Inc.  is  an  Equal  Opportunity  Employer 
Supporting  Diversity  in  the  Workplace 


INFORMATION  SYSTEMS 

MISDIREaOR 

A  strong  newspaper  Company  in  Zone 
2  is  looking  for  a  MIS  professional, 
with  a  minimum  of  5  years  newspaper 
technical  and  managing  experience. 
This  is  a  multi-site  networked  pub¬ 
lishing  systems  for  Advertising,  Circula¬ 
tion,  Editorial,  Finance  and  Production. 
Candidates  must  be  experienced  in  MS 
Word  and  QuarkXPress  and  have 
extensive  knowledge  of  Novel  and  NT 
networking.  Experience  with  GEAC 
(Collier  Jackson),  VAX  and  other  soft¬ 
ware  packages  very  beneficial.  The 
ideal  candidate  will  possess  excellent 
verbal  and  written  communication 
skills.  We  offer  a  competitive  wage 
and  comprehensive  benefit  package 
including  health,  dental  benefits, 
401  (k)  and  paid  vacations.  Please 
forward  resume  and  letter  of  interest  to 
Box  08851 ,  Editor  &  Publisher. 

MAILROOM 


MAILROOM  FOREMAN 

Mailroom  foreman  needed  for  Zone  2 
seven  day  daily  with  35,000  circula¬ 
tion.  We  need  a  professional  with 
strong  organizational  and  mechanical 
skills.  Must  be  able  to  assess  personnel, 
and  make  needed  changes  to  build  a 
strong  future  staff.  Must  have  strong 
background  in  planning,  training, 
budget  and  deadline  adherence.  Expe¬ 
rience  with  Muller-Martini  inserters  a 
plus.  Send  replies  to  Box  08860,  Editor 
&  Publisher. 

PRESSROOM 


_ MARKETING _ 

MARKETING  AND  PROMOTIONS 

The  Wyoming  Tribune-Eagle  Is  looking 
for  a  Marketing  and  Promotions  Man¬ 
ager  to  help  us  take  our  company  to 
the  next  level.  This  individual  must  be 
creative,  self-directed  and  willing  to 
take  risks  and  explore  new  and 
innovative  ways  to  promote  our  orga¬ 
nization.  Our  new  Marketing  and  Pro¬ 
motions  Manager  must  be  able  to  plan, 
negotiate,  appraise,  measure  and 
present  all  aspects  of  a  marketing  plan 
and  promotional  opportunities.  Knowl¬ 
edge  of  QuarkXPress,  PhotoShop, 
Word  and  Excel  or  similar  is  a  plus. 
Pay  in  the  high  $30's  to  mid-$40's 
depending  upon  qualifications.  Send 
resume  and  cover  letter  stating 
qualifications,  experience  and  salary 
history  to  Scott  Walker,  VP  Marketing 
and  Operations,  Wyoming  Tribune- 
Eagle,  702  W.  Lincolnway,  Cheyenne, 
WY  82001  or  E-mail 

scotl@wyomingnews.com 


SALES  MARKETING  MANAGER 

Leadership  opportunity.  $10,000,000 
Zone  1  publishing  company,  plans  to 
double  in  size.  Interested  in  investing  in 
proven  sales  marketing  leader.  Proven 
record  a  must.  Send  cover  letter, 
income  history  and  resume  to  Box 
08858,  Editor  &  Publisher. 

NEW  MEDIA 

WRmNGFORTHEWEB 
ASSISTANT  DIREaOR/ELECTRONIC 
COMMUNICATIONS 
CENTRAL  MICHIGAN  UNIVERSITY 

College  of  Extended  Learning. 
Responsible  for  creating  and  devd- 
oping  all  CEL  promotional  electronic 
communications,  including  but  not 
limited  to  the  official  CEL  home  pages, 
electronic  newsletters,  web  versions  ofj 
student  and  alumni  publications,  web' 
versions  of  brochures.  Minimum: 
qualifications  include  a  Bachelor's| 
degree  in  English,  journalism,  commu-| 
nications  or  related  discipline;  three' 
years  of  experience  in  writing/ editing 
print  publications  and  one  year  expe¬ 
rience  in  web  content  and  page  devel¬ 
opment;  demonstrated  ability  to  use 
desktop  publishing  and  web  construc¬ 
tion  software;  demonstrate  positive 
interpersonal  skills;  ability  to  handle 
multiple  projects  and  meet  simulta¬ 
neous  deadlines;  and  ability  to  com¬ 
municate  effectively  and  project  a  posi¬ 
tive  image.  Please  submit  application 
letter,  non-returnoble  writing  samples, 
resume  and  names  of  three  references 
to  Susan  Hunter,  director/marketing 
and  communications.  College  or 
Extended  Learning,  CEL  Narth,  Central 
Michigan  University,  Mount  Pleasant. 
Ml  48859.  Review  of  applications  will 
begin  immediately  and  will  continue 
until  the  position  is  h'lled.  Those  who 
have  previously  applied  need  not 
reapply.  CMU  provides  flexible  bene¬ 
fits,  an  excellent  retirement  program 
witn  tax  deferred  investment  options, 
tuition  waiver  for  employee  and  tomily, 
and  competitive  salaries  in  an  environ¬ 
ment  committed  to  excellence  and 
customer  service.  CMU,  an  AA/EO 
institution,  is  strongly  and  actively  com¬ 
mitted  to  increasing  diversity  within  its 
community.  See: 

www.cmich.edu/aaeo.html 
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CLASSIFIED 


HELP  WANTED 


_ PREPRESS _ 

PREPRESS  MANAGER 

For  a  weekly  newspaper  group  in  Zone 
2.  Seeking  a  proven  leader  to  direct  a 
staff  of  4  in  ad  production,  layout, 
creative  services,  digital  ad  reception 
and  pagination.  Requires  thorough 
knowledge  of  Mac  applications, 
(QuarkXPress,  Photoshop)  strong 
communication  skills  and  quality 
assurance.  Must  have  the  ability  to  jug¬ 
gle  interactivity  with  several  satellite 
locations  on  deadline.  Minimum  1-3 
years  of  management  experience  pre¬ 
ferred.  We  offer  competitive  compensa¬ 
tion  and  a  comprehensive  benefits 
package.  Qualified  candidates  send 
resume  and  salary  history  to  Box 
08868,  Editor  &  Publisher. 


PREPRESS  MANAGER:  Daily  Record, 
5,600  circulation,  six  day  a  week 
newspaper,  seeks  team  player  to  main¬ 
tain  Mac  software/hardware,  oversee 
web  site  and  pagination  process.  Send 
resum6  to  Bill  Kunerth,  Daily  Record, 
401  N.  Main  Street,  Ellensburg,  WA 
98926.  Or  E-mail  to: 

bkunerlh@kvnews.com 


_ PRESSROOM _ 

PRESSROOM  FOREMAN 

Press  foreman  needed  for  Zone  2 
seven  day  daily  with  35,000  circula¬ 
tion.  Successful  applicant  should  have 
ability  to  expand  on  already  high  qual¬ 
ity  standards  of  this  newspaper.  Must 
have  proven  track  record  for  training, 
planning,  maintenance,  organizational 
skills,  and  deadline  adherence.  We  are 
looking  for  a  motivator  and  team 
player  vdio  con  lead  this  department 
into  the  new  millennium.  Experience  on 
Goss  Urbonite  presses  a  must.  Reply  to 
Box  08862,  Editor  &  Publisher. 


_ PRESSROOM _ 

PRESS  OPERATORS 

Experienced  Goss  Offset  newspaper 
press  operators  needed  at  Denver's 
fastest  growing  newspaper.  Seven 
years  of  double-width  experience  with 
preference  to  applicants  with  ColoHiner 
operator  experience.  State-of-the-art, 
7-year-old,  all  ColoHiner  facility.  We 
offer  a  competitive  salary  and  benefits 
package.  Great  place  to  work  with 
G.C.I.U.  contract.  Located  30  minutes 
away  from  Rocky  Mountain  recrea¬ 
tional  areas  offering  skiing,  hiking,  hun¬ 
ting  and  fishing. 

Interested  candidates  please  send 
resum6  to: 

Human  Resources  -  Cindy  Uribe 
Denver  Rocky  Mountain  News 

400  W.  Colfax  Avenue 
Denver,  CO  80204 

PRESSROOM  STAFF  AND  MANAGER 

Prescott  Newspapers,  Inc.  hos  open¬ 
ings  for  experienced  commercial  open 
web  press  operators  and  assistant  pro¬ 
duction  manager.  Able  to  work  nights, 
weekends  and  holidays.  Exc^lent 
benefits  and  new  1 6  unit  Goss  press. 
Mail  resume  or  Fax  to  (520)  777- 
8625,  PNI,  P.O.  Box  31 2,  Prescott,  AZ 
86302.  PNI  isE.O.E. 

PRODUCnON/TECH 

PRESSROOM  SUPERVISOR 
Responsibilities  include  supervising 
press  crew;  maintaining  print  quality 
on  and  off  timer;  performing  basic 
maintenance;  maintaining  all  newsprint 
waste;  training  of  press  crew  members; 
and  special  projects.  Required:  at  least 
five  years  offset  printing  experience; 
knowledge  of  press  and  related 
equipment;  and  a  background  in  man¬ 
agement.  Please  send  resume  to: 

Asheville  Citizen-Times 
P.O.  Box  2090 
Asheville,  NC  28802 
Attn:  Jim  Bums,  Production  Director 
Fax:  (828)  281-4372 


PRODUCnON/TECH 

MANUFACTURING  SUPPORT 
MANAGER 

The  Arizona  Republic  is  looking  for  o 
Manufacturing  Support  Manager  to 
lead,  direct  and  supervise  the  mechan¬ 
ical,  electrical,  technical  and  engineer¬ 
ing  functions  at  its  two  production 
facilities.  This  senior  management  posi¬ 
tion  will  develop,  recommend,  and 
implement  ideas  and  projects  that 
improve  production  flow,  quality,  pro¬ 
ductivity,  efficiency,  cost  savings  and 
emplayee  development  in  a  deadline- 
orientM,  seven-day  a  week  newspaper 
printing  and  production  environment. 

Minimum  requirements  include  a  Col¬ 
lege  Degree  or  equivalent  experience; 
strong  mechanical  aptitude  and 
electrical/technical  knowledge; 

excellent  communication,  or^nization, 
and  analytical  skills,  provenTeadership 
and  problem  solving  abilities;  four-to- 
six  years  management  experience  and 
a  strong  customer  service  orientation. 
Prior  experience  within  the  newspaper 
industry  is  preferred,  but  not  required. 
Prior  experience  in  a  union  environ¬ 
ment  is  a  plus. 

Interested  candidates  should  send  or 
fax  resume  and  salary  requirements  to: 

Susan  Swim 
The  Arizona  Republic 
200  E.  Van  Buren 
Phoenix,  AZ  85004 
Fax  (602)  256-7334 

The  Arizona  Republic  is  an 
Equal  Opportunity  Employer 


TECHNICAL  SUPPORT  MANAGER 

The  Arizona  Republic's  Production 
Department  is  looking  for  a  Technical 
Support  Manoger  to  lead,  direct  and 
supervise  the  technical  staffs  of  our  two 
production  focilities.  This  persr.-n  will 
develop,  recommend,  and  implement 
ideas  and  projects  that  improve  pro¬ 
duction  flow,  quality,  productivity,  effi¬ 
ciency,  cost  savings  and  employee 
development  in  a  deadline-oriented 
newspaper  printing  and  production 
environment. 

Minimum  requirements:  a  College 
degree  or  eauivalent  experience; 
strong  electrical  systems  knowledge; 
maintaining  the  technical  aspects  of 
production  related  equipment  including 
presses,  platemaking,  mailroom  and 
PC  equipment;  has  the  ability  to 
evaluate  ond  implement  changes  to  the 
hordware  and  software  applications 
reloted  to  these  systems;  good  commu¬ 
nication,  organization  and  analytical 
skills,  proven  leadership  and  problem 
solving  abilities;  as  well  os  a  strong 
customer  service  orientation. 

Interested  candidates  should  send  or 
fax  r6sum6  and  salary  requirements  to: 

S.  Swim 

The  Arizona  Republic 
200  E.  Van  Buren 
Phoenix,  AZ  85004 
Fax  (602)  256-7334 

The  Arizona  Republic  is  an 
Equal  Opportunity  Employer 


_ SALES _ 

NE\M  MEDIA  SALES 

The  industry's  leading  Internet  devel- 
apment  company  (or  newspaper  and 
magazine  publishers  is  loaking  (or  a 
dynamic  and  creative  sales  person  to 
help  us  dominate  our  market.  Candi¬ 
date  must  be  comfortable  working  with 
new  media,  and  must  know  newspa¬ 
per/magazine  business  cold.  Self¬ 
starters,  motivated  performers  only. 
Fax  r6sum6  and  salary  history  to 
(51 6)  767-3485  or  E-mail  to 
jobs@gcnpublishing.com 


SALES/MARKETING  PERSON  with 
experience  wanted  to  join  a  start  up 
company  with  new  product  (or  digital 
delivery  of  newspapers.  Consulting 
arrongement  olso  possible.  Send 
r6sum6  to  mhorval@msn.com 


NE\MS 

MAKES  THE  DIFFERENCE 

•  Editor  &  Publisher  is 
NOT  a  monthly  journalism 

review. 

•  Editor  &  Publisher  is 
NOT  a  monthly  association 

house  organ. 

•  Editor  &  Publisher  is 
NOT  sponsored  by  a  uni¬ 
versity,  society  or  rounda- 

tion. 

•  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering 
the  newspaper  industry. 

NEWS  makes  the  difference 

EDITOR  &  PUBUSHER 
11  West  19th  Street 
New  York,  NY  1001 1 
(212)  675-4380 


It’s  A  Classified 

Secret! 

We'll  never  reveal  the  identity 
of  an  E&P  box  holder. 

If  you  don't  want  your  reply  to  go  to  certain 
newspapers  (or  companies),  seal  your 
reply  in  an  envelope  addressed  to  the  E&P 
Classified  Advertising  Department  with  an 
attached  note  listing  the  newspapers  or 
companies  you  do  not  want  the  reply  to 
reach.  If  the  Box  Number  you're  answering 
is  on  your  list,  We  ll  discard  your  reply. 


PUBUSHING  SYSTEMS 

PUBUSHING  SYSTEMS 

Excellence  isn't  our  Goal. 
It's  our  Standard. 


If  it's  yours  too,  we'd  like  to  hear  from  you.  We're 
ready  to  introduce  the  future  of  open  systems 
publishing.  Join  us  and  earn  the  rewards  from 
your  success  with  newspapers  or  networked  PC's. 
Send  resume  to: 

(Text 

1428  E.  Ellsworth  Rd.  Ann  Arbor  Ml  48108 
Ph.  734-677-4700  •  Fox  734-677-4747 

SEE  US  AT  NEXPO  BOOTH  *1779 
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POSITIONS 

WANTED 

ADMINISTRATIVE 

VETERAN  EDITOR  Vt^HOSE  humor 
pieces  have  appeared  in  major  papers 
needs  work  in  New  York  City  area. 
Full-time,  part-time,  vacation  relief,  you 
name  it.  E-mail  lmcvaluga@aol.com 


_ ADVERTISING _ 

AD  DIRECTOR/Sales  Manager  with 
Publisher  experience.  Strong  manage¬ 
ment  skills.  Sales  just  making  the 
grade?  Need  FIRE  back  in  their 
BELLIES?  I  understand  bottom  line  and 
profit.  Strong  in  Inserts/Single  Sheet 
P&D's.  Long  term/Short  term.  Live  in 
Zone  2.  Let's  Talk  in  confidence. 
(516)653-3361 

E-mail:  wja.mla.com@vrorldnet.att.net 


_ EDITORIAL _ 

EXPERIENCED,  award-winning  writer/ 
editor  seeks  new  career  challenge  with 
specially  or  trade  publication.  Willing 
to  relocate.  (305)  891-2595. 


_ EDITORIAL _ 

ENERGETIC  BUSINESS  REPORTER  with 
7  years  experience  covering  industries 
such  as  automotive,  real  estate,  steel 
and  high-tech  ready  for  jump  to  large 
daily  newspaper.  Able  to  handle  both 
breaking  news  and  industry  trend 
stories.  Can  relocate.  E-mail: 

chrismoga@aol.com 

EXPERIENCED  WRITER/EDITOR  seeks 
freelance  or  F/T  work.  Excellent  skills 
in  newspaper,  magazine,  trade,  ad,  PR 
venues.  Flexible,  creative,  spe^y. 
(212)213-1619.  DFyoga@aol.com 

FORMER  NEWSPAPER,  book  editor, 
17  years  experience,  seeks  on-line 
editorial  job.  E-mail  C.J.  Baggett: 
baggettcj@aol.com 

LOOKING  FOR  A  FIRST-RATE  news 
editor?  Great  layouts,  headlines,  news 
judgment.  Team  Player.  Contact; 

Mark  (970)  461 -11 82 


PROOFREADER/COPY  EDITOR  ready 
to  make  your  copy  error-free.  10 
years'  experience  in  the  business. 
Phoenix  area.  Call  (480)  814-9359  or 
E-mail  scottev@earthlink.net 


^Details  at 

www.mediainfo.com 


NEXT  ISSUE 
NOVEMBER  6'" 

For  your  FREE  copy, 
please  call  Michele  Appello  at 

(212)  675-4380  ext.  173  or 
e-mail:  michelea@mediainfacoin 

Advertisersi  for  space/material 
deadlines  call  Hazel  Preuss  at 

(212)  675-4380  ext.  171 


(ilUk  Cliivii/ict/.s) 


\  E&P  EMPLOYMENT  ZONE  CHART 


CLASSIFIED  ADVERTISING 
INFDRMATIDN 


LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 


Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week . $11.75 

2  weeks  . $10.35 

3  weeks  . $9.05 

4  weeks  . $7.85 


POSITIONS  WANTED 

(includes  online  posting) 

1  week . $5.50 

2  weeks  . $4.60 

3  weeks  . $3.80 

4  weeks  . $3.40 


AU  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $10.10 

2  weeks  . $8.90 

3  weeks  . $7.80 

4  weeks . $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 5.00  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
All  international  box  reply  -  $30.00 

QUAY  AD  MB 

The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $121  pci 

2  weeks . $110  pci 

3  weeks . $104  pci 

4  weeks . $100  pci 

PAVNENT 

Make  check  payable  to  Editor&  Publisher 

a  or  charge  to  your  American  Express. 

MasterCard  or  visa.  Please  supply  name 
on  card,  account  number,  expiration  date 
and  card  holder’s  signature. 
flease  note:  Intematnnal  ads,  new  accounts  and  positions  waited  ads  must  pfBioy. 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for  contract  rates,  display  ad  copy  specifications  and 
procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
lisad@mediainfo.com 


VOICE:  (212)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  E>rtension  173 
Lisa  Dixon  /  Extension  174 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


www.mediainfo.com 
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by  Joe  Mullich 


Confessions  of  a  freebies  junkie 


If  I  ever  entered  one  of  those  12-step  pro¬ 
grams,  it  wouldn’t  be  for  alcohol.  And  it 
wouldn’t  be  for  drugs.  And  it  wouldn’t 
be  for  sex  addiction,  though  I’m  reaching  an 
age  when  I  wish  my  libido  still  needed  that 
type  of  counseling. 

My  12-step  program  would  be  Freebies 
Anonymous.  It  is  not  politically  correct  for 
a  reporter  to  admit  this,  but  I  love  to  get  free 
stuff.  And  in  journalism,  there’s  no  end  of  it. 
My  mailbox  is  filled  with  free  food,  com¬ 
puter  software,  and  games.  Companies  want 
me  to  drive  their  cars.  Go  on  their  trips.  And 
“review”  their  products,  even  though  my 
first  and  last  printed  review  was  of  a  play 
for  my  college  paper. 

Some  newspapers  have  strict  guidelines 
against  reporters  accepting  freebies.  Most  of 
the  publishers  I’ve  worked 
for,  though,  have  consid-  .  . 

ered  my  getting  a  free  ** 

breakfast  while  covering  a  ....  . 

Rotarian  meeting  to  be  a  P®  * 
job  perk.  Conveniently,  this  g  ^ 

allowed  them  to  avoid  pro¬ 
viding  other  “perks,”  like 
dental  insurance. 

I  once  wrote  a  story  |  |q^ 

titled  “The  Incredible, 

Edible  Chicken,”  detailing  fr66 

new  ways  to  serve  proc¬ 
essed  chicken.  It  is  my  one 
story  among  the  thousands  of  investigative 
pieces  and  award-winning  columns  that  are 
forever  memorialized  in  journalism  text¬ 
books,  which  convinces  me  that  God  likes 
to  have  practical  jokes  at  my  expense.  After 
the  story  appeared,  the  company  I  inter¬ 
viewed  sent  me  several  hundred  dollars’ 
worth  of  food.  Concerned  about  the  ethics 
of  taking  the  stuff,  I  asked  my  editor  if  I 
should  send  it  back.  “Hell,  if  you’re  going  to 
do  that,  you  might  as  well  give  it  to  me,” 
said  the  editor. 

Just  recently,  another  editor  1  work  with 
told  me  to  get  an  updated  copy  of  Microsoft 
Word  so  we  could  swap  files  more  easily. 
“Call  up  Microsoft  and  ask  them  for  a 
review  copy,”  he  said. 

“But  1  don’t  review  software.” 

“They  want  you  to  have  the  software,” 
my  editor  said.  I  later  found  out  he  returned 
the  free  software  he  was  sent  to  computer 
stores  for  refunds. 

It’s  hard  not  to  be  affected  in  an  environ¬ 
ment  like  this.  I’ve  always  been  surrounded 


It  is  not 

politically  correct 
for  a  reporter 
to  admit  this, 
but  I  love  to  get 
free  stuff. 


by  freebie  co-dependents.  One  of  my  first 
assignments  as  a  journalist  was  covering  the 
Democratic  presidential  primary  in  California 
in  the  early  ’80s.  My  greatest  memory  is  of 
some  political  flunky  putting  a  carton  of  base¬ 
ball  caps  on  a  table  and  a  swarm  of  reporters, 
literally,  knocking  me  over  to  grab  one.  The 
San  Francisco  49ers  offensive  line  wasn’t  as 
overpowering.  “Reporters  will  take  anything 
that’s  free,”  one  fellow  journalist  scoffed,  as 
he  tried  on  his  hat. 

What  made  me  realize  I  had  gone  over 
the  edge,  though,  was  a  muffin. 

Some  friends  and  I  went  to  a  computer 
trade  show.  They,  because  they  are  pathetic 
nerds.  Me,  because  I  am  so  pathetic  I  had 
nothing  better  to  do  on  a  Saturday  than  tag 
along  and  watch  them  suffer  hard-drive 
envy. 

They  had  nerd  coupons, 
so  we  were  all  getting  in 
.  free,  but  1  still  stood  in  line 

correct  j  ^ 

to  get  press  credentials  for 

^  the  show.  Not  because  I  had 

’’’  any  intention  of  writing 

it  this  about  it.  But  because  the 

’  pressrooms  at  computer 

a  to  Oet  shows  are  always 

filled  with  free  food.  This 
tuff.  free  food  is  provided  by 

some  company  that  hopes 
to  get  favorable  coverage  as 
a  result,  even  though  most  journalists  would¬ 
n’t  notice  O.J.  Simpson  committing  a  major 
felony  if  free  food  happened  to  be  in  their 
sightlines. 

Anyway,  1  got  a  muffin  and  a  Coke.  1 
smugly  waved  the  food  in  my  friends’ 
faces.  Then  one  of  them  pointed  out  I  had 
just  stood  in  line  45  minutes  for  a  press 
pass  and  climbed  five  flights  of  stairs  to 
avoid  paying  for  a  $1.25  muffin  and  a  30- 
cent  soft  drink.  That’s  when  I  realized  I  had 
a  freebies  problem. 

A  reporter  friend  of  mine  is  on  the  arbitra¬ 
tion  board  of  a  large  journalism  organization. 
My  friend  is  quite  ethical,  or  at  least  he  likes 
to  complain  about  how  unethical  editors  are.  I 
called  to  ask  him  about  my  ethical  dilemma 
regarding  freebies.  Before  I  could,  he  breath¬ 
lessly  told  me  he  was  about  to  leave  on  a  trip 
to  Europe  sponsored  by  a  travel  organization. 
I  knew  about  such  things,  which  one  journal¬ 
ism  magazine  had  called  “the  dirty  little 
secret  of  the  travel  industry.”  I  believe  I  used 
that  phrase  in  speaking  with  him.  He  bristled. 


“Some  newspapers  refuse  to  accept  travel 
stories  on  sponsored  trips,”  he  said.  “Often 
those  are  the  same  editors  who  won’t  reim¬ 
burse  the  travel  expenses  of  writers  who  write 
for  them.  It  sure  is  easy  to  take  the  high  moral 
road  when  someone  else  picks  up  the  tab  for 
it.”  I  knew  my  friend  enjoyed  being  self-right¬ 
eous,  so  1  pulled  back  the  phone  to  protect  my 
inner  ear  from  the  explosion  that  followed. 

“Every  reporter  gets  freebies,”  he 
snapped.  “Sports  reporters  get  into  the 
games  for  free.  Movie  reviewers  go  to  free 
screenings.”  After  his  10-minute  soliloquy 
ended,  he  almost  had  me  convinced.  Until 
he  mentioned  he  always  stands  beside  the 
PR  director  on  these  junkets.  “To  pillory 
him  with  hard-hitting  questions?”  I  asked. 

“No  —  that  way,  when  we  stop  at  a  bar 
he’ll  pay  for  the  drinks,”  he  said. 

After  that,  1  spent  a  week  categorizing  all 
the  freebies  I  got.  There  were  hundreds  of 
dollars  of  books,  software,  and  items  like  an 
incredibly  stupid  doll  called  the  Y2K  Bug. 
Personally,  I  think  PR  directors  are  foolish 
to  send  me  these  things,  since  I  tend  to  call 
their  products  “incredibly  stupid.”  1  am  cer¬ 
tainly  one  to  look  a  freebie  in  the  mouth. 

Those  are  the  easy  freebies,  though.  The 
obvious.  I  tallied  the  freebies  I  received  that 
helped  me  do  my  job  as  a  reporter.  A  research 
company  sent  me  a  report  that  retails  for 
$750.  Another  firm  gave  me  several  hundred 
dollars’  worth  of  photos.  The  biggest  freebie, 
though,  was  time  —  consultants  who  charge 
$150  an  hour  willingly  answered  my  ques¬ 
tions  for  nothing  to  get  free  plugs. 

I  didn’t  see  how  receiving  people’s  time 
for  free  was  any  bit  different  than  a  travel 
writer  going  on  a  free  junket  or  a  sports 
reporter  getting  into  a  ballgame  for  free.  I 
called  my  editor  and  suggested  we  pay  the 
people  I  interviewed.  Japanese  journalists 
do,  sometimes,  and  this  would  remove  even 
the  appearance  of  impropriety. 

To  my  surprise,  my  editor  asked  me  for  a 
list  of  the  consultants  I  interviewed.  Later,  I 
asked  what  he  did  with  the  list.  “Gave  it  to  the 
sales  department,”  he  said.  “Maybe  those 
people  you  interviewed  will  want  to  buy  ads.” 

“You  want  sources  to  buy  ads?”  I  asked. 
“Hey,  we’re  giving  them  a  plug.  Do  they 
expect  to  get  something  for  nothing?” 

Mullich  (ioemullich@aol.com)  is  a 
Glendale,  Calif. -based  humorist  and 
technology  writer. 
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Ferag  Integrated  Control  System 


Controlling  and  monitoring 
newspaper  production  has  never 
been  easier — or  more  efficient! 
Ferog's  user-friendly  ICS  utilizes 
familiar  Windows  environment, 
is  compatible  with  existing 
software,  controls  equipment 
regardless  of  vendor!  Provides 
real-time  zoning  control,  totalizing 
and  flexible  release  control.  ICS 
tells  you  quantity  and  location  of 
product  at  every  stage,  gives 
you  instant  control  of  every  func¬ 
tion  from  balancing  press  loads  to 
bundle  distribution.  Tight  security 
prevents  unauthorized  use,  event 
log  simplifies  production  analysis. 
Call  800-355-0892  today 
and  get  all  the  facts! 


The  total  control  system  for 
all  post-press  production! 


FERAG 


FERAG  AMERICAS,  KEYSTONE  INDUSTRIAL  PARK,  190  RIHENHOUSE  CIRCLE,  BRISTOL,  PA  19007-0137 
215-788-0892  TOLL-FREE  800-355-0892  FAX:  215-785-0604 
VISIT  OUR  WEBSITE  AT  www.ferag-americas.com 
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DESIGNED,  BUILT,  SOLD  AND  SERVICED  BY: 


•  One  package  controls  and 
monitors  an  entire  facility! 

•  Modular  design  lets  you  buy 
only  what  you  need! 

•  Scalable  from  the  smallest  to 
the  largest  operation! 

•  Uses  standard  hardware^ 
existing  computer  networks! 


Expand  your  Horizons  with  AFP 


AFP^s  web-based  ImageForuttiy  launched  in  the.  Spring  of  1999,  puts  AFP’s 
entire  live  daily  photo  and  graphics  production  as  well  as  our  rich  database  of 
photo  archives  at  your  fingertips.  A  subscription  to  ImageForum  is  your  passport 
to  pictures  captured  by  AFP  photographers  in  every  corner  of  the  world  -  from 
wars^  to  weather,  fashion  to  football,  politics  to  people. 

For  over  150  years,  AFP’s  far-reaching  international  network  has  provided  an 
unrivaled  depth  and  breadth  of  news  coverage.  Our  correspondents  in  1 65 
countries  deliver  stories  in  English,  French,  Spanish,  Portuguese,  German  and 
Arabic.  Combine  AFP’s  news  dispatches  with  our  multilingual  infographics  and 
prize-winning  photo  services  -  recent  winner  of  awards  from  the  White  House 
News  Photographers  Association  and  National  Baseball  Hall  of  Fame  -  all 
deliverable  through  Internet  technologies,  and  you’ve  got  a  comprehensive 
real-time  news  package  for  your  print  or  online  publication. 

To  find  out  about  AFP’s  ImageForum  and  our  other  news  products  and  services, 
call  our  Washington  offices  at  202-414-0535  or  visit  our  website  at  -  \v  %v.aip.  j‘  im. 
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